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VOLUME V. 



DETROIT, MICHIGAN, JULY 3. 1915. 



NUM&ER 1 



Keeping up the Hudson Wonder-Record 



PROBABLY no new car ever showed such a tremendous initial 
success as did the Hudson last month. The story of those first 
days' sales almost paralyzes belief. Even the most optimistic 
Hudson enthusiast had not dreamed of such a tidal wave of orders. 

Now the first quick outburst of buying is about over. Now we 
approach the second month's sales. Now comes the real tug. 

Are we going to keep up the wonder-record? Are we to increase 
the buying enthusiasm? Or are we to drop back to the common-place 
record of other cars? 

What Will You Do Mr. Distributor? 

You ought to be fully organized by this time. Many distributors 
already have sent in a record number of new-season dealer contracts. 
In some cases many more than their entire dealer-selling force of last 
season. 

Yet some others are sadly behind. They seem to have been asleep. 
Instead of having their territory all closed, and everything ready for 
going after orders with snap and effectiveness they still are dawdling 
along '^burning daylight" and accomplishing only a fraction of what 
they should be doing. 

If any distributor who reads this feels that he has been negligent 
in closing up dealer contracts this will serve to remind him of the fact. 
It is highly important to the success of a distributor's season that 
every selling point should be closed and at work. Every day's delay 
means lost orders. Every hour his territory goes uncovered means 
that other cars get the sales the Hudson should have had. 

What Are You Doing, Mr. Dealer? 

What about those Resident Dealers you were going to get? Why 
is it that some trading centers in your district are selling many other 
cars and few Hudsons? 

You say the roads are bad. Yet a hundred cars were driven from 
New York to San Francisco last month through floods of rain and 
seas of mud. One man was five days crossing a state where "gumbo" 
mud was hub deep. But he crossed! 

If you are very anxious to get out to see your lieutenants you'll find 
a way. If you can't drive a car you can go by rail. If you can't go 
at all you can at least write, or wire. Have you done that? 

You must realize that unless you get your local dealers at work 
right away you are going to lose the cream ef the summer's business. 

And You, Mr. Resident Dealer? 

How many of your prospects have bought Hudsons? 

Do you know that a very large number of cars have been sold to 
people whose names were sent in last season by Resident Dealers like 
yourself? Some dealers made commission enough to almost pay for 
their own car. Numerous others received fat checks for their share of 
the profits. 

A splendid record was made by the Hudson on its early sales last 
month. With this wonderful start it is the easiest thing in the world 
to magnetize your prospect list to the buying point. People like the 
things that others like. Popularity induces more popularity. 



You have a great chance before you this summer. Rarely if ever 
has so wonderful a selling record been achieved by a quality car like 
the Hudson. Seize the opportunity while it is with you. 

Get busy with another prospect list. Canvas your territory 
afresh. There are many names you missed last season. Go after 
them now. Send to your territorial dealer every possible name. The 
dealer and the factory will work on them. And YO U will share in the 
profits when a sale is made. 

How's Your Work Getting On, Mr. Wholesale Salesman? 

Of course you have made a plan for covering your territory to best 
advantage. And with the greatest speed. 

It is vital that you get demonstrators into the hands of every 
dealer. And the quicker the better. Sometimes this isn't easy. But 
if only easy things were to be done a boy could do your work as well as 
you. It's the hard spots that make your job. 

Bear ever in mind that "what we want is orders." Excuses and 
reasons why a dealer doesn't take a demonstrator or order cars for 
stock don't go. If he is shown the real condition of things in its 
true light he'll be eager to take more cars than we can give him. 

It's the mental attitude that counts. Whatever a man sets his 
mind to do HE WILL DO. It's up to you to show him how and why 
he can make money if he has cars and why he can't make money 
otherwise. 

The next ninety days will tell your story. In the next three months 
you make or mar your record as a business-getter. It all rests on 
your own mental attitude. What are you going to do? Clean up the 
territory as it never has been done before? Or fall down? 

(By the way have you sent in your photo yet to the Triangle? We 
want to write a series of stories about wholesale men. Send in your photo 
and tell us something about yourself and your work. — Editor). 

How About Orders, Mr. Retail Salesman? 

You are the rifleman in the first line of trenches. On you rests the 
onus of getting the definite results. All the organization of factory, 
distributor, dealer, wholesaler and resident dealer is kept going simply 
so that you can get a "bead" on the prospect. 

Like the rifleman day and night should be pretty much alike to 
you during the selling season. This does not necessarily mean that 
you should "never sleep." But it does mean that everlasting vigilance 
and alertness is the price of profit. 

Prospects come when least expected. No man can tell a buyer in 
advance. Often you may "entertain angels unawares." 

The secret of successful salesmanship may be expressed in just 
one word — "WORK." The salesman who works passes easily the 
so-called genius. 

The new-model Hudson is the easiest-to-sell Hudson ever known. 
From everywhere come reports telling that it is a "cinch" to sell the 
"yacht-line." And the new price has swept the buying public off its 
feet. 

The salesman who does not show a BIG GAIN during the next 
ninety days is not living up to his opportunities. 
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SOME NEW THINGS ABOUT THE 1916 SIX-40 



IN the Triangle for June 5 last, are given some of the prominent 
selling points for the 1916 Model Six-40. In addition to these 
there are a number of other features, some of which were not 
mentioned in that article, to which we would like to direct the atten- 
tion of salesmen especially. 

A number of these new things come under the heading of ' 'me- 
chanical details," and in accordance with the well-known Hudson 
principle of suppressing details as much as possible, these should not 
be used unless it is absolutely necessary. There are some, however, 
that can be introduced occasionally that will assist in impressing the 
prospect with the completeness of the Hudson Six-40. 

The Rubber Mat 

One of the questions brought up by customers is the rubber mat 
in the driver's compartment of the new car. Some salesmen have 
written saying, "How are we going to defend this rubber mat?" etc. 

The answer is that just as soon as a salesman thinks he has to 
defend anything about the car his usefulness as a Hudson salesman has 
about come to an end. There is no such thing needed as a defence 
of the car. The Hudson so far as the Hudson salesman is concerned 
is perfect. It makes not the slightest difference what may be his 
personal ideas on some feature. The customer should get one im- 
pression and only one, and that is that the Hudson is just as near 
perfection as anything in the way of a motor-car can possibly be at 
the present stage of motor-car knowledge. 

On this point it would be well for the salesman to suggest that 
the rubber mat is a big improvement on any other way of finishing 
the driver's compartment. It is an idea that is not new. It has 
been used in the Fiat and other European cars, and from them has 
been copied by the highest-priced American cars. The fact that it 
is now being used in the Hudson is merely another indication of the 
high-grade of the Hudson car. 

There are many reasons why the rubber mat is popular and 
efficient. It is softer on the feet, it makes a complete floor covering 
allowing no dust or drafts to come up through tne floor, it is very 
easily washed, presents a neater appearance, it does not make the 
feet tired and in many ways shows superiority over the old-style 
finish. 

Someone asks why do we not use carpet in the driver's compart- 
ment, but a moment's reflection will show that no carpet can be as 
efficient or as cleanly as this rubber covering. 

Emphasize the fact that this is the style on leading foreign cars 
and hign-priced American cars and this in addition to the very practi- 
cal points enumerated will give the prospect the conviction that the 
rubber mat is used because it is the very best thing of the kind that 
can be had irrespective of price. 

Improved Electrical System 

Considerable improvement has been made in the electrical system. 
Of course the principle is the same as before. The most important 
improvement is the ntting of separate ignition units and of a separate 
resistance or charging rate governor. The 1916 generator clutch 
has no notches and does not give the warning signal as before. 



An ammeter is mounted on the dash switch so that the functioning 
of the electrical system is at all times apparent. 

The horn circuit is now open when the switch is locked and the 
annoyance of having the horn sounded when the car is left standing 
has been avoided. 

A new device insures that the resistance spool cannot be damaged 
by switching off when coasting down hill. 

The storage battery now has new style clips especially devised for 
the use of inexperienced owners without fear of damage. The entire 
right-hand half of the toe plate is removable, thus making the starter 
gears very accessible. The clutch throw-out collar is lubricated from 
a grease cup located on the gear shift control housing. Call par- 
ticular attention to this and especially in the case of new owners 
impress upon them the absolute necessity of seeing that this cup is 
kept filled with grease and that it is turned down regularly and 
strongly so that the grease is forced to the point where it is required. 

Springs Show New Designs 

All springs are of new design, flatter, more flexible and with larger 
spring bolt bearings. Spring eyes are specially finished with hard 
steel washers to avoid wear. 

The external service brake is the same but the internal brake has 
been equipped with an outside adjustment. It is now a very simple 
matter for an owner to maintain correct brake adjustment. 

The carburetor is considerably improved over the 1915 type. It 
is now almost impossible for dust to enter and obstruct the idling jet 
intake. The strangler control and shutter has been improved. 

The water pump is of bronze and the bushings are separate and 
interchangeable, a distinct improvement over previous construction. 

The New Gasoline Tank and Gauge 

The gasoline tank is of just two pieces with one central seam. It 
holds approximately two gallons more than the 1915 model. The 
gasoline gauge is of simpler construction, is of the magnetic type, and 
has no connection with the indicator mounted on the dash. Leakage 
at the point where the gauge attaches to the tank is thus avoided. It 
will be at once apparent that owing to the changed shape of the dash 
apron the switch and other controls are more readily accessible. 

Note that the sliding auxiliary seat backs are held in the upright 

Eosition by two springs located at the two lower corners of the up- 
olstered back. The two small buttons on the springs may be felt 
underneath the upholstery and it is necessary to press these buttons 
before the back can be slid down into its place ready for folding under* 
the front seat. 

The new style curtain-fasteners are operated by pulling the plate 
sideways and upward at the same time. The "dot" on the fasteners 
indicates the side to be pulled. It is essential that this be understood 
in order to prevent the fasteners being torn in the unfastening. 

Salesmen should thoroughly investigate and remember all these 
points so that there will be no hesitation in going over them when 
talking with customers. Such points as the little buttons on the back 
of the auxiliary seat and items of this sort are very necessary to know 
in order to avoid embarrassment by being able to operate the seats 
properly when exhibiting the car to a customer. 



JOIN THE "WE SHOULD WORRY" CLUB 

FROM the "Triumphs and Tragedies of Business," by E. E. Vree- 
land, may be had some optimistic ideas calculated to transfer all 

people from gloomy grouches into the "We Should Worry Club." 
. We trust every Hudson dealer and Hudson salesman will read the 
following extract from Mr. Vreeland's book with considerable care. 
This is the sort of information that will convince any man that for 
ten years at least we are to enjoy unexampled opportunities for 
industry and energy. 

In the motor-car business particularly, the record of the next ten 
years promises to eclipse in enormous degree the marvelous record of 
the last ten. That the market for automobiles and other articles is 
practically unlimited is very evident by the conclusions reached in 
this interesting book. 

Says Mr. Vreeland: 

"On the fourth of July, 1776, the Continental Congress adopted 
the Declaration of Independence. This means that as an independent 
nation we are only 139 years old. Think of it! Not many years 
older than some men who are living today. 

"In 1776 the total population of this country was 3,000,000. 
New York City had a population of 24,000; Boston, 15,000 and Phila- 
delphia 23,000. The census shows that in the year 1900 the United 
States had a population of 76,000,000 and in 1910 it was 92,000,000. 
Therefore, in this ten-year period, the population has increased 
fourteen millions, or at the rate of four thousand a day! This is 
equivalent to creating a new town every day, or 365 new towns a 
year, each having a population of four thousand people! The trend 
of conditions indicates that expansion during the next ten years will 
be even more miraculous. But irrespective of how rapidly our country 
expands, to most of us, the growth is likely to seem slow and undra- 
matic. It is growing just the same, very substantially, very rapidly. 



"In natural resources we are fortified more strongly than any two 
nations of the earth. The extent of our national wealth is beyond 
computation! The Department of Commerce at Washington has 
recently advised me that according to their most accurate figures, 
the wealth of the nation is increasing at the rate of thirteen million 
dollars a day. 

"At the present rate of consumption, there is enough coal in sight 
to supply our needs for nearly a thousand years; and practically the 
same is true of iron ore. When the thousand years are up there will 
be enough in sight to last a thousand more! There is an inexhaustible 
supply of timber and thousands of acres of new forests are being 
planted. 

"It has been estimated that the resources of the State of Texas 
alone, are ample to supply a fine home for every family in this country. 
In this one State, there is enough land to produce abundant food, 
including luxuries, for the entire population of the country. It is also 
estimated that Texas is capable of producing sufficient wool and cotton 
to answer all our needs. 

"Think of it! W T e could desert the rest of the country, locate in 
one State and every family could have plenty! The surface of our 
resources has not been scratched, our wealth has never been accurately 
estimated, and the increase in population never accurately prophesied. 

"W T ith each new day, new needs are born. There is an increasing 
demand for more of everything and an increasing demand for better 
qualities of everything. Today, the refinements of life are enjoyed 
by a larger percentage of the population, than was true of twenty, or 
even ten years ago. 

"Within the next ten years, big industries will grow bigger, new 
industries will spring up and prosper. There will be more people and 
more wealth." 
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EDITOR'S NOTE— This aerie* of letters is based on the advice and suggestions <tfa successful automobile, dealer. His son has selected a territory, secured 
financial backing, and seeks advice from his father on how to make his project a success. The collection of the dealer's hints into this form may be of benefit to 
ambitious person's who are looking for "more world's to conquer." (This series began in the April xtth issue of the Triangle.) 



% July 3rd, 1915. 

My Dear Son: 

I want to congratulate you on your good judgment — or was it pure 
luck — that started you into the automobile-selling business this year. 
For of all the rich years motor-car retailers ever saw this is to be the 
richest. It's a regular fleet of prize galleons, laden with plate, doub- 
loons, pieces of eight, and all the other treasure trove we read of. 

All you need is ordinary horse-sense and industry and you'll clean 
up big. With decent management you can't help making money. 

It beats all how the people are buying cars. Not only the car you 
handle but all cars. It's a mighty good sign when all feel the effects 
of a good season. I'd rather see all cars selling well than to have 
one car doing a big business and others doing little or nothing. 

This is calculated to put ginger and snap and vim into your 
selling force. There shouldn't be a pessimist in the lot. Any man who 
can't see the bag of gold on the end of the rainbow this year is blind 
as a mole. 

Keep this feeling coming. Don't let a man wear anything but 
the smile that won't come off. Show him that there isn't any blue in 
the motor-car universe. If he sees indigo it's all in his own eye. 
And it's up to himself to get that out of his system quick. 

Insist that every man can sell a record number of Hudsons. It's 
all in his own mentality. If he refuses to see anything but success 
nothing but success will attend him. If he looks for gloom he'll find 
it. When a man comes to you with a long face and a sob story tell 
him to buy a copy of Jack London's " Burning Daylight" and read 
that through before he goes to bed. That's a story that has grit and 
nerve and bull-dog tenacity spilled over every page. Any man who 
can read that and then work the tear-racket is hopeless. 

A wholesale man came to me the other day excusing his lack of 
sales. He had all the usual stereotyped "reasons" why he hadn't 
made good. I let him run to the end of his string then asked him 
what other district he thought was better. He told me. I called in 
the man detailed to this supposedly favorable section and told him 

SUBMERGED LONGINGS 

PRACTICALLY every man carries in the back of his head some 
quite unnoticed hopes or desires. If the salesman can find them 
out it assists him very materially in getting close to his prospect. 

Automobile salesmanship does not consist in rattling off the 
specifications of a car glibly and fluently, nor does it consist in trying 
to rush the prospect off his feet, as is advocated by many writers 
who ought to know better. 

The day of merely cyclonic enthusiasm as a sales force has prac- 
tically passed. It is all very well to have enthusiasm, but enthusiasm 
and force alone do not constitute salesmanship. 

The hopes and longings in the back of a man's head, that are "sub- 
merged" so to speak, are the things nearest and dearest to him. 

A prosaic business man may have worlds of romance bound up in 
a rather commonplace exterior. 

A man who never takes a vacation and is never far from the sight 
of brick walls and asphalt may be the one influenced by an appeal to 
his love of the trees, the brook, the sun and sky. 

A sedate, prosy, commonplace individual who treads a narrow 
path, may be the one to whom a vision of a fast-flying roadster on a 
splendid piece of road would appeal vividly. 

This merely emphasizes in another direction the injunction to 
analyze a prospect. 

It is of even more importance to find out the "submerged longings" 
of your would-to-be customer, than it is to be punctilious in calling 
upon him every day or so for months. 

If you spend half of your time in finding out something about your 
man, your other half will be much more productive of orders. Mere 
energy is exemplified in the case of the fine carriage horse that jumps 



to change places with the first man. The result was that the "rotten" 
section yielded a rich crop of sales, while the "gilt-edged" district 
picked by the man-with-the-yellow-streak returned just as poor 
returns as he had showed in his first effort. Which conclusively 
proved what I knew was the case that success or failure is all in the 
man behind the gun" every time. 

Don't listen to your salesmen when they try to excuse their lack 
of orders because of bad weather, hard times, unfair competition, or 
any one of the scores of other "reasons" that they will present. 
Believe me, son, there's nothing to it. Someone is buying motor-cars 
and someone is selling them. And if your men don't get their share 
of orders it's in the men and not in the car or in the times. 

You'll find plenty of men who will sneer at this. They'll tell you 
this sort of idea is all "slush." But don't you let them infect you 
with their yellow-backed microbe of failure. For every smashing, 
whirlwind success there are dozens and hundreds of mediocre mutts 
who never will be anything else than whiners and quitters. It's up 
to you to say whether you and your organization shall be top-notchers 
or whether you will crawl on the ground at the bottom of the ladder 
all your days. 

You remember the fellow who "tackled the thing that couldn't be 
done, and he DID IT.' 1 You and your men are to be the chaps to 
DO the thing that others say "can't be done." 

Tell your boys to take their dictionaries and go through them with 
a red pencil crossing out in that color of hope all the words that mean 
"can't." Forget that such a word as "can't" ever existed. Educate 
them to be positives, not negatives. A man can accustom himself to 
look only on the bright side. Before long he will find that this is the 
only side he can see. There is then no such things as failure in his 
experience. 

That's the sort of stuff that will make this year for you and for 
your organization a glowing, glittering, golden success. 

Try a full dose of this next week and let me know how you come 
out. 

Dad. 

up and down on one spot without getting anywhere. The horse 
makes a fine appearance, he has what is known as fine action, but he 
does not "arrive." 

The same is true of many salesmen. They are early at work, 
hustle hard all day, put in overtime and holidays, but they do not 
move from the same spot. Their energy is misdirected and simply 
resolves itself into unproductive action. 

The story is told of the mailing list of a large concern consisting 
of various filing cards where under the head of "Remarks" were such 
notations as "Talk to this man about his son," "His hobby is trap- 
shooting," "This man is interested in bees," "This man hates 
Democrats," "This man is a lover of the country and likes a quiet life." 

These were indications of the prospect's "submerged longings." 
Along these lines a salesman could get a hearing. 

A student of human nature, or a keen observer, may pick up from 
a man's surroundings, in his home or his office, indications of his 
"submerged longing." If you find fishing or shooting pictures 
on the wall, a gun case standing in the corner of the room, 
or a paper weight made up in the form of a hunting dog, you may rest 
assured that this man's "submerged longings" are for the game fields 
or the fishing grounds. There may be indications of a liking for music, 
even in a prosaic business office. On the desk of a man who appears 
to have very little of romance in his composition may be a photograph 
of his wife and his children. 

Other little Sherlock Holmes ideas of this kind may lead the keen- 
eyed salesman to the track which leads to the dotted line. 

If, therefore, you find a difficulty in getting to your prospect, give 
him a rest for a day or two and in the meantime go on a still hunt to 
find out what is his "submerged longing." 
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SUCCESSFUL STUNTS REQUIRE SPECIAL STAGING 



HERE is an object lesson in staging a stunt in order to make it 
successful. 

It is easy to drive a Hudson Six-40 car on high gear at low 
speed, but it is not so easy to show that achievement, particularly in 
a newspaper illustration. 

One of the bright minds of the Pacific Car Company of Tacoma 
conceived the idea of having a boy walking backwards before a car, 
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a space of about 675 feet to 40 miles an hour. 

It was then put through other stunts such as climbing steep 
grades, pulling through difficult road conditions, and other perform- 
ances of this character. 

The point is, however, that the placing of the boy before the car 
on the slow speed test was the touch that got this picture into hun- 
dreds of newspapers all over the United States, and that will be of 
lootir.tr aj»llm<r honAfit. to the ingenious dealers who conceived the idea, 
are worked by dealers in various parts of the 
country at various times to show up the cap- 
abilities of their cars. 

This is an object lesson in "staging" these 
performances in such a way that they will be 
sensationally striking and will be available 
for newspaper publicity purposes. Merely to 
show the picture of a car with people in it is 
of absolutely no value. The first impulse of 
every man when he buys a car is to have his 
photograph taken seated at the wheel. This 
may be of importance and interest to the man 
himself and to his family, but it has no appeal 
to the general public. And to the Hudson 
dealer and to the Hudson Company it is 
worthless as advertising. 

We urge upon all dealers, therefore, when 
staging a stunt of this sort, to get into it some 
novel element if possible that will make it 
stand out from the ordinary motor-car illus- 
tration and demonstration. 



WICHITA'S NEW SALESROOM 

FURNISHES EXCELLENT 

MODEL 

THE Hudson Sales Company of Wichita, 
Kansas, is to be congratulated on its 
new salesroom, two views of which are 
shown herewith. 

Rarely has there come to our attention a 
more attractive salesroom constructed on a 
moderate size lot and at comparatively little 
expense. 

The lot on which the building is located is 
35 x 140 feet. The one-story garage and 
salesroom is of concrete, brick and steel. The 
front of the building presents a very attractive 
appearance. It has wide, large windows, per- 
mitting of an unobstructed view of the sales- 
room. 

Here, as is illustrated, can be shown several 
cars in attractive surroundings and with 
liberal space. 

The office lies imediately back of the show 
room and is compact, accessible, and con- 
venient to both the show room and to the 
garage, repair shop and stock room. In the 
rear, reached by double doors and passage- 
way, is the repair shop, wash rack, stock 
rooms and other features. 

This furnishes an excellent model for show- 
rooms and repair shop for dealers in towns 
corresponding to Wichita in size and selling 
possibilities. 



The sales department has always been 
against excessive expenditure in the way of 
show rooms and repair shop, although it also 
has stood strongly for good appearance and 
good location. 



There are places where a $250,000 building 
is cjuite in keeping with the amount of 
business done by the dealer and with the 
importance of the city. There are other 
places where show rooms smaller than these 



in\Wichita may be of advantage. But for 
a moderate sized location in a moderate sized 
city and at moderate expense, this Wichita 
establishment offers many excellent sugges- 
tions. 

Mr. Karl J. Mosbacher, of the Hudson 
Sales Company, of Wichita, says his is the 
best looking salesroom and service depart- 
ment in the State of Kansas. 



A good Hudson in good shape is capable of all sorts 
of good results. This is evidenced by a trip recently 
made by Mr. S. H. Burton, of Elsinore, Calif., who 
drove from Elsinore to Cincinnati, Ohio, in his Hudson 
Six-40. He had not a minute's trouble and he arrived 
in the Ohio City with the original California air in his 
tires. The Ranchers Manufacturing Company, Hudson 
distributors at Pomona, Calif., from whom we had this 
information, states that Mr. Burton encountered some 
very bad road conditions but His Hudson pulled 
through in first-class shape in every instance. 
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THE HIGHER MATHEMATICS OF 
MOTOR-CAR MERCHANDISING 



"I "\AD" has something to say this week about getting 
1 3 beyond the primary class in selling automobiles. 
This might be called the "higher mathematics" of 
the business. 

There are many Hudson dealers — both big and little — 
who are apparently content to stay in the "A, B, C" 
grades. 

"$100 selling price less $90 cost, equals $10 profit," is 
about as far as they go. 

There are more worlds to conquer in this business than 
any of us, perhaps, have dreamed of. 

Room For Big Men 

It holds possibilities that are only now beginning to be 
understood. And this still imperfectly. 

What a distributor or dealer may do compared with what 
he now does is about like the comparison between Carnegie, 
the Napoleon of steel, and a village blacksmith. 

The restricted round of the average dealer's daily duties 
unfits him for seeing the vastly greater field — as yet almost 
untouched. 

Thinking In Thousands 

The man who thinks in cents is bounded by a one-cent 
environment. 

The dollar man is only a trifle bigger. 

This is a day of thinking in large figures. Yet few 
motor-car distributors or dealers appear in this class. 

Automobile builders are obliged to think big and act 
big. The small thinker, planner and doer cannot hold the 
pace. 

It is their constant endeavor to get their distributors 
and dealers to think as they do — in terms of thousands 
rather than in hundreds. 

Volume Of Sales Essential To All 

It is a curious fact that so few dealers appreciate the 
necessity of volume. They listen, unaffected, to the factory 
sales manager's plea for wider and bigger sales. They fail 
to appreciate the vital effect volume has on their personal 
and individual fortunes. 

Just as so many inland farmers were — until recently — 
unmoved by pleas for the Panama Canal and for an Ameri- 
can merchant marine. They were too sluggish-brained, or 
too indifferent to realize the connection between these 
cargo-carriers and the price of wheat in the Middle West. 

If the Hudson company sells 10,000 cars in Siberia it is 
of dollars-and-cents importance to the American dealers 
from Maine to California. The principle works the same 
every where. 

To work toward Total Volume — National sales — as a 



means of increasing his personal business is looked on by 
the average dealer as simply absurd. Think it over. 

The Strategy Of Business 

The general who insisted on carrying a rifle and using 
it in the front line of trenches would not long remain a 
general. 

Uncounted millions of pairs of shoes were shined before 
a general of organization formed a shoe-polishing company 
that made him wealthy without his touching his fingers to 
the brush. 

There is a strategy of business as there is of war. Some, 
to be sure, must carry the rifle. But some will wear the 
shoulder-straps. 

To plan a campaign is of more importance than to 
march in the ranks. 

It's easy to find bullet-stoppers. Easy to find average 
salesmen. But to find the man with the brain to direct, 
and the mind to conceive, is difficult. 

Here and there are such men. Men with ample capacity, 
unbounded energy. Men who can be — if they will it — 
Kitcheners and Hindenburgs and Joffres of motor-car mer- 
chandising. 

Near-Sight Versus Far-Sight 

The near-sighted dealer sees only his own town and 
possibly a small circle about it. His entire thought and 
attention is given to merely local sales. 

Sometimes he sells quite a number of cars before his 
market is exhausted. 

But sooner or later his volume is cramped and progress 
ceases. 

The man of wider vision plans a campaign occupying 
large territory, and many opportunities. 

He sows seed for harvesting in future years. With him 
the immediate seasonal sale is not so all-important. 

His organization is built for steady growth of business. 
He has ore enough blocked out to keep his dollar mill 
running indefinitely. 

Building To A Plan 

Small, one-story frame shanties may be built by rule of 
thumb. 

The bigger and more pretentious the building the more 
necessity for a thorough plan. 

You may build a small "one-horse" motor-car business 
by rule of thumb. You may do all the selling and service 
yourself. 

But you never will realize your possibilities, never make 

{Continued on pagt 2) 



THINK BIG AND YOU'LL GROW BIG 
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JULY ADVERTISING TO REACH 70,000,000 PEOPLE 



TOTAL circulation of publications in which July advertising 
appears will total 22,853,377. This is shown by detailed list of 
papers and space herewith. Figuring three readers to each copy, 
which is less than is usually estimated, makes the total number of 
readers ABOUT 70 MILLION. 

It is safe to say that in the entire United States and Canada 
every person who is in any way interested in a motor-car will see the 
Hudson advertising during July. 

To make this advertising resultful it must be folio wed up. Dealers 
and salesmen must be alert, keenly observant, ready to utilize the 
effect of the advertising to the fullest possible degree. 



AGRICULTURAL PUBLICATIONS 



MAGAZINES AND NATIONAL WEEKLIES 



Date 

7- 

7- 

7- 

7-1 

7-3 

7-3 

7-5 

7-8 

7-8 

7-10 

7-10 

7-14 

7-15 

7-17 

7-17 

7-17 

7-19 

7-21 

7-22 

7-24 

7-26 

7-28 

7-29 

7-31 



Date 

7- 
7- 
7- 
7- 
7- 
7- 



Publication 
National Geographic Magazine. 

Harper's Magazine 

Sunset Magazine 

Life 

Literary Digest 

Collier's Weekly 

Independent. 



Space 
1 Page 
1 Page 
1 Page 
1 Page 
1 Page 
1 Page 
1 Page 

Youth's Companion H Page 

Life 1 Page 

Saturday Evening Post 1 Page 

Collier's Weekly 1 Page 

Christian Herald 1 Page 

Life 1 Pago 

Saturday Evening Post I Page 

Literary Digest 1 Page 

Collier's Weekly 1 Page 

Independent 1 Page 

Christian Herald 1 Page 

Youth's Companion }4 Page 

Literary Digest 1 Page 

Independent 1 Page 

Christian Herald 1 Page 

Life 1 Page 

Saturday Evening Post 1 Page 



Circulation 
400,()i)0 
100,000 
135,000 
225,000 
305,000 
861,000 
70,000 
448,147 
225,000 

1,987.486 
861,000 
300,000 
225,000 

1,987.486 
365,000 
861,000 
70,000 
300,000 
448,147 
365,000 
70,000 
300.000 
225,000 

1,987,486 



Total 13,181.752 

AGRICULTURAL PUBLICATIONS 

Publication Space Circulation 

American Farming 2 Pages 80,000 

Better Farming 1 Page 312,91 1 

Farm Life 1 Page 400,000 

Farm Home 1 Page 75,000 

Successful Farming 2 Pages 704,500 

Missouri Valley Farmer 1 Page 500,000 



Date 

7- 

7- 

7- 

7-1 

7-1 

7-1 

7-1 

7-1 

7-1 

7-1 

7-1 

7-3 

7-3 

7-3 

7-3 

7-3 

7-3 

7-3 

7-7 

7-8 

7-8 

7-8 

7-8 

7-9 

7-10 

7-15 

7-15 

7-15 

7-15 

7-15 

7-15 

7-15 

7-15 

7-15 

7-16 

7-17 

7-17 

7-17 

7-17 

7-21 

7-24 

7-24 

7-24 

7-25 

7-28 

7-31 

7-31 

7-31 



Space Circulation 

1 Page 35,000 

1 Page 130,000 

2 Pages 400,000 
1 Page 845,924 
1 Page 51,350 
1 Page 200.521 
1 Page 64,843 
1 Page 102,897 
1 Page 91.285 
1 Page 67,000 
1 Page 125,000 
1 Page 60.215 
1 Page 553,755 
1 Page 96,000 
1 Page 129,200 
1 Page 167.930 
1 Page 102,561 
1 Page 80,555 
1 Page 80,685 
1 Page 1 10,000 
1 Page 72.880 
1 Page 93,478 
1 Page 135.662 
1 Page 99,659 
1 Page 66.554 
1 Page 104,272 
1 Page 262,467 
1 Page 102,897 
1 Page 59,000 
1 Page 67,000 
1 Page 100,000 
1 Page 605,393 
1 Page 112,834 
1 Page 140,490 
1 Page 64.048 
1 Page 80,932 
1 Page 131,724 
1 Page 140,000 
1 Page 128.162 
1 Page 105,000 
1 Page 326,901 
1 Page 100.000 
1 Page 104,568 
1 Page 155,000 
1 Page 95,978 
1 Page 50,000 
1 Page 62,500 
1 Page 118,094 
1 Page 419,000 

Total 9.671,625 



Publication 

Thresherman's Review 

National Farmer and Stock CI rower. 

Farm News 

Farm Journal 

Western Farm Life 

l'p-to-date Farming 

Farmer and Breeder 

Home and Farm 

Gleaner 

Iowa Farmer 

Fruit Grower and Farmer 

Dakota Farmer 

Farm and Fireside (E. & W. Ed.) . . . 

Farm and Ranch 

Ohio Farmer 

Progressive Farmer 

Prairie Farmer 

Farmer's Guide 

Michigan Farmer 

Twentieth Century Farmer 

Wisconsin Farmer 

Farmer and Stockman 

Iowa Homestead , 

Breeder's Gazette 

Hoard's Dairyman 

Northwestern Farmstead 

Southern Ruralist 

Home and Farm 

Illinois Farmer 

Iowa Farmer 

Kimball's Dairy Farmer 

Farm and Home (E. & W. Ed.) 

Farm, Stock and Home 

Farm Progress 

Wisconsin Agriculturist 

Wallace's Farmer 

National Stockman and Farmer. 

Farmer 

American Agriculturist 

Farmer's Review 

Star 

Farming Business 

Farmer's Mail and Breeze 

Rural New Yorker 

Oklahoma Farmer and Stockman 

Nebraska Farmer 

Kansas Farmer 

Orange Judd Farmer 

Country Gentleman 



Grand Total July Circulation 22,853.377 



CALL IT SIMPLY THE "HUDSON" 

FROM now on it is to be simply the "Hudson" ear. There is to 
be no more "Six-40" or "Six-54." The Hudson Company was 

the first manufacturer to bring out this type of light six and it 
devised and first used the name "Six-40" in the form with which all 
Hudson dealers and salesmen are familiar. So tremendously popular 
was the Hudson model and so anxious were others to profit by its 
popularity that quite a number of cars are now on the market with 
a name very similar to the Hudson "Six-40." Some of them are 
called "Six-40," some "Six-36," some "Six-4(5'' and various combina- 
tions, all, however, patterning after the Hudson style. 

In order, therefore to give our friends something more to think 
about and to again make the Hudson distinctive, it has been decided 
from now on to drop the use of "Six-40" and to call the car simply the 
"Hudson." 

In all the literature sent out from the factory dealers and salesmen 
will notice this new form, and it is requested that gradually the change 
be made so that all, including owners, become accustomed to know 
the car simply as the "Hudson." 



ORGANIZATION PROMISES PROFITABLE 
HANDLING OF COTTON CROP 

SENATOR John L. McLaurin, State Warehouse Commissioner of 
South Carolina — who by the way is an enthusiastic Hudson 
owner — advocates a state system for handling and marketing 
cotton which has led to the passage of bills for that purpose in the 
States of South Carolina, Texas and Louisiana. Probably Georgia 
and Alabama also, will fall in line. 

Cotton is rapidly approaching the marketing period, hence the 
activity of Senator McLaurin and his associates. 

The basis of the plan is to warehouse cotton in designated ware- 
houses, and against this cotton to issue official warehouse receipts 
to be used as a reserve or deposit to guarantee the issuance of current 
notes or certificates. These are to amount in value to not more than 
85% of the market price of the cotton at the time the certificate is 



issued. These certificates are to be used in a local way and also may, 
to a large extent, perform the functions of real money. 

Southern bankers are taking an active interest in the plan proposed 
by Senator McLaurin. There is every indication that it will be 
enthusiastically inaugurated, at least in the five states mentioned, and 
that it will safeguard the prosperity of the South during and after 
the harvesting of the present cotton crop. 



THE HIGHER MATHEMATICS OF 
MOTOR-CAR MERCHANDISING 

(Continued from page /) 

a big success unless you devote time to thorough planning 
and campaigning. 

To make a plan and build to it tends to make big men 
of small, and great fortunes out of small beginnings. 

Getting "Over In The Book 1 ' 

To get further over in the book of motor-car mer- 
chandising calls for breadth of vision, wideness of thought, 
ampleness of aim. 

Think in hundreds where you now think in units. Yet 
let each unit of detail be given scrupulous care by those in 
charge of that department. 

Instead of spending time fussing over the sale of one car 
devote your thought to how you can sell ten. It requires 
no more time to sell ten cars than it does to sell one — when 
you have set your mind on it. 

There is no limit to the territory a good distributor can 
contract for. But no man ever gets more scope who fails 
to live up to present opportunities. Mere size of territory 
is no insurance of profits. 

Yet where a distributor or dealer needs room for ex- 
pansion, and has worked every corner of what he has there 
never has been any difficulty about a wider opportunity. 



— 2— 
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BIG AUTOMOBILE BUILDERS 1 
STICK TO SIX- CYLINDER MOTOR 



THE makers of the Pierce- Arrow and of the Winton cars announce 
that they are convinced of the superiority of the six-cylinder 
motor. 

They propose to stick to its use instead of following will-o'-the- 
wisps of novelty merely for the purpose of securing what appears to 
some to be a spectacular selling argument. 

Note the advertisement of the Pierce-Arrow Motor Car Company 
reproduced herewith. This advertisement appeared in all .the impor- 
tant national publications. 

The striking sentences are: "No radical change in the present six- 
cylinder power plant will be made during the next eighteen months." 
. . . "After that date such minor improvements as experience may 
dictate will be incorporated in a new series of six-cylinder models." 

Note particularly the following: "Pierce-Arrow engineers are con- 
vinced that complete satisfaction to the owner, from the point of view 
of service and investment is reached in the Pierce-Arrow six-cylinder 
motor. No further step is warranted by the present development of 
engineering thought, ingenuity and invention, and the policy of this 
company is averse to the introduction of novelties for the purpose of secur- 
ing a more spectacular selling argument." 

The Winton company advertised in all the big daily newspapers 
that: "From its exhaustive experience with motors of various types 
the Winton Company is convinced that the world has not produced a 
motor superior to the rightly-built six-cylinder; hence we shall continue 
to make sixes exclusively." 

These statements and announcements on the part of these impor- 
tant companies indicate in no uncertain tone their belief in the supre- 
macy of the six. 

They speak from wide experience. It is well known that experi- 
mental models of various types of motors have been built and tested 
by these efficient manufacturers. And after exhaustive tests of other 
types they are decided in their assertion of the superiority of the 
properly built six-cylinder motor. 

This is corroborated by the tests and experience of the Hudson 
Motor Car Company. 

There has not yet been produced by any maker a motor which is 
the equal of the Hudson six-cylinder power plant in design, efficiency 
and continuous reliability. It is extremely doubtful if any of the 
present types of multiple-cylinder motors now being offered will by 
any process of refinement reach a point where it will offer any reason 



for a change from the use of the properly designed and properly built 
six-cylinder. 

The six-cylinder now is, and promises to long continue, the domi- 
nant type. 
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Pierce-Arrow 

Announcement of Policy 

TI1K Pierce-Arrow Motor Car Gmipain an- 
nounces t ti.it no radical change in its present 
si\-c\hnder power pl.mt will be made during the 
next eighteen months. 

"Scries Three" models will he continued without 
change during the halance of 1°|s, after which 
sneli minor refinements as experience m.i> dictate 
will Ik: incorpor.itcil in .1 new series of si\-c\lnider 
models. • 

1'ierce -.Arrow engineers .ire com i need th.it com- 
plete satisfaction to the owner, from the point of 
view of service- and investment, is reached in the 
Pierce-Arrow M\-c>linder motor. No further step 
is warranted b\ the present development of engi- 
neering thought, ingenuit) and invention, and the 
policy of this com pans is averse 10 the intn>duc- 
tion of novelnc* for the purpose of securing a more- 
spectacular selling argument. 
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HUDSON SETS RECORD FOR LONG DISTANCE DEMONSTRATION 

"/^IVE me a good demonstration and I'll buy a Hudson," said Dr. 
Vj H. B. Smith of Sonora, California, to A. H. Patterson, Hudson 



distributor at Stockton. Now Patterson is what they call on 
the Pacific Coast a "bear" on cross-country driving. Moreover, he 
wanted a vacation from the strenuous job of trying to get cars enough 
to fill orders. So he offered the sporting doctor to travel with him 



Tht HuJftn on the Great Destrt 

to the factory at Detroit, and from there to drive, across continent, 
2400 miles, to San Francisco. The doctor agreed and the two took 
a train for Detroit. Before leaving San Francisco Patterson made 
a wager of $100 that he would drive from Detroit to San Francisco 
in twelve days or less. 



This much of the story already has been told in the Triangle. 
But it is repeated for the benefit of those who may not have seen the 
first account. 

The start was made from Detroit on June 16th. On June 27th, 
the following telegram was received at the Hudson factory: 

"San Francisco, June 26th. 
"Arrived here midnight. Ten days, twenty hours 
elapsed time. Nothing but rain first seven days. 
Nine hundred miles in two davs, Salt Lake City to 
Stockton, of this six hundred and ftftv-one miles 
are over the Great American Desert. This is record 
time for one driver. The Hudson Road Cruiser 
will do everything the name signifies except float. 
The motor is a camel. Went seven days without 
replenishing with water. 

A. H. Patterson." 

Just a few days before Patterson started from Detroit in his 
Hudson, a high-class and much-advertised multiple-cylindered car 
also essayed the trip. 

Neither car had any advantage in drivers. Patterson is a noted 
California driver, but the pilot of the other car is a veteran trans- 
continental operator and has few equals on cross-country touring. 

The weather was about the same. It rained and the roads were 
indescribable. 

Yet the Hudson went through in 10 days and 20 hours, while the 
big, multiple-cylinder consumed 21 days in getting to the Golden Gate. 

Remember that this Hudson was right out of the factory, had not 
had more than a few miles of "running in," and that it was driven at 
top speed during perhaps the worst part of its trip. 

When prospects ask about the stamina of the Hudson tell them 
this story of Patterson and his "900 miles in two days" road cruiser. 
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LETTERS 9?o m Q\ SUCCESSFUL 
MOTOR-CAT* DISTRIBUTOR^. 
-U HIS SON *> 



EDITOR'S NOTE — This series of letters is based on the adricc and suggestions of a 
successful automobile dealer. His son has selected a territory, secured financial back- 
ing, and seeks advice from his father on how to make his project a success. The 
collection of the dealer's hints into this form may be of benefit to ambitious persons 
who are looking for "more worlds to conquer." (This series began in the April 24th 
issue of the Triangle.) 




My Dear Son: July 10th, 1915. 

Primary lessons axe important ones. But the child kept on milk 
all its days would not develop properly. Neither will a motor-car 
dealer grow who looks only at the primary elements of his occupation. 

To many men the difference between their buying price and their 
selling price is all they know or attempt to know of the automobile 
business. They can see no heights beyond that they might scale. 
Their ambition rises no higher than a little business in a little town, 
run as skimpily as possible so as to squeeze out the last cent of profit. 

Perhaps these dealers have their reward. But it is a small and 
pitiful accomplishment compared with what they might achieve. The 
door of success stands wide open today. The world is the market 
for the motor-car. Not even the confines of the continent bound 
the ambition of the man who seeks to be a really BIG distributor. 

The Napoleon of automobile merchandising has not yet made his 
appearance. Giants there are among the builders. But as yet only 
stars of lesser magnitude have appeared among the distributors and 
retailers. There is a wonderful opportunity for many to create name 
and fame and wealth in this field. 

To become big and broad one must contemplate things in a big 
and broad way. The man who spends his days in petty details never 
will reach the summit of success in his line. Had Carnegie, or Field 
or Harriman or Morgan or other chieftains of commerce spent their 
days on small things they never would have risen to their dominant 
heights. 

Big men always are men who know the secret of getting subor- 
dinates to do their work. They do the thinking and planning. But 
they leave the carrying out of details to others. It would be childish 
for a dealer to hire a man to sweep the sales-room floor and then insist 
on taking the broom and doing the work himself. Yet there are 
scores and hundreds of dealers, and others, in the motor-car business 
who cannot seem to learn that simple fact. 

How often a dealer will try to be proprietor, sales-manager, shop 
foreman, bookkeeper, cashier, service manager, salesman, and even 
telephone operator and messenger boy. There are thousands whom 
this description fits like a blister. It seems to be impossible for them 
to let go of anything no matter how small or inconsequential. 

The BIG way to run an organization is to pick the right man for 
the right place, make it worth while for the best man to be had to 
take that place, show him how you want things to be done, and then 
LET HIM DO THEM. If he can't measure up to his requirements 
the remedy is to get another man who can. But when you have the 
right man in the right place FORGET HIM and FORGET THE 
DETAILS OF HIS DEPARTMENT and devote your attention to 
being an executive and manager and planner. That's where YOU 
belong. That's where YOUR ability is worth most. 

If you're not big enough to do this you'll never get out of the 
primary class. 

Yet looking at things in a big and broad way does not by any 



means include the slighting of small things. It merely means that 
the small things are even better looked after than where a man tries 
to do it all himself. It means that each department of the business 
is at all times under the closest care and supervision of men whose 
life training has been along that special line of work. 

This is an age of specialists. There are specialists in the various 
departments of an automobile business just as there are specialists 
in the several departments of other lines of business. The man who 
is a top-notch service man may be of little or no use as a salesman. 
The man whose accounting ability insures accurate books and finances 
is probably absolutely useless as a judge of markets and demand. 

Permanency in business is another of the foundation stones of 
successful motor-car distribution. Many attempt the business with 
the intention of "making a stake" and then getting out of it. The 
getting out of it is quite certain, under such circumstances, but the 
"stake" is apt to be a most painful one. 

Nor does the idea of a big, broad business mean that a man must 
tie up a lot of money in buildings, elaborate or otherwise. One 
should have a good, substantial place of business, but judgment 
should be exercised in its location and construction. The most 
expensive and elaborate structures .are not always the best from the 
dollars-and-cents standpoint. Many a big Hudson business is being 
conducted from a building comparatively inexpensive but so designed 
and built as to furnish the needful facilities for quick and satisfactory 
handling of all its departments. It is usually the "frills" that cost. 
Solid substantial can be had at moderate expense. 

Good banking connections, well nursed and cultivated, are essen- 
tial to a big and successful business. To be able to get $20,000, 
$40,000 or $100,000 when you want it is a necessity if you are to be 
a real distributor. The motor-car business demands the use of 
money in large lots at certain times. That is simply one of the 
peculiar features of the business. 

Any man can get money when he wants it if he properly cultivates 
and educates his banker. J. Pierpont Morgan said that character 
was the best asset a business man could have. This form of collateral 
is available for any dealer. Accurate knowledge of his business, careful 
attention to the maturity dates of his paper, frank and friendly rela- 
tions, and window-glass honesty, will get for any dealer the confidence 
and friendship of his banker. Many a dealer owes no small part of 
his success to the counsel and advice of his banker. It is true that- 
some bankers have not always taken a broad view of the motor-car 
industry. But this misunderstanding can be avoided by the action 
of the dealer himself in showing his banker the opposite side of the 
picture. 

I find this subject is too big for one letter. So I'll save further 
remarks until next week. 

I hear that the new Hudson has swept the country like a prairie 
fire from ocean to ocean. Some car, boy, that you've got! I con- 
gratulate you. Dad. 
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SUNBEAM SIX COVERS 500 MILES ON CHICAGO SPEEDWAY WITHOUT A STOP 



IT may be news to some Triangle readers 
that the only Six in the Chicago Speedway 
race was a Sunbeam. Further that it 
went the entire 500 miles without a stop for 
tires, gasoline, oil, repairs or difficulty of any 
kind. 

True, it did not win the race, but its speed 
was tremendous and so little short of a win- 
ning gait, that it may be said practically to 



be as fast as the winner. 

The noteworthy selling point is that thern 
was only one six-cylinder car in the race, and 
of all the cars it was the only one to make the 
entire 500 miles without stop of any descrip- 
tion. 

This is excellent selling material for dealers 
and salesmen. It should be made note of and 
used unstintedly, especially while the Chicago 



Speedway race is 
motoring public. 



fresh in the minds of the 



8. D. Bausher, a prominent manufacturer of Ham- 
burg, Penna., unci the owner of a Hudson Roadster 
writes that he crossed the Broad Mountain, and very 
hilly country, making an average of 19 hi miles to the 
gallon of gasoline. The original tires are on the front 
wheels and have gone 4100 miles, and he says look good 
for another 1000. This is an excellent record for 
mountainous country. 
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THE BIGGEST THING IN SELLING 



THIS, then, is the very biggest thing in all salesmanship. 
THE IDEA. 

Successful salesmen, who have analyzed, dissected, and 
protoplasmed their experiences are a unit in their decision 
that sales are due mainly to IDEAS. 

It isn't the volume of talk handed to a prospect that 
brings his eager fountain pen to the dotted line. 

It isn't only the amount you allow on his used car. Nor 
merely the testimony of friends who are Hudson users. 

All of these help. 

But the thing that strikes fire, that convinces, that makes 
him want the Hudson so strongly that he cannot be satisfied 
with any other car — 

Is— 

Something peculiar to each individual prospect. Some 
one thing that he has in the back of his head. An idea, a 
belief, an obsession, that must be located and vivified. 

Mental Microscopes 

The good salesman is a natural mental microscope. Or 
he has by study and training fitted himself to perform that 
function. 

He puts his mind on each prospect much as an ento- 
mologist focuses his microscope over the object he desires 
to study. 

By question, observation, and alertness he discovers 
just what there is in the prospect's mind that will swing his 
decision toward a Hudson. 

He tests his first impression until he is satisfied that he 
has the right lead. Then he follows that lead doggedly, 
tenaciously, determinedly, until he lands his sale. 

One Man's Meat 

One man wants a Hudson because it is the most con- 
sistent and continuously satisfactory performer on the road. 

Another wants it because the women of his family have 
convinced him that it is the only car that will make them 
feel as good as "Mrs. Brown, Mrs. Jones or Mrs. Robinson" 
who flaunt their new Hudsons in the faces of their social 
circle. 

A third wants it because he has heard that it is a "bear 
cat" on the hills. 

Still another firmly believes that the six is the only motor 
a gentleman should drive. 

Each one of these — and hundreds of other prospects — 
requires to be approached along a different line. 

Each is susceptible to a selling campaign based on THE 
IDEA in the back of his head. 



Dealer Ideas 

This is one of those valuable rules that works both ways. 

The dealer can build his business on ideas. 

They are the root and branch, the beginning and the 
end of prosperity, the "Open Sesame" to success. 

The whole immense fabric of Hudson-dealer service 
started with an idea. 

The tremendous power of advertising is nothing but 
the result of selling ideas presented individually. The 
message is absolutely personal to each man who reads it 

An advertisement is a success if it leaves with the reader 
just one impression about the Hudson. The aim of the 
advertising writer is simply to reach the mentality of the 
reader with an idea. 

The idea of a sales-room is a very elementary idea. Yet 
a Hudson dealer told the writer only last week that he 
credited his remarkable success during the past month's 
selling merely to the fact that he now had a sales-room. 
He had been selling cars for 5 years without one. 

Ideas New to YOU 

Ideas may be old to others and new to you. 

Conversely, things that are as a twice-told tale to you 
may be entirely novel to your neighbor. 

You may laugh at the idea of a dealer without a sales- 
room. But this dealer is a wonder on covering his territory. 
Do you do that? 

One dealer ridicules advertising — and has splendid show- 
windows. His neighbor has no windows — but fills the 
papers, daily, with publicity. Each lacks. 

I just saw a letter from a dealer asking what he should 
say to a prospect who complained about the rubber mat. 
Yet I wrote a plain article about the rubber mat two weeks 
ago. My regards to that dealer, and will he please wake up 
— and read the Triangle. 

(That's a good idea — by the way.) 

Study Ideas 

Mental suggestion is a most fascinating study. 

To control men through their mentalities is much more 
interesting — and profitable — than to hit them over the 
head with a half-brick in a handkerchief. 

But it cannot be done haphazard. It must be studied. 

Not every one can do it. Doubtless there are those to 
whom this first page article will be as "caviare to the 
general." 

"All sorts and conditions of men" are found in many 
places other than in the church's book of prayer. 



WE suggest the putting of this to practical proof. Take your next three hard prospects. 
Study them. In your talks with them endeavor to develop an expression of the ideas 
they have in the back of their heads. When you have done so, and made your sale— write 
and tell the TRIANGLE all about it. It may help others. 
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HUDSON WINS VALVOLINE CUP society column 



PERHAPS the most coveted motor-car 
speed trophy on the Pacific Coast is the 
magnificent silver cup offered by the Val- 
voline Company to the car making the best 
record between Sacramento and Tallac, Cal. 
A Hudson "Forty", driven by Harry 
Arnold, Sacramento dealer, went after the cup 
the other day and won the trophy in the 
record time of 3 hours and 31 minutes. 



body. Notwithstanding this accident it never 
has been necessary to open up either the trans- 
mission or the rear axle. The valves have not 
been ground since the car left the Hudson 
factory. The original factory spark plugs are 
still in use in the car. 

The car carried three men and a 200 pound 
bag of sand. It was absolutely a stock car 
just as used on the road, except that the wind- 



HERE are just few a drops from the 
Society Showers of the recent week. 
Evidently Hudson dealers are taking 
kindly to the Triangle's suggestion of 
putting some style into their announcements 
and their opening days for new cars. 



The distance is about 125 miles and lies 
over one of the steepest and most difficult of 
California mountain grades. 

The car used already had run 14,000 miles. 
It was wrecked a few months ago by turning 
over three times, smashing two wheels and the 



DEALHRS' SALES AND SERVICE 
STATION SIGNS 

DON'T forget that the factory can furnish 
well-made, durable and beautiful sales 
and service station signs at the nominal 
price of $1.00 each, delivered. 

These will be sent to individual dealers, or 
sold in lots to distributors for distribution in 
their territory. 

The Hudson Motor Car Company of New 
York has furnished these signs to every dealer 
in its territory. The Louis Geyler Company 
of Chicago has done the same. The Bemb- 
Robinson Company of Detroit recently or- 
dered signs for all its dealers. 

No Hudson dealer's place of business is 
complete without one of these attractive and 
useful additions. They do not take the place 
of the regular sign, but they add greatly to its 
effectiveness. 

Dealers who have not yet put up one of 
these signs should do so before the summer is 
any older. 

r^aswrar' «»?•*"- nafflSE.* "«;iBB -zmrn-xmmen'. ~ia,isr wui&--m%Km' imam* -rvmm &ra:j 

SALESMEN'S PORTFOLIOS 

WE have left just a very few of the hand- 
some and useful leather portfolios for the 
use of salesmen. When this supply is 
exhausted we doubt if we can get any further 
supply. Leather has gone up in price and we 
cannot re-order. Salesmen or dealers who want 
these at the old price of $1.55 should send in 



shield and top were allowed to be removed. 
The Valvoline trophy race is an event on 
the western coast. That it was won by a 
Hudson in this remarkable manner is one 
more selling point to be noted and used by 
Hudson salesmen. 



order sat once. Hundreds of these have been 
sent out since mention of the portfolio in the 
Triangle. 



CHICAGO WINNING 

CARS EQUIPPED WITH ZENITH 

CARBURETOR 

HERE is an item that is well worth while 
being noted by dealers and salesmen. 
The cars that won first, second and third 
place at the big Chicago Speedway Race, were 
all equipped with Zenith Carburetors. 

These cars also made the fastest time ever 
known. Every detail of their equipment was 
put to a more strenuous test than ever before 
lias been experienced. 

Particularly is this true of carburet ion. It 
was difficult to know just what carburetors 
would do at speeds of 100 miles and upwards, 
long sustained, as was the case of the Chicago 
board-surface Speedway. 

This is excellent selling material to use for 
the Hudson. The fact that the Hudson is 
equipped with the Zenith Carburetor is a 
good point for salesmen to make a note of and 
to tell this story in connection with it. 

The Zenith Company recently carried a 
page advertisement in a number of the motor 
publications. Salesmen should secure this 
page display advertisement and carry it with 
them in their portfolios to be exhibited to 
prospects. 



The Black-Frasier Company of Columbia, 
S. C, had an extremely successful opening. 
Their invitation card was handsomely en- 
graved and was sent out to the leading people 
of the city. The hostesses for the company 
were led by Mrs. James M. Black. 

Visitors were shown the good points of the 
car and its many conveniences. The company 
having made this a ladies' affair, special im- 
portance was attached to exhibiting the car to 
the lady visitors, demonstrating to them the 
ease with which the Hudson can be driven by 
a woman. 

Everything was moved out of the show- 
rooms and offices. The place was as clean as 
the freshest summer gown could ask, and was 
charmingly decorated with palms and pink 
roses. In one corner with a background of 
palms, was a table done in blue and white 
Japanese, upon which was punch bowl and 
glasses, with plates of dainty refreshments. 

Corpus Christi Also Pats On Style 

C. Chaddick & Co., of Corpus Christi, Tex., 
showed the new model Hudson at the 
Merchants' and Manufacturers' Exposition 
held in that city. 
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Attractive invitations were sent out, as 
shown by the photographic reproduction here- 
with. The Hudson was on display during the 
entire week of the exposition and attracted a 
tremendous amount of interest and attention. 
Numerous prospects were picked up and 
several definite sales were made during the 
exhibition. 



The Harmon Auto Company, of Attica, Ind., have 
ordered through J. B. Hulett, President of the Hulett- 
Law Motor Car Company, Hudson distributors in 
Indianapolis and surrounding territoryt fifty of the 
Hudson Triangle watch fobs, which they will distribute 
to enthusiastic Hudson owners. 



1,000 CARLOADS OF HUDSONS SHIPPED LAST MONTH 

A car that some consider the nearest Hudson competitor was shipped to 
the extent of 176 carloads. Reminds us of the story of the man who said: 
"Get out of the way and let some one run as can run." 
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HE OWNS HIS SEVENTH HUDSON 

THIS is Walter H. Barry of Schenectady, N. Y., in his Hudson — 
the seventh he has owned. 

The story of Mr. Barry's various cars was told in the Triangle 
of January 30. 

No recommendation for the car is quite so potent as satisfied 
owners. 

Service is becoming more and more important and necessary. 
Cars are much more alike than ever before, both in general appearance 
and in mechanical detail. 

One of the most striking points of superiority of the Hudson car 
is the renowned Hudson Service which is available from coast to 
coast and in very many foreign countries. Service makes satisfied 
owners and satisfied owners make the best salesmen. 

We would like to see more pictures of Hudson repeaters. Will 
not dealers who have these available send them in? 



FIVE ANIMATED HUDSON 
ADVERTISEMENTS 

HERE now we have the human advertisements from Wichita, 
Kansas — these advertisements being a product of the ingenuity 
and energy of Karl J. Mosbacher of the Hudson Sales Company, 
who is at the wheel of the exhibit car. Sitting beside Mr. Mosbacher 
is the mayor of Wichita, and on the other seats are four of the city 
commissioners. The banner on the back of the car reads, "The city 
bought a Hudson, why don't you?" 

Mr. Mosbacher drove the smiling city officials up and down the 
streets of his city, thereby achieving excellent publicity and adver- 
tising. Not only this but each one of the gentlemen has become an 
enthusiastic booster for the Hudson, and undoubtedly all will be 
owners ere long. This sort of local advertising is hard to beat. 



A GAMBLE THAT IS A SURE THING 

THIS is a picture of the Thirteenth street side of the establishment 
of the Gamble Motor Car Company, distributors in Toledo, 
Ohio, and vicinity. The new $2,000,000 Toledo post office is 
right across the street. 

No one takes a chance who steps into this attractive garage and 
salesroom. The only "gamble" about the Toledo distributor is in 
his name. Everything else is a certainty. 

From this salesroom Hudsons have gone out to Toledo buyers 
until the Hudson is becoming as well known in Toledo as in other 
Hudson strongholds. This healthy condition is to be credited largely 
to the efforts of the Gamble Motor Car Company organization. 



BOOSTING FOR GOOD 
ROADS TO FLORIDA 

AN enthusiastic Dixie Highway Meeting was held in Chattanooga, 
Tenn., on May 20, last. W. O. Jones, Hudson Distributor for 
Chattanooga and vicinity, was prominent, as he always is in 
affairs of this kind. Good roads will help motor-car dealers, who 
should be among the most active in working for them. 

Jones' decorated Hudson deserved more, we think, than the 
honorable mention it received from the judges. However, that alone 
was a unique distinction. 

The Dixie Highway is entitled to the enthusiastic support of every 
Hudson dealer. Particularly, of course, of those along or near to its 
route. It is to be a trunk line among National highways. It leads 
the South directly to the Lincoln Highway, and conversely the Lincoln 
Highway will supply a stream of tourists for the South as soon as the 
Dixie road is completed. 

A boost for the Dixie is a boost for good roads everywhere. 



ECHOES FROM THE OUTPOSTS 



A. H. Paterson, Hudson dealer in Stockton, Cal., and 
transcontinental tripper par excellence, says the Hudson 
motor is a camel — he went for seven days, two of these 
across the great American desert, without replenishing 
the radiator with water. George W. Schneider, of St. 
Joseph, Mich., who holds the triple title of Hudson 
dealer, city treasurer and member of the State prison 
pardon board says he can beat that — his Hudson has 
gone for two months without requiring any water in 
the radiator. Next? 

Martial Lebon has been appointed wholesale repre- 
sentative in Massachusetts by the Henley- Kimball 
Company, the big Boston distributors. Lebon is 



thoroughly familiar with motor car distribution, and 
the result undoubtedly will be most satisfactory both 
to himself and to the Henley-Kimball Company. 



M. L. Sarsfield, proprietor of the Tioga Garage in 
San Diego, Cal., report the sale of a Hudson by tele- 
phone. A few minutes after he had unloaded his first 
1916 car, expecting to sell it that afternoon, a telephone 
call came from a prominent society lady of the city 
instructing him to hold the car for her. She had not 
even seen it, but bought the car on the reputation of 
the Hudson and on the reputation of dealer Sarsfield 
for the service and care he gives his owners. 



The Salesman's Loose-Leaf Pocket Memorandum 
Books which are fitted with fly-leaves, special celluloid 
calendar and blank inserts, together with a pocket in 
the back cover, are sold through the Parts Order De- 
partment at 85 cents each. This is just about one-half 
their cost price at book stores. One hundred and fifty- 
five Hudson salesmen are carrying these books, and 
orders come in for them every day. The pocket in the 
back cover is said by Chicago salesmen to be the most 
convenient thing they ever struck. 



The Hudson Motor Car Co. of New York, although 
it has already sold and delivered 160 of the new Hud- 
sons, is steadily wiring for more cars. 
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July 17th, 1915. 
My Dear Son: 

Have you been at the Hudson factory recently? If not you should 
by all means take the opportunity of making that trip at the earliest 
possible date. 

I was out there last week. To say that I was amazed at the 
changes that have taken place is putting it mildly. Not the less was 
my astonishment at what they told me of the business being done. 

This fits in beautifully with my letter of last week. It seems to 
me that for rosy-hued optimism and rainbow prospects the Hudson 
dealer for 1915 and 1916 has the longest of long ends. 

They told me that about A MILLION DOLLARS was being 
spent at the present time for new extensions and additions to the 
buildings. And I can well believe it. I walked through the new 
machine shop, the addition where the bodies are finished and up- 
holstered, the large extensions to the shipping section, saw the new 
part of the engine-rooms and power-plant, poked my nose into the 
enlarged heat-treating building and got covered with dust by the 
gang tearing out old buildings to make room for a new three-story 
west wing. 

When these new portions are completed the Hudson plant will be 
a wonder. To be sure it isn't the biggest in the world. But as far as 
I can see it leads any I have seen for scientific designing and manage- 
ment. There doesn't seem to be any "lost motion" about it. It runs 
as smoothly and as certainly as one of the spiral bevels in a Hudson 
chassis. It impressed me as being EFFICIENCY all through. 

It was news to me, too, to learn that the Hudson was leading all 
high-grade cars IN THE WORLD in volume of business. In cars at 
$1,000 and up nothing touches it. In view of the many claims one 
sees about "big business" being done by others this record of the 
Hudson is refreshing. They don't talk much, these Hudson men, but 
they certainly do "deliver the goods." 

Now, son, these are the things that work right along the line I 
wrote you about last week. This sort of thing is what makes BIG 
DEALERS. It should be worth a lot of cold, hard, real dollars to 
you to have this kind of a concern back of you. Fancy your situation 
if you were selling a little-known car, of small output, produced in 
some dinky little rented factory, instead of this splendid Hudson that 
is perhaps the most remarkable car in all the world. 

You have competitors that you sometimes think are doing better 
than you. Some of them get ahead of you on one or two deals now 



and then. I have heard you "sobbing" over some trifling sale where 
the "other fellow" got the better of you by a big trade allowance or 
something of this kind. Yet what is one sale compared with the 
volume of business that you will do in the next ten years? 

Look at the BIG things. Forget the little ones. You know the 
saying that every time you lose your temper or allow yourself to become 
worried over non-essentials you drop 20 minutes oft your life. At that 
rate I know a lot of motor-car dealers who are shortening their earthly 
career at an alarming rate. 

I talked with a Hudson dealer at the factory. He said he didn't 
know what this Hudson business was coming to. In the last 30 days 
he had sold 40 Hudsons and all but three of these sales were spot 
cash and no trades! He had expected to sell about 25 cars in that 
period. 

He said people didn't have to be sold Hudsons. They just walked 
in and demanded to be allowed to sign an order. 

All of which indicates to me that I had rather be a Hudson dealer 
than be president. 

Really I think everything is right for you to establish a business 
that will last you as long as you want to remain an active fighter in 
the ranks of commerce. But bear in mind that to do this you must 
make up your mind, now, that you are going to fight shoulder to 
shoulder with the factory. That their problems are your problems. 
Their triumphs yours. 

Look around you and see how dealers flit here and there, constantly 
changing from one car to another. Never satisfied, never making 
more than a little over expenses. These men never will amount to 
anything. In the language of the street they are "dead ones" as far 
as cutting any figure in the industry is concerned. 

The man who expands, who makes a big success, who really 
amounts to something, invariably is the man who ties up to a good 
car, and a good factory, and grows as they grow. 

There need be no fear about the progress or position of the Hudson. 
At the rate they are going now nothing can stop them. They are 
destined to be among the very top-notchers in a limited field. For it 
is inevitable that there is to come a sweeping weeding-out of a lot of 
the weak ones in the industry. 

Stick to the Hudson band-wagon and you'll always be sure to ride 
near the head of the procession. 

More later. Dad. 



CHICAGO MAKES SALES 
CENTURY BY JULY FIRST 

CHICAGO celebrated the first of July by 
reaching its 100th retail sale mark on 
that day. Between June 10 and July 1, 
the Louis Geyler Company, Chicago distribu- 
tors, sold and delivered 100 1916 Hudsons in 
the city of Chicago. This is entirely exclu- 
sive of wholesale sales or deliveries to dealers. 
The 1916 car has captured the Chicago organ- 
ization from the president to the porter. 
Everybody is enthusiastic over it. The sales- 
man who takes out a demonstrator comes 
back overflowing with good things to say 
about the "Yacht-Line" Hudson. The ver- 
dict is unanimous that it is the greatest car 
the Hudson ever built. 

THE HUDSON PAYS 
NOTHING FOR TOWS 

BETWEEN Stockton, Cal., and Sonora, a 
few Sundays ago numerous motor cars had 
to be towed out of a swollen irrigation 
creek by an enterprising farmer who picked 



up considerable change, pulling the machines 
out with his team at SI. 50 per car. "I guess 
we were about the only autoists to get 
through without assistance," said ex-Senator 
John T. Lewis of California. "The water was 
about three feet deep. It came into the back 



of our tonneau and our engine went dead. I 
suggested to my son that he try to pull out 
on the self-starter. He went into low and 
spun the starter several times, pulling our 
Hudson out into shallow water, then the 
engine drained and we started the motor and 
pulled out on our own power." 



SUPERIOR TRIMMING OF 
BODY OF NEW MODEL 

THE leather being used in the trimming of 
Hudson Six-40 cars is of the best quality. 
It is better than ever has been used before. 
The trade description of it is No. 1 hand- 
buffed French enamel finish, pebble grain 
leather. The horse-hair stuffing is far superior 
to that used in the past. As a matter of fact, 
all trimming details including such items as 
leather, burlap, buckram and finishing of all 
kinds are of a better quality than have ever 
before been used in the 40 model. 

The cushion spring construction has been 
given particular attention. It is built along 
much more scientific lines than previously. 

Dealers and salesmen may have absolute 
confidence in offering a statement to the 
effect that the trimmings and appointments 
of the present Six-40 body are superior to any- 
thing previously used on this car. 



The Hudson Phillips Motor Car Company of St. 
Louis report that by June 25 they had sold and delivered 
33 of the new Hudsons. In addition to this the Com- 
pany had on its books 24 unfilled orders. 
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DEALERS MAKING MONEY SELLING CABRIOLETS 



N^ANY Hudson dealers are at the present time cleaning 
up excellent profit on cabriolet sales. 

North, south, east and west — no matter to what part of 
the country you look, Hudson Cabriolets, wherever properly 
introduced are finding continually increasing sales. 

Chas. Mayhew, a salesman for the Jesse A. Smith Auto 
Company, Hudson distributors at Milwaukee, sold six 
Hudson Cabriolets to prominent people during one week 
last month. 

Distributor Smith further advises under date of July 14, 
that he is confident he can sell 30 to 35 more Cabriolets this 
faJl and winter. 

In Demand Everywhere 

Within the last few weeks there have been shipped to 
Milwaukee, Wis., 9 of these cars; to Minneapolis 5, to 
Toronto 5, to Washington, D. C, 5, Cleveland 10, Boston 
19, Savannah 1, Portland, Me., 6, Brattleboro, Vt., 2, 
Kansas City 3, Los Angeles 2, St. Louis 12, Fall River, 
Mass., 9 and Detroit 13. 

Yet there are many Hudson distributors who have not 
up to date had even one of these very popular, and easily 
sold cars. 

It seems to us that these dealers are overlooking a big 
opportunity by not concentrating some of their force on 
the introduction of this very popular type of car. 

Sometime ago the Cabriolet was introduced here in 
Detroit, and the salesmen of the Detroit distributors are 
thorough believers in the car. 

So popular has it become that it is not necessary to 
even talk the car to sell it. There are over. 70 Hudson 
Cabriolets in use today in the city of Detroit. 

If we had complete statistics of other cities, we doubt 
not we could show equally excellent sales there. 

No Sales- No Profits 

Profits are made when sales are made. 

Personal prejudice existing in the mind of a dealer or 
salesman often stands in the way of the accomplishment of 
a sale, therefore keeping them out of just that much profit. 

Some distributors and dealers have lost considerable 
money because they made up their minds beforehand — 
without making the slightest attempt to sell a Cabriolet — 
that they could not be sold in their town. 

The result is that the car is dead as far as that terri- 
tory is concerned. 

The Cabriolet is a delightful type of car. 

It is suitable not only for wet or wintry weather, but is 
just as good a car with the top down for the warmest 
summer weather. 

Some salesmen and dealers overlook this point. They 
seem to think that they can sell Cabriolets only in cold or 
stormy weather. Yet others who have no such prejudices, 
sell them in the hottest and brightest days of summer. 

Hudson Popularized This Type 

To the Hudson Motor Car Company belongs the credit 
for the introduction of this very popular style of car. 



Until the Hudson Cabriolet was brought out two years 
ago, the type was practically unknown. 

In common with other Hudson successes, the Cabriolet 
type of car is to be credited to this company. This is a point 
that can be made in presenting the car to a prospect, and it 
always attracts attention and excites interest. 

It is a delightfully easy riding car, and stylish in appear- 
ance. It appeals very strongly to people who desire dis- 
tinctiveness, luxury and convenience. 

For two or three passengers it is ideal. It is the shopping 
car, par excellence, for the afternoon trip down town. 

It is a convenient car for the lady of the house to drive 
to matinee or the afternoon reception. 

Taking Place of Many Electrics 

It is taking the place of the electric in many cities. Its 
radius of travel is much wider, its power is greater, it is 
higher speed, and a snappier car with more dash and style 
to it in every way than the average electric. 

Nowadays the fad is for women to drive " their own gas 
cars. This idea should be encouraged. 

The Cabriolet is a perfectly safe car for a woman to 
drive. It is as easy to control as an electric and is a safer 
car in many ways, because it has not so much dead weight 
and momentum, and it has better brakes. 

After being properly instructed, a woman can drive a 
Hudson Cabriolet with much greater confidence and ease 
than she can the ordinary electric. 

Concentrate Attention on Cabriolet 

The Triangle suggests that distributors and dealers 
should hold a session on the Cabriolets. 

They should bring up points of this sort to their salesmen 
and make a campaign for the introduction of the car in their 
towns. 

Whatever a dealer does in this connection should be 
done at once. It is going to be a matter of no difficulty at all 
for the Hudson Motor Car Company to sell all the Cabriolets 
that it will produce this year, in cities where people are now 
buying this type of car. pti 

But in order to get as wide a national distribution as 
possible, we are anxious that dealers everywhere should 
interest themselves in the Cabriolet. 

We want it represented in every city of any size in the 
United States. 

Order Early or Lose Chance 

Dealers who are with us in this campaign and who are 
impressed with the convictions above exprssed, should wire 
us in their order for a demonstrating Cabriolet immediately. 
There is going to be a rush for these and the first orders will 
be the first ones filled. 

Just now we can promise immediate deliveries, but un- 
questionably this condition will not last long. If therefore 
you are anxious for your Cabriolet demonstrator, wire 
immediately with instructions for the shipment of the same, 
and start this interesting car on its career in your territory 
at once. 



HOW THE HUDSON HELPS ITS DEALERS 



THERE has just been received by the advertising department a 
statement of automobile advertising in the United States during 
the period between June 1st, 1914, and June 1st, 1915. 

Statements of this character of course are necessarily slow in being 
published, because it takes a long while to collect and make up these 
figures. This statement, however, is important more because of the 
indication it gives of Hudson position among motor-car advertisers, 
than for the absolute details of time or space. 

The point made is that the Hudson reputation has been founded 
and continued largely by its publicity campaigns in national mediums. 

There is no question whatever but that the nationally advertised 
motor-car, is the car that shows the greatest selling strength. A strong 
company in one community is strong in another community. This 
indicates unmistakably that it is national, widespread advertising that 
fills national markets. 

Of course the individual market feels the benefit of advertising in 
its own locality. It also feels the benefit of the big, national demand 
created for the product. 

The largest automobile advertiser in the United States used 73,828 
lines of advertising during the year. The Hudson was second with 



63,975. The third-place advertiser was away below these two, 43,482 
lines being its total, or almost 50% less than the Hudson. 

A car that claims to be a competitor of the Hudson was advertised 
to the extent of only 31,000 lines. Another car, popularly supposed to 
be in the front rank, used only 25,000 lines. 

Cars that are what might be called "in the bunch," with no particu- 
lar standing, show advertising campaigns varying from 800 or 900 
lines up to 10,000 or 12,000. 

It is rather interesting to note that the position of cars in the line 
of selling strength, corresponds almost exactly to their position on 
this advertising report. 

Which shows unmistakably that the" well-advertised car is the car 
that it pays dealers to handle. 

The relation between cause and effect is very strongly marked. 
Hudson success last year was phenomenal, and during that year the 
Hudson, with one exception, advertised to an extent almost double 
that of any other motor-car. Cars that show small advertising 
show small sales. Evidently much of the success of the Hudson 
and much of the success of its dealers is to be credited to its wide- 
spread and persistent advertising campaigns. 



MEMPHIS HOLDS SUCCESSFUL SALES CONVENTION 



THE sales convention of territorial repre- 
sentatives of the Memphis Motor Car 
Company was held July 5th, with 35 men 
present. 

The morning was spent in a thorough in- 
spection of the 1916 models and a banquet was 
served at the Business Men's Club, where C. 



for perfecting the organization were fully 
discussed. 

A fleet of Hudson cars was placed at the 
disposal of the dealers for a trip around the 
city and through the parks and the whole 
afternoon was given over to recreation. 

The Memphis Motor Car Company reports 
the successful closing of their territorial con- 



AN EXAMPLE FOR RESIDENT 
DEALERS 

AT Union Point and Stephens, Ga., both 
places being small towns, Resident 
Dealer Sibley has sold fwe of the 1915 
Six-40 models and has on hand prospects for 
five or six more. 

We commend this record of Mr. Sibley's to 
dealers and resident dealers everywhere as a 
sample of the success that will attend their 
efforts if properly directed. Mr. Sibley's 
territory is by no means unusual, unless it 
may be that is not as good as other territories. 
His success has been achieved simply by hard 
work and following our factory suggestions. 

He credits a large part of his ability in filling 
the dotted line to ideas that he has secured 
through the Triangle. We would like to hear 
more reports of this sort. There must be 
many other resident dealers who are making 
history as Mr. Sibley has done, and we would 
like to know of it and would ask dealers to 
kindly let us know about any cases of this 
kind in their territory. 



E. Faulhaber, sales manager of the wholesale 
department, presided. 

Several speeches were made and toasts were 
responded to by F. N. Fisher, president of the 
Memphis Motor Car Company, and S. H. 
Adler of the Hudson Company. 

Prospects for the coming year, with plans 



tracts and also the sale of several cars at the 
convention. 

Enthusiasm was reflected in everyone's talk 
and prospects for the 1916 season were re- 
ported to be most excellent. 

Particular emphasis was placed on the resi- 
dent dealer plan which from past experience 
has been proved an excellent sales, getter. 



BUY AN OLD MOTORCYCLE 

A DEALER told us the other day that he 
had had splendid success in his service 
department from the purchase of a 
used motorcycle. 

He got this at a nominal figure. He put it 
in his shop, overhauled it, repainted it and 
made a first-class machine mechanically and 
also in appearance. This machine he equipped 
with a carrier, and he says a little later he 
thinks he will put on a side-car with a larger 
attachment for carrying material. 

When he $ets a service call, his men are in- 
structed to find out as nearly as possible over 
the phone, what the difficulty is. Then with 
a kit of tools and an extra battery, the motor- 
cycle rider starts out at high speed. He can 
go places and get through traffic in crowded 
streets much more rapidly than can a big 
service wagon. 

Ordinarily not even the tools are required 
because on nearly every car if any difficulty is 
encountered that requires tools, the car kit is 



sufficient to enable the mechanic to take care 
of all difficulty. If a battery is needed it is an 
easy matter to carry an extra one on the 
motorcycle. 

In this connection it might not be out of the 
way to suggest that a good man should be put 
on the service phone so that difficulties can be 
diagnosed in advance and hence mistakes and 
delays will not occur on this account. 



Jesse A. Smith Company, the enterprising Milwaukee 
distributors, have a unique way of getting cars to their 
destination, and at the same time trying them out in 
advance of delivery to owners. Last week the company 
sent a bunch of five young men over to the factory who 
took delivery on five of the late model Hudsons and 
drove them across Michigan to the steamship dock on 
the eastern shore of the lake. There they were taken 
by steamer across the lake to Milwaukee. 



Distributor Kleyn, of Duluth, seems to be making 
the head of the lakes a Hudson stronghold. Duluth is 
becoming well sprinkled with Hudson cars and dealers 
are now established at various points in this distributor's 
territory. 



PRESIDENT R. D. CHAPIN IS 
AGAIN HONORED 

FOR the third time President R. D. Chapin, 
of the Hudson, is honored by being elected 

to the important position of Secretary 
of the National Automobile Chamber of Com- 
merce. 

At the National meeting of the Chamber 
inJNew York recently President Chapin was 
re-elected for his third term as Secretary. 
There was a record breaking attendance of 
members. 

Mr. Chapin's unanimous selection evi- 
dences his great popularity in the industry and 
the efficient manner in which the duties of 
the secretary's office have been carried on 
during the last two years. 

In addition to his duties as secretary 
Mr. Chapin is Chairman of the Good Roads 
Committee. 
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= The double-glassed wind-shield furnishes an = 
E excellent Cabriolet sales argument. = 
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LETTERS -Grorm A SUCCESSFUL 

TWOTOIVCAIV DIS- 
TRIBUTOR -to HIS SON 



Editor's Note — This series of letters is based on the advice and sugges- 
tions of a successful automobile dealer. His son has selected a territory, se- 
cured financial backing, and seeks advice from his father on how to ma'ke 
his project a success. The collection of the dealer's hints into this form 
may be of benefit to ambitious persons who arc looking for "more worlds 
to conquer." 

(This series began in the April 24th issue of the Triangle.) 



July 24th, 1915. 
My Dear Son: 

I am more or less ashamed of you this morning. 

Or else I am at a point where I have lost faith in my ability to 
longer instruct you. 

I thought I had inspired you with some of the principles of REAL 
SALESMANSHIP, but I seem to have failed in one respect. 

Your last letter said "We can't sell that style of car in ." 

And yet I know for a fact that you haven't one to show prospects, 
that you haven't honestly tried to sell the car, that you have failed to 
apply any real salesmanship to the problem. How you expect to sell 
a car of this type, or any type, under these circumstances rather 
amuses me. 

You aren't selling cars at all, son. You're merely an order laker. 
The cars are selling themselves. If it wasn't for the advertising of the 
Hudson Companv, their tremendous reputation, and the general desire 
of the public to Buy, you'd be out of business in 30 days. That's as 
much as I think this A. M. of what you call your "selling organization." 
It looks to me more like a bunch of kids of 16 sitting around waiting 
for a man to come in and insist on leaving his order. 

Now I hope you are not going to disappoint me by dropping back 
into this big class of imitation motor-car dealers. I think better things 
of you than that. You've got too smart a dad for a boy like you to 
turn out that way. 

Suppose you try it this way — just for a change — and see whether 
or not you can sell a closed car of that type in your otwn. 

First — get a demonstrator. You can't do anything with this type 
of car unless you have it to show. Photographs are well enough but 
they aren't good enough. 

You take not the slightest risk in ordering a demonstrator in this 
model. Even supposing the very remote chance that you did not sell 
one you could always get your money out of your demonstrator. 

This car is one of the most popular the Hudson ever built. It has 
been copied by scores of makers. It is a type introduced and estab- 
lished by the Hudson. They practically made a place for it. 

I know for a positive fact that dealers have sold these cars in every 
type and class of city and town in the country. They sell well in big 
cities and they sell very satisfactorily indeed in smaller places. There 
isn't any reason under the sun why you can't sell a dozen of them at 
least. Certainly you can sell four or five. 

Second thing to do is to let people know that you have the car. 
They won't buy it unless they know about it. Use your local news- 
papers. You aon't need a page ad every day. Use the smaller ads 
sent you from the factory. Keep them running two or three times a 
week. It's wonderful to a man who doesn't use advertising properly 
to see what it will do when well handled in a local paper. You prac- 
tically dictate the motor-car sentiment of your territory if you work 
it right. 

Get a selected list of people who ought to be owners of this type of 



car. Send them a letter twice a week telling them in short, chatty, 
pleasant language about the car. As soon as you sell one or two 
mention the names of the buyers. And see to it that you sell to 
prominent people first. 

Make an "opening" for the car when your demonstrator reaches 
you. Drive it about the streets with a handsome banner on it. Send 
postal card photos of it everywhere. Have a sign in your window and 
vary it from time to time. Do something different every day or two to 
attract attention. If some prominent person comes to town see to it 
that they have a drive in the car and comment on it. 

Hunt up people who own open cars that should be driving a closed 
model like this. Make them a proposition. Do anything and every- 
thing to get a few cars into the hands of the right people. You haven't 
half realized the possibilities that lie in this kind of selling. 

Lose money on a couple of cars if necessary in order to get them 
introduced. Give a man a big allowance on his old car if you have to. 
There's nothing criminal in this. I believe in getting a fair profit on 
my goods but I also believe in using horse sense and being a merchant. 

Some motor-car dealers will hold on to a car forever because they 
can't sell it at an advance over cost. Yet if they sold one or two at 
cost or at a loss they'd pave the way for selling a dozen at a profit. 
Which shows the better merchandising head I ask you. 

If I couldn't do anything else I'd give away a car to the prettiest 
girl in town, or the most popular physician, or the leading club member, 
or some other prominent person, making sure of course that I got 
adequate publicity out of the affair. I often think a motor-car dealer 



could very well follow the motto of the successful newspaper publisher: 
"Raise h — 1 and sell papers." 

If you give people a chance they'll forget you. The remedy is to 
keep doing something all the time. Make them know you're on earth 
and selling Hudsons. 

Now I expect to hear next week that you have one of these cars 
on your floor as a demonstrator. I want you to send me copies of the 
newspapers in which you have advertised it. I want a sample of the 
engraved — you'll notice I said engraved — invitation to the opening. 
Also samples of the letters you are sending to your selected prospect 
list. And a postal photo card such as you mail to prospects showing 
the car before your show-rooms. And a statement of the number of 
letters you are mailing twice a week, and the number of people who 
called at your show-rooms on the opening day. 

After having done this if you can write me again and tell me that 
"That type of car won't sell in this town" I'll come down there when 
I'm not busy and show you a sample of a real salesman in action. 

But I know what will happen. You'll sell a dozen of the cars so 
quickly that your head will swim and I'll gamble right now that you'll 
wire the factory for shipments by express before the end of a month 
after you get your demonstrator. 

If you think you're a salesman yet, kiddo, you're mistaken. 

Dad. 



GOLDSMITH ALWAYS ON THE JOB 



HERE is another evidence that J. W. Gold- 
smith, of Atlanta, Ga., is ever on the job 
and looking for the long end of the 
advertising and publicity end of his business. 

Recently his salesmen became so energetic 
that they got ahead of deliveries. It was 
necessary therefore for Mr. Goldsmith to 
order his shipment of cars sent forward by 
express. 

The five cars shown in the photograph were 
delivered to him by the Southern Express 
Company and at the time the photo was 
taken had just been unloaded from the train. 

Mr. Goldsmith at once got the photographer 
and the cars into position and secured some 
excellent publicity because of his quick ship- 
ment of cars, and on account of the demand 



there was in his territory for the Hudson. 
All of which goes to show that if you are 
continually on the lookout for occasions of 
this kind they surely will come to you. 



Distributor Jesse A. Smith, of Milwaukee, reports a 
wonderful demand in Wisconsin for the latest model 
Hudson. A large part of Mr. Smith's success is due to 
the fact that he has his territory lined up in fine shape 
with associate dealers. He believes in traveling his 
wholesale men with a car and has hod excellent results 
from this method. Every dealer in Wisconsin is enthu- 
siastic with the prospects for the future. 



NORTH CAROLINA DISTRIBUTORS ARE RESOURCEFUL 



IT does not make much difference whether The Motor Company 
of Winston-Salem got the idea from the Triangle or whether 

it originated it. In any case it was eminently successful. The 
aforesaid idea being merely that of making a social function and a 
notable event of the first showing of the new Hudson in their city. 
The trainload of 28 new Hudsons shipped for the event arrived in 
record time and were duly unloaded and placed in the show rooms. 
In the afternoon they were taken out on the street and a photograph 
was made which is here reproduced. On each car was a banner 
showing the town to which it was assigned as demonstrator and the 
dealer at that town is shown behind the wheel. 

The cars were driven in procession to the Country Club where a 
lecture was given to the dealers and citizens of Winston-Salem. 



Mayor Eaton made an impressive speech. He urged all public- 
spirited Winston-Salem citizens to support The Motor Company in 
its undertaking to distribute Hudson cars in the State of North 
Carolina. He appealed to the prospective purchasers of cars to show 
their good faith in local institutions oy placing their order for Hudsons. 

The result of this timely and well staged speech was that four 
Hudsons were almost immediately sold to prominent citizens. 

In the evening the cars that were left were plaeed in the show 
room and the distributors held an evening show with full orchestra. 
Punch and other attractive refreshments were served. Thousands 
of people visited the show room and inspected the cars. All the local 
newspapers gave considerable space to this occasion, some featuring 
it in most excellent shape on their Society Page. 

This is the sort of thing that sells cars. 
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HUDSON DEALERS IN 
FOREIGN LANDS 

THE Export Department announces the 
closing of contracts between their New 
York representatives, Markt & Ham- 
macher, and new sub-dealers as follows : 

Bombay Cycle & Motor Agency, New 
Queens Road, Bombay, India. 

Russa Engineering Works, Ltd., No. 4 
Fairlie Place, Calcutta, India. 

Messrs. Stapleton & Co., 94 Ripon Street, 
Calcutta, India. 

Messrs. D. R. Herman & Co., Karachi, 
India. 

Messrs. Oakes & Co., Ltd., Motor Dept., 
Madras, India. 

Messrs. Brown & Co., Ltd., Colombo, 
Ceylon. 

Messrs. Wearne Bros., Ltd., Singapore, 
St. Settlements. 

D. D. Rens, Booheen Fuchs, Batavia, Java. 

D. D. Rens, Booheen Fuchs, Samarang, 
Java. 

D. D. Rens, Booheen Fuchs, Soerabaya, 
Java. 

Markt Garage, 89 Rue Montauban, 
Shanghai, China. 

Mr. C. Lauritsen, Desvoux Road, Hong 
Kong, China. 

D. D. Rens, Bocheen P'uchs, Medan-Deli, 
Sumatra, Dutch East Indies. 
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ST. LOUIS HAS CLEVER PLAN THE HUDSON AT THE BIG SAN FRANCISCO SHOW 



THE Hudson-Phillips Motor Car Com- 
pany, distributors of Hudsons in St. 
Louis and surrounding territories, report 
at least once a month to their local papers all 
the sales they have made since the previous 
report. They give the name of the purchaser, 
his address, and the name of the model pur- 
chased. At the end of a month of ordinary 
business they have quite an imposing list. 
Frequently it occupies a half-column of the 
motor section of the papers, and the reader is 
bound to be impressed by the popularity of 
the Hudson. It is a clever scheme which other 
Hudson dealers may use with success. 



THIS is what visitors to the Panama Pacific 
Exposition at San Francisco see when 
they wander through the motor-car ex- 
hibit. Here is the Hudson in familiar guise. 
The car stands on the scales made famous by 
the New York and Chicago shows of last 
winter. Rarely does anyone pass who fails 
to stop and examine this evidence of Hudson 
light weight. Mr. H. J. Fulton, the gentle- 



man in the foreground, fixing a contemplative 
eye on the car, is the Hudson factory repre- 
sentative in charge of the exhibit. He says 
the Hudson has no critics, everybody respects 
it. Everybody marvels at its rapid growth 
and wonderful success. The slogan of the 
triangular sign suspended above the exhibit 
has been found to work out literally in prac- 
tice — "Men who know buy Hudsons." te- 



DFLCO BOOK ALL SHOULD HAVE 

THE Auto Electric Systems Publishing Company of 
Dayton, Ohio, whose book of "Information" was 
mentioned in the Triangle recently has met with 
such a demand that they are able to reduce 
the price. They have asked us to state that they will 
make a price of ten cents each on quantities of 25 or 
more, if cash is forwarded with order. This, of course, 
applies only to Hudson dealers, and not to consumers. 
The retail price remains at forty cents. 

In addition to the original book, which treated of 
elementary electricity, they have now published a book 
on Delco systems, which, in conjunction with the 
numerous Hand Book Inserts and other data issued by 
the Factory Service Department, gives complete 
information. 

Mr. Phillips, the editor of this book, assures us he is 
going to hit the hundred thousand mark, and for that 
reason he has been able to reduce the price. 

It is gratifying to us to see our dealers and their 
mechanics take such a wide interest in electrical matters. 
There is no such thing as trouble with the Delco 
system, if it is thoroughly understood. 

Theodore L. Herroder has joined the selling force of 
the Gamble Motor Car Company, distributors of the 
Hudson in Toledo, Ohio. 
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THE SPIRIT OF THE TOURING SEDAN 



WITHIN a short time shipments will begin of the new Hudson 
Touring Sedan. 

This is a distinctively Hudson type. It is certain to become 
tremendously popular. It will be recognized as a purely Hudson 
achievement. 

It will be copied immediately and extensively. By this time next 
year most of the prominent makers will be featuring a car of this type. 



A Closed Car Development 



The Touring Sedan is a refinement both of the open and closed 
car types. 

It combines the breeziness and airiness of the touring model with 
the comfort and convenience of an entirely closed body. 



This spirit of the Sedan all dealers and salesmen should catch. 
Until they get this firmly into their appreciation they will not see 
the car as it really is. 

Users Like Top Up 

Everyone has noticed the increasing habit of users to drive their 
cars with the top raised. Thousands of Hudsons go the year 'round 
without the top ever being lowered. 

It is being realized that the raised top is a protection from sun, 
wind, dust and other annoyances. That the occupants of the car 
prefer to ride with top up. That there is less strain on the eye from 
sun and dust. And that for cross-country touring it usually is pre- 
ferable to driving with an open car. 



But to sell it as a closed car, for town use mainly, is to lose the 
benefit of the peculiar selling value of the car. 

Buyers of open cars now demand comfort and convenience. One- 
man tops and minute-curtains were designed to give this added 
luxury. 

The Hudson Touring Sedan is a wonderful advance step. It gives 
the buyer all the attractions of an open model, combined with the 
comfort-feature he insists upon. 



Abs 



of the Sedan 



A large part of the selling appeal of the Touring Sedan is in the 
atmosphere, or spirit, which surrounds the car. 

Perhaps more than any other type of the car the Touring Sedan 
possesses an individuality. It stands for something that reaches the 
imagination of most buyers. It inspires the thought of all the pleasures 
of travel, good company, freedom from business cares, luxury and 
satisfaction. 



Under these circumstances — which all have noticed — it is evident 
that a permanently fixed top will appeal to a great many buyers. 

This is particularly so when with this can be combined the big 
advantage of the rigid side standard and the perfect-fitting windows 
that are possible with the new-type Hudsons. 

A parallel case is to be seen in the Hudson Cabriolet. This car 
has largely taken the place of the roadster. And it promises in time 
perhaps to displace it entirely. 

And with many users of the "cab" the top is never lowered. So 
well is the car liked with the top up that very many users never fold 
their Cabriolet tops. 

Windows Afford Perfect Protection 

Even with all the latest devices for making the ordinary touring-car 
top quick-acting a little time and trouble is required to raise the top 
and drop the side curtains in an emergency. 

( Continued on page J) 
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THE SPIRIT OF THE TOURING SEDAN 

{Continued from page /) 

But with the Touring Sedan the car is easily and perfectly 
enclosed against rain, wind, dust or storm. 

In the Dlustery and changeable weather of winter and the rainy 
season this feature of the Touring Sedan is most appealing. 

For winter driving the car with sides closed is as perfect as a 
Limousine. No crevice is found for snow or rain to enter. The car 
is always warm and comfortable. It looks and feels like the Limousine. 

No need now for removable tops or for the purchase of two entirely 
different types of substitute bodies with all their accompanying annoy- 
ance and expense. 

Who Should Buy the Touring Sedan 

Your prospects for the Touring Sedan will come from people who 
use their cars largely for touring. Who are suburban residents, driving 
to and from business or town in all kinds of weather. From ' 'out-of- 
door" folks who love the "open road," the lakeside or seashore, the 
golf links, the country clubs. 

Also from city buyers who prefer the open car for fine weather, 
yet appreciate the comfort of a Limousine for evening use, for social 
demands, and for inclement days on business bent. 

Primarily the first appeal of the car is to people whose cars travel 
their largest mileage on the country road. Small-town buyers are 
always interested. Well-to-do farmers like the "year-round" feature. 

Sell the Car as a Refinement of the Phaeton 

Here, then, is the cue. Sell the car as "glorified" touring car- 
Don't try to make it take the place of a Limousine where the buyer 



is amply able to buy two cars. Sell such a buyer the Phaeton for the 
uses to which it is adapted. And a Limousine or other standard 
closed car for winter town use. 

But to the man who wants a touring car, yet likes to have his top 
up, and also likes the quickness of adjustment and protection of the 
more perfectly enclosed sides, sell the Touring Sedan. 

Numerous buyers of the Touring Sedan will select the car because 
of its novelty and exclusiveness. And it is worth while to make that 
appeal at least for the first season or two. 

The output is limited. Not everyone will have this new type. 
People who like to be a little "different," to have things that are not 
in common use, will like the new-model touring car. Urge this. 

Some Details 

The Touring Sedan is upholstered in a variety of carriage cloths. 
Leather is not used. 

Samples of materials are being sent all dealers. 

The car is seven-seated. It has divided front seat. Auxiliary seats 
fold into back of front seats. Occupants may change seats even to 
seat beside driver without leaving the car. 

The top is permanently in place. It does not fold. It is hand- 
somely cloth lined. There are no bows as in ordinary top. The frame 
is of truss construction avoiding any tendency to sag. 

Plate glass windows slide easily. 

Windshield is of double glass with the outer storm-shield. 

Interior lighting is luxuriously and artistically complete. 

The price is $1,875, f. o. b. Detroit. 
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GOOD CAMERA A NECESSITY 
FOR ANY DEALER 

EVERY Hudson dealer should have a first- 
class camera. It will pay for itself in 
three months. 

To have to telephone a photographer every 
time a photograph is wanted, or to depend on 
a friend is not good judgment. 

For large distributors nothing is so good as 
a 5 x 7 Graflex. 

The first cost of the camera really should 
not be considered. When distributed over a 
period of years, and when it is taken into 
consideration that there is always an invest- 
ment value in the instrument, it will be seen 
that the expense is very low. 

A Graflex takes pictures on dull days and 
in situations where other cameras fail. It also 
insures a perfect photograph because of the 
way in which the instrument is manufactured. 

The 5x7 size gives opportunity for taking 
pictures that can be reproduced as newspaper 
publicity and also makes excellent material for 
use in the Triangle. 

Where a dealer feels that he cannot afford 
as elaborate or as large an outfit as a 5 x 7 
Graflex, he certainly could at least have a 
post card size kodak, preferably of the extra- 
quality lens variety. But even the ordinary 
kodak which can be had for a small sum will 
take good photographs and can be used for 
reproduction purposes in newspapers and in 
the Triangle. 

Wherever a dealer has a~good camera it is 
freely used and wherever a good photograph 
can be given to the local newspaper men they 
are always delighted to put it into the paper. 

Everything of this sort that can be had is 
good advertising. 

We recommend to all our friends the pur- 
chase of a first-class camera and after it has 
been purchased we suggest that it be kept 
actively in use. 
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S. C. Hanna, Hudson dealer in Torre Haute, Ind., 
says that a man doesn't need to be a salesman to sell 
Hudson cars. 

One afternoon four prospects walked into his sales- 
room and after the briefest kind of demonstration — 
merely around the block or something of that sort, 
they all signed orders for the new model Hudson. 

On two other occasions he secured orders without 
even showing the car, the orders bring signed at the 
offices of the prospects, after a telephonic request for 
him to call. 

During the first week after receiving his demonstrator 
he took fifteen orders. 



A DIXIE HIGHWAY BOOSTER 

THIS is a Dixie Highway Booster, "Bill" 
Jones, of Chattanooga. He is vice-presi- 
dent of the Chattanooga Automobile Club 
which claims most of the credit for the famous 
Dixie Highway Plan. Just who was originally 
responsible for the idea is not positively 
known, but certain it is that the Chattanooga 
Automobile Club was active in working up 
the southern governors' conference which re- 
sulted in the formation of a permanent Dixie 
Highway Association. 

Distributor Jones keeps Chattanooga and 
vicinity very well informed at all times of the 
beauties and excellencies of the Hudson car. 



MANLEY BROTHERS CLAIM 
RECORD 

MANLEY Brothers, Hudson distributors 
at Brattleboro, Vt., and territory, claim 
a tire record for a Hudson that looks 
difficult to beat. 

One of their customers, E. S. Werts, of 
Hartford, Conn., bought a Hudson in 1914 — 
it was a roadster type. Since then he has 
driven the car over 20,000 miles and still is 
using the original set of tires that came with 
the car. It looks today just about as well as 
it did when it came from the factory. 

They are great people for mileage down in 
Vermont. Barney Mead, a Hudson sales 
booster for Manley Brothers, a short time 
ago drove a Hudson model, from Brattleboro, 
Vt., to Burlington, Vt.. the entire length of 
the State, 150 miles, making the entire trip 
on high gear and using just 9 gallons of 
gasoline. And this Mr. Mead says was over 
some reaZ hills such as they have in the (irecn 
Mountain State. 



SHOWING HOW ENERGY 
WINS 

HW. MILLER, Hudson dealer at Salina, 
# Ohio, is a living and moving object 
lesson of the principle that energy wins. 

Mr. Miller has been one of the Hudson's 
Big Family since September, 1910. The first 
day he became connected with the Hudson 
organization he sold three Hudson cars in one 
afternoon. Just the other dav he got up in 
the morning with the determination that he 
would beat that old record, and by 12 o'clock 
noon, he had sold three 1916 Hudsons, thus 
going his 1910 record 100% better. Three 
Hudsons in one-half day is something to be 
proud of. 

Not long ago Mr. Miller sold a Hudson-54 
to Senator J. S. Johnson of Salina, a stock- 
holder of the Salina Auto Company which 

handles the , and . 

Undoubtedly the Senator could have obtained 
any one of these three cars at a considerable 
discount. Nevertheless, Miller was not dis- 
couraged but sold him a Hudson "54" at full 
list price. 

Another of Miller's little selling stunts was 
the getting of an order from J. W. Brockie, a 
manufacturer of New Bremen, Ohio. Mr. 
Brockie had previously owned a Wayne, 
Jackson, two Cadillacs and a Studebaker. He 
was pretty well sold on another make of car 
when Mr. Miller ran across him. 

Miller offered to drive Mr. Brockie to the 
other dealer's salesroom, and "quite acci- 
dently" arranged to let him spend a little 
time in the shop of the rival dealer. There 
was nothing unusual about the shop, except- 
ing that service men are apt to talk about, the 
car on which they are at work. The impres- 
sion made on Mr. Brockie was such that he 
left the establishment of the rival dealer and 
got on the dotted line for a Hudson. 

All of which goes to show that energy wins 
even under depressing circumstances. 



The Export Department calls attention to a letter 
just received from J. J. Mortimer, of Gawler. South 
Australia. 

Mr. Mortimer says: "Kindly send by parcel post 
four only piston rings for Hudson car for which please 
find enclosed money order to the value of 15 shillings. 

"This car has done 40,000 miles and these piston 
rings arc all the repairs it needs. It is the best car 
around here out of a good many Hudsons." 

The sun never sets on Hudson cars and wherever, 
you find them they are leaders. 



m 



Digitized by VJiJLJ VIC 



My Dear Son: 



July 31st, 1915. 



It is worth while to keep ever in your mind that old English 
proverb: "One swallow maketh not the summer." 

You may not at first glance quite see the point I am driving at. 

Yet there is a real, practical idea in my head. 

You are starting on a career as a business man. You have selected 
the motor-car business. And in that I commend your judgment. 

Because there is no business I know of today that offers to a young 
energetic man with a fair amount of backing such a flattering vista 
as does motor-car retailing. 

The automobile is here to stay. It has become a part of the warp 
and woof of human life. It is as permanent as the railway and the 
steamship. Certainly for the lifetime of your son and your son's 
son it will suffice as a business. 

It is an individual and independent occupation in itself. It merits 
and demands study and experience if it is to be successful. And it will 
abundantly reward men who go into it in the right way. 

In the early days of the industry many gambled on motor-cars. 
They had no idea of the permanency of the business. They took a 
"flyer" on automobile retailing as they took a "flyer" on wheat. 
Most of these one-year plungers have dropped out. 

Today the successful dealers are not one-year men. They are men 
who go into this business as they go into any other legitimate enter- 
prise. It is to be their life work. They never expect to engage in 
any other business. 

One season to these sensible, sane, business men is merely a 
milestone. It by no means covers the whole road. 

Their profit and loss statement is an average affair. They make 
big dividends in prosperous times. But may receive smaller returns 
during other seasons. 

They do not rate January as a lost month merely because it does 
not show the profits that are had in July. Nor do they expect every 
month, every quarter, or every year to be uniform. 

They recognize the vicissitudes of human endeavor and human 
judgment. One year there are too many cars at the factory we will 
say. Another year there may be too few. The man does not live 
who can accurately forecast the future of anything. 

One year the dealer finds sales easy and profits big. The next 
he may be sadly mistaken if he bases his expectations on the previous 
experience. Crops vary, times change, waves of action of varied 
kinds affect national and local conditions. 

All of these are reflected instantly in the mirror of business. You 
feel them in your sales and in your profits. 

The only logical and safe way therefore is to remember the old 
English proverb: "One swallow maketh not the summer." 

One year or one season is but one spoke in the wheel of your total 



business. When you have a dozen or more spokes you then can strike an 
average and say what you have done. 

But to consider each individual season as the sum total of all your 
endeavor, your hopes, and your success, is to show yourself illogical, 
inconsistent, a poor business man. 

To unduly rejoice because you have had a prosperous year is as 
ill-judged as to whimper and whine because you strike problems now 
and then. You don't expect sunshine every day. Nor do you antici- 
pate that storms and fogs will prove eternal. 

You must face this business as all men do their line of work. 
The shoe retailer who stocks summer oxfords and has a cold season 
does not for that reason curse the manufacturer and declare that the 
shoe business is "rotten." 

He rates that as one of the vicissitudes of the business. He uses 
his ability and business acumen in getting rid of his over-stock of 
slow selling shoes. And hopes for better weather next season. 

A clothing dealer anticipates a cool season, fails to stock light goods, 
and finds a sweltering summer dropped down on him. He wires his 
jobber for light-weight goods and the jobber replies that he should 
have placed his order before. Now everything is sold out. Does he 
blame the jobber? 

It is a rule of business that high per cent, profit or interest invari- 
ably indicates a certain amount of chance and risk. Entire absence 
of any element of risk means what is often called a "safe, conservative 
business." Or in other words inconsequential profits and practical 
stagnation. 

Now if you want to make a success of the motor-car business you 
must be prepared to venture out of wading depth sometimes. Always 
knowing that if you do get into deep water you probably can swim 
out. You don't necessarily drown merely because at times you venture 
beyond your depth. 

You will encounter occasions when you haven't bought enough 
stock. And when customers throng your showrooms you won't have 
cars to deliver. 

You will meet other conditions when you have ordered more than 
you can sell — easily — and you'll have to hustle to get clear. 
. ! But that is only part and parcel of the business. It isn't a parlor 
game for children you know. It's a fight for full-grown men. 

When you strike difficulties — orders and no cars, or cars and no 
orders — bear in mind that "one swallow maketh not the summer." 

Your success doesn't depend only on this week, or this month, or 
this year. You must work it out on the law of averages. 

There's many a rainy day when the farmer can't make hay. But 
during the sunny days he gets in his crop, and year in and year out 
he shows a profit in spite of the weather. 

Be a farmer of the sunny days. Make hay as hard as you can 
when the sun shines. But don't whine because now and then you strike 
a rainy day. Dad. 



GRAIN CROP OF SOUTH IS BILLION AND ONE-HALF BUSHELS 



THE Bureau of Statistics reveals an extraordinary change in 
agriculture characterizing the southern states. 

If the increase in diversified crops is maintained it is not 
improbable that the southern states may match and perhaps excel 
any other section of the Union in amount and variety of products. 

The falling off in volume and value of the cotton crop in the south 
has been more than made up by the increase in the harvest of Indian 
corn and other grain. The department figures this year's grain har- 
vest at a billion and one-half bushels. 

The grain crop of the south in the year 1915 will exceed in money 
value by hundreds of millions of dollars the money value of the best 
crop ever produced in the south. 

There is no doubt of the accuracy of these statements. They 
point to extraordinary and highly beneficial changes so far as the 
relation of the agriculture of the entire United States and general 
prosperity is C3nccrned. 



Farmers in the south will receive for their grain this year at least 
250 million dollars more than the cotton and other harvests brought 
them last year. In other words, diversified farming is to benefit the 
south as it has already benefited the north. 

Where North Dakota and the northwest of the United States 
and Canada used to depend entirely upon wheat, making a gamble 
of it, they now diversify crops to the very great benefit of prosperity, 
both general and individual. 

Somewhat the same is true of the south. In cotton sections where 
cotton was almost a gamble and the entire prosperity was dependent 
upon cotton, there is now to be the stability that comes from diversi- 
fied crops. Never again will war or other industrial disturbance 
ruinously affect the wealth of the southern states. When cotton is 
low corn may be high and when corn is low it can be fed and turned 
into pork and other products. The condition as reflected in Govern- 
ment statistics is highly gratifying and encouraging to all business 
interests. 
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HUDSON SERVICE STATIONS ALONG LINCOLN HIGHWAY 




THOUSANDS af people are driving across America this year. Very 
many of them take the route via the Lincoln Highway. Manv go 

from the extreme Atlantic Coast clear through to San Francisco, 
following the route of the Highway all the way. Others take the 
nearest side route to this trunk line and follow the Highway as far as 
possible. 

Hudson dealers everywhere should make a note of the fact that 
along the entire length of the Highway from New York to San Fran- 
cisco Hudson service stations may be found at frequent intervals. 
We have prepared a large map of which the above is a very much 
reduced copy, showing Hudson service stations all the way across 
the Continent. 

There are more than 40 service stations scattered along the line 
from New York to San Francisco, making about an average of one 



IN REGARD TO THE HOTCHKISS DRIVE 

EVERY now and then we get a letter from some dealer or salesmen 
saying that he has a prospect who wants more information about 
the Hotchkiss Drive. 

We thought we had supplied everything necessary in this connec- 
tion, but apparently there still are points that do not seem to be 
generally known. 

Among these it may be mentioned' that it is just as necessary to 
spring the driving mechanism as it is to spring the chassis. The 
mere introduction of a torsion member does not in any way affect the 
stability of the car or the axle holding the road. At best a torque is 
used to relieve the springs and axle housing from the starting effort 
of the driving gears and the strain of the driving mechanism. 

The front end of this torque member is cushioned to a spring, 
otherwise it would impose a severe strain on the chassis at the point 
where it is secured, or it would possibly twist off the torque member 
itself. By making the rear springs of full vanadium steel, and with a 
very heavy master leaf, and securing these springs in a suitable 
manner at the front end, the torque member is supplemented by a 
much lighter and stronger construction, and the strain on the chassis 
itself is eliminated. 

Many of our competitors state that the breakage of a spring would 
result in a very serious accident. The best way to demonstrate the 
incorrectness of such a claim is to take the driving bolt out of one of 
the springs or to disconnect the rear shackle. It will be found that it 
is just as easy to drive the car under these conditions as it would be 
if this were equipped with any torque member or radius rod. In any 
case it would be necessary to let out the brake rod to compensate 
for the drop on the side of the car, and this is all that would be required 
in order to proceed on your journey after such an unusual and rarely 
met accident. 

Please note that our rear springs are designed to absorb the driving 
effort, and are therefore made of vanadium steel and of overstrength. 
Breakage is practically unknown except through a serious accident. 

You will no doubt recall the argument advanced by manuf act urers 
of the chain-driven cars during the last years of their production. 
They always claimed that the chain-driven car had such a light rear 
axle that it would always hold the road and many a famous contest 
was won apparently on this point alone. Of recent years, through 
the improvement of rear axle design and greatly increased strength 
through the application of correct material, it has been possible to 
make a live rear axle that will hold the road as well as the old chain- 
driven type. 

The best example of this workmanship and design was seen in the 
1914 races at Indianapolis in which four French cars broke all records 
for speed and endurance. These cars were all equipped with the 
Hotcnkiss Drive and weighed less than 3,000 pounds each, despite 
the fact that they had enormous motors. 

The addition of the torque member, whether it be a torque tube, 
or torque arm and radius rod, means additional weight, and this 
weight is bound to react when passing over rough roads. In other 
words a spring cannot be designed to carry the weight of the car and 
at the same time prevent rebound to the weight of the axle. 

On a light car it is perfectly feasible to design a spring which will 
hold a light axle in the road all the time, but this would not be possible 
if the weight of the axle were increased to any extent. 



Hudson service station to every 75 miles or less of road. In other 
words, the trans-continental tourist, via the Lincoln Highway is 
never out of easy reach of Hudson service to any point on the route. 

The longest gap is between Salt Lake City and Sacramento, Cal. 
On practically every other section of the route several Hudson service 
stations will be passed every day of travel. 

Probably every Hudson owner who makes the trip to the coast 
will, before doing so, call upon his home-town dealer or distributor 
to have his car looked over and to get extras in the way of tires and 
accessories of various kinds. Dealers and distributors should make it 
a point to inform such owners that we will be glad to furnish them with 
a complete list of Hudson service stations and a map of the Highway 
showing the location of each, so that they will feel perfect confidence in 
their ability to reach Hudson service at any point on their trip. 
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WASSON'S SIXTY-ONE CHILDREN STORY 

FROM W. L. Wasson, of Lincoln, 111., purveyor of Hudsons to the 
elite of that section, we get a really first-class story. 

On July 5 there was an Independence Day celebration in 
Lincoln, 111., and of course they had an automobile parade. Mr. 
Wasson had a happy thought and without any preparation or expense, 
he made the greatest showing of any car that joined in the parade. 

This is the way he did it: He asked Superintendent J. A. Lucas 
of the I. O. O. F. Orphans' Home to loan him 50 children with whom 
to decorate the car. The superintendent doubted that there would be 
enough room on the car to put them on, but he was willing to do what 
he could, so he called on the governesses to furnish 50 children. 

Mr. Wasson says they put on all that were brought out and did 
not count them and there was applause all along the line of parade 
and many guesses as to the number. 

The superintendent saw the necessity of making a count which 
was done, and it was discovered that there were 61 children, the . 
governess and the driver, making 63 people in all who had been carried 
by the Hudson in the parade. 

In the evening Mr. Wasson pulled off another stunt that was 
almost equally notable. He took a Hudson and another car and 
hitched them tandem to two hay racks loaded with children and with 
teachers, and again joined the parade, all in a string. There were 
many doubts as to the ability of the Hudson to make the corners but 
it was done without a hitch. The Hudson and another smaller car 
pulled this load of 16,000 pounds with practically no effort. 



"£<OOD LUCK" 
^ LORD they 
call him over in 
Nebraska. The 23 
has no hoodoo for a 
man like him. He 
is cleaning up Neb- 
raska for the Hud- 
son in one-two- 
three style. 
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AUTOM OBILE GREAT PUBLIC UTILITY 

I I SAYS NEW YORK BANKER 



^^OT so very many years ago every man who owned 
an automobile was presumed for that reason to be 
almost, if not quite, a millionaire. 

That opinion has been modified somewhat, but it still 
is the popular impression that to own an automobile is an 
evidence of wealth. 

The public is slow to learn that the automobile of today 
is more the carriage of the man of moderate circumstances 
than it is a vehicle used exclusively by the rich. 

There are now in use in the United States about 1,400,- 
000 automobiles. From reports obtained from State auto- 
mobile departments it appears that 800,000 of these cars 
range in list price from $400 to $900. 

In other words, 60% of the automobiles in use were 
bought bv men who could afford to pay not more than 
$800 to $1000 for a car. 

As it is an invariable rule that a man buys just as good 
a car as he can afford, it is evident that these 800,000 
men bought to their limit of investing power. It also is 
evident that not a single one could be rated as really a 
rich man, else the value of his car would have been at least 
twice the sum he paid for it. 

Automobile Now a Public Utility 

The Harriman National Bank of New York, one of the 
big, broad banks of the United States, is a keen observer 
of mercantile conditions. 

We reproduce a photograph of the Harriman National 
Bank's advertisement of July 28, last, in the New York 
Sun. 

The wise business men who conduct this great institu- 
tion realize that the motor car is now an economic necessity 
in every business. It can no longer be rated as an expensive 
luxury. 

They realize also that money in circulation is much 
more valuable than money buried under a brick in the 
hearthstone, or tucked away in the toe of the family 
stocking. 

The attitude of those who look upon the automobile 
as almost a criminal extravagance is entirely wrong. 

Similar misunderstanding has existed in the history of 
the world on the occasion of all great inventions and 
utilities. 

Men tried to smash the printing press, the cotton gin, 
the steam engine. They put people in prison for printing 
books, just as today some antagonize the automobile, the 
automobile factories and every man who buys and uses a 
motor car. 

An Old Story 

To recite the benefit that the motor car has brought 
to every community is unnecessary. Everybody knows of 
its influence on road building, on farm values, on suburban 
communities, on the health of the general public, its econ- 



omies as a business utility and the numberless other avenues 
of value in which it has proved itself almost indispensable 
to modern life. 

In may instances the purchase of a motor car is merely 
the diversion of money rather than the expenditure of more. 

If a man and his family economize on pianos, jewelry, 
clothing, theatres and things of this kind, and instead put 
the money into a moderate priced motor car, who shall be 
the judge as to their common sense or lack of it? 



If a farmer discards one or two driving horses and in 
their place buys a motor car which costs less and gives him 
better service — is not this a wise business proceeding? 

If thousands of horses are banished from the cities, and 
with them are banished many of the avenues of disease, 
who shall say that the city has not benefited by the ex- 
change? 

If, for a sum of money ranging from $500 to $1500 can 
be had a vehicle that will carry an entire family of seven, 

( Continued on page J) 
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200 miles a day, as compared with the expenditure of the 
same amount of money for a vehicle that would carry per- 
haps as many as four people fifty miles or less a day, does 
it not seem that the exchange is a good one? 

These parallels might be continued almost indefinitely. 

A New Industry Created 

The creation of an industry that, although in its infancy, 
now ranks third in importance in the United States, is an 
event of no small moment. 

It is impossible to enumerate the number of men to 
whom new avenues of effort and income have been opened 
by the motor car industry. 

It used to be said that the man who made two blades 
of grass grow where but one grew before was a benefactor 
to the human race. What then shall be said of the man 
who offers two jobs where but one was before, and thereby 
makes it possible for two families to be sustained in comfort 
and value to the commonwealth, where but one family 
could be sustained before? 

Every man who is now laboring in the production and 
distribution of automobiles came from some other occupa- 
tion. His place in that other occupation must be filled by 
a third person. 



As an employer of labor and a philanthropist of the 
highest order, the motor car industry is in a class by itself. 

A Broad Minded Banker 

The gentlemen in charge of the Harriman National 
Bank show evidence of breadth of mind and keenness of 
judgment. 

Note the last paragraph of the advertisement. 

They recognize that the conditions that surround labor 
are of paramount importance to the community at large. 
If automobiles can be so cheapened and popularized that 
farmers, merchants and wage-earners are able to own and 
operate them, the effect upon every community will be all 
for the best. 

Travel even within a day's time and a day's range of 
a motor car is a broadening factor to any human being. 

To get out of the cities into the cleanness and health 
of the country is a vitalizing force to the whole family. 
It sweeps away the cares, the cobwebs and the worries, and 
makes people better individually and collectively. 

We commend the attitude of the New York banker to 
the careful consideration of Hudson dealers everywhere, 
and we suggest that there is much in this advertisement 
that may profitably be noted and made use of in dealings 
with local bankers. 



NORFOLK OWNERS NEVER TRADE 
THEIR HUDSON CARS 

DISTRIBUTORS C. E. Wright & Co., of Norfolk, Va., believe the 
Hudson record in Norfolk to be unique. 

It is stated that no purchaser of a Hudson car in Norfolk 
has ever traded his car in for a car of another make with but one 
exception. That was a Mr. David Pender, of Norfolk, who traded 
his 1913 "37" which he had driven about 40,000 miles for a six of 
another make. But within the last three weeks Mr. Pender repented 
of his misdoings, brought the other car in and is now driving a 1916 
Hudson Six-40. 



INVESTORS HAVE MONEY IN AUGUST 

AUGUST to some extent is considered as being between seasons, 
but it should be remembered, particularly by dealers and sales- 
men in certain sections, that a vast numoer of people, men and 
women, participate in the disbursement of July dividends. 

According to a reliable New York authority, the total interest 

payment of dividend disbursements in August amounts to $94,000,000. 

Investors with comfortably full purses from this distribution of 

income, may be looked to for liberal expenditures. They can be 

attracted and influenced by the announcement of Hudson cars. 

A portion of this $94,000,000 would look pretty good coming your 
way. Are you taking any steps to get your part of it? 



OIL RAN OUT ON STEEP GRADE 

THE Tom Botterill Automobile Company recently sold a Hudson 
to a man who had been taken out for a demonstration in practically 
every six-cylinder car represented in Salt Lake City. 
These demonstrations were made on Ensign Peak, a fair-sized 
mountain near Salt Lake. 

Mr. Botterill says it is impossible to climb to the top of the peak 
in an automobile, and the prospect, therefore, merely noted how far 
each car was able to get up. The Hudson went farther and outcUmbed 



On the old car the Wright Company has built a delivery body 
and it is being used by Mr. Pender in his commercial work. 

If the Wright Company cannot sell a car one way they sell it 
another. Herewith is shown photograph of the police patrol wagon 
in use by the police department of Norfolk. This is built on a 54 
chassis. The chief of police says this patrol has been in daily and 
nightly use since October, 1913. It averages 398 runs a month, and 
although quite large and heavy, there has never been a repair bill 
to the Hudson chassis. 

The chief says that the department Is more than pleased with the 
service rendered and if they should need another car it decidedly will 
be a Hudson. 

Wc also show photograph of W. J. Newton's florist wagon built 
on a 40 chassis. This wagon has been in use since December, 1914, 
and has given absolutely perfect satisfaction. 

The gentleman at the wheel of the 1916 40 is W. C. Cross, of Ports- 
mouth. The photograph was taken just as the party was leaving for 
Grand Rapids, Mich., where Mr. Cross was a delegate to the furniture 
convention. The trip was made via Baltimore, Pittsburgh, Chicago, 
Grand Rapids, Detroit, and return via New York. 



any other car that the prospect had been in, and he thereupon gave 
his order to the Botterill Automobile Company for the Hudson. 

The grade in the picture is not in the least exaggerated. It was 
so steep that the oil ran out of the front of the motor on coming down 
the hill. Very many western prospects are familiar with Ensign Peak 
and will appreciate the performance of the Hudson. 
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My Dear Sox: August 7th, 1915. 

No min is taking full advantage of his opportunities — / don* I care 
who he is. 

That may seem a bold statement. I believe it to be absolutely true. 

We all grow weary. Effort tires us. We lack 100% concentration. 

I doubt very much if many of us rise to the point of even 60% men. 
If we ever achieve that moderate peak of effort. 

Always we plan to do things that we never get to. Always it is 
"tomorrow" that we are going to begin, or to act, or to work, or to do. 

Our ease, our pleasure, our disinclination to exertion hold us back. 
Rarely do we work under full steam. 

If you had followed out, in action, the plans made three months 
ago you would have bigger sales to your credit today. I am not saying 
you have failed — for you have not. But I do say that you haven't 
lived up to your full opportunities. 

You fell down on retail sales because you didn't properly organize 
your various departments. 

Your own time is far too valuable to be frittered away on some 
of the things I saw you doing when I visited you last. I held the 
watch on you one morning and you spent over half-an-hour on a man 
who wanted a small repair part. He would have been perfectly 
well satisfied to have been waited on by some clerk whose time 
was not quite so important. 

You haven't a good method of recording and following up pros- 
pects. Your salesmen own your prospect list. When a salesman leaves 
he takes a part of your capital with him. This isn't right. 

Your service isn't what you know it should be. ft isn't what I 
call Hudson standard. Yet you know better. 

In these and other ways your retail is below your opportunities. 
You know what you should do, but you fritter away time, you put off 
making proper organization, you neglect reforms and new plans that 
you are perfectly convinced should be installed. 

Your wholesale is good but not as good as it could be and should be. 

I glanced over the map of your territory. I asked your wholesale 
man about some points. He admitted you were weak in many places. 
1 asked him why and he could only sav that you * 'hadn't got around 
to it yet." 

He admitted that in districts where you had made little or no 
effort to get dealers other cars were selling reasonably well. Yet 
apparently there had been but little concentrated effort made to get 
Hudsons in. This looked to me like failure to live up to your full 
opportunities. 



I must compliment you on the way in which you have analyzed 
your territory. I have rarely seen anything approaching your file of 
maps and records. You are on the right track here. You'd be amazed 
how few distributors there are who know their district as you know it- 
Many make no attempt at systematizing this varied information. 

Some people consider this as a waste of time. They cannot realize 
the need of knowledge of conditions. Y'et it seems to me that to 
know is always a preliminary of to do. I cannot understand how any 
man can expect to hit the bull's-eye unless he knows exactly what and 
where the target is. 

I shot a number of questions at your wholesale manager about the 
dealers you have and he answered them all on the spot. He knew 
whether the dealer was the best, second or third in the town. 

He knew the dealer's banker. He had called on him and talked 
over conditions. This helps the dealer to a better relationship with 
the banker. In this you have done well. 

You have done pretty well on standard touring car sales these 
past few months, but you have fallen down on closed car business. 
Now you have big opportunities to sell closed cars. You say they 
won't sell in your town. But how do you know? You haven't made 
an honest effort to sell them. You speak merely from snap judgment. 
You are guessing. 

Sell a Limousine to some prominent family and you'll sell more. 
Get the leading physician driving a Cabriolet and you'll have dozens 
of other buyers after that car. 

You're going to have a big opportunity in the new Touring Sedan. 
I saw one in Detroit this summer. It was one of the test cars. It 
surely is a most attractive car. You can sell lots of them. I hope 
you'll make up your mind to this opportunity and let me see you 
make the most of it. 

You are a bit behind on your advertising. You should have more 
in local newspapers. The Hudson Company is one of the biggest 
automobile advertisers in the world. It has made the car nationally 
known. It has done its part. You must do yours. Your part of the 
work is the local advertising. 

You aren't making the most of your opportunities for newspaper 
publicity. Where's that speed kodak you used to work with? Why 
can't you get that into action again? Newspaper men are keen for 
snappy pictures. You can get lots of them into the paper if you try. 
Some motor-car dealers are gluttons for this kind of thing. They are 
like Roosevelt — you simply can't keep them out of the paper. 

Maybe you'll find some inspiration here, somewhere. Dad. 



HUDSON POPULAR 

IN COUNTRY CLUBS 

MEMBERS of the Century Boat Club of 
St. Louis prefer Hudson cars. It is the 
custom of the club to hold an annual 
automobile run. On this occasion silver 
trophies are offered for pre-eminence in skill, 
superior excellence of the cars entered and 
decorations. 

In the recent annual run 44 machines were 
entered. Every car carried its full quota of 
passengers. Of the 44 cars entered nine were 
Hudsons. The nearest well known car had 
but four entries. Most of the others showed 
three and two and a large number had only 
one representative. 

From reports received at the factory we 
believe this club record is maintained prac- 
tically throughout the country. 



UCCESSFUL DEALERS 

I KEEP STEP WITH THE 

FACTORY. DO YOU ? 



SELLING THE GOVERNORS 

A KING MAX MOORE, Hudson distri- 
# butor at Macon, Ga., has just added 
Governor Nathaniel E. Harris of 
Georgia to the list of State executives who 
own Hudson cars. 



Governor Harris was inaugurated only on 
June 26. He is the sixth state executive to 
purchase a Hudson. Unfortunately three of 
the governors who are Hudson owners have 
now retired from office. 

In order, therefore, to keep up our record 
as the favorite car of United States governors 
it will be necessary for dealers and salesmen 
in other states to become very energetic along 
the lines of the effort shown by Mr. Moore. 

It is of interest to note that two of these 
governors own 40s while four own the larger 
car, the 54. 



FARMERS HAVE MORE MONEY 

EXPERTS say this year's wheat crop will 
bring farmers 25 cents per bushel more 
on the average than last year. On the 
basis of the expected 690,000,000 bushel crop 
this increase will mean that the farmers will 
have nearly $200,000,000 more money to 
spend this year than they had last. A goodlv 
portion of this $200,000,000 will be used in 
buying motor-cars. Here is a hint for Hudson 
dealers and salesmen. 



MR. O. HARRIS AND FRIENDS LOOKING THE CAR OVER. 



MR. ROBIE OF CRAWFORD, NEBRASKA, STANDING BESIDE CAR 



Nebraska Ranch King Selects Hudson After Strenuous Tests 



O Harris of Scott sbluff, Nebr., is a western 
# ranch owner of the typical sort. He has 
3,(XX) acres of land, about 80() cattle, a 
ranch barn that cost over $5,000, plenty of 
money out on interest, and has lived for .'35 
years on this ranch. 

The house shown in the photograph on the 
upper left hand was built 15 years ago. The 
bricks for this house were hauled 55 miles over 
the hills. 

Mr. Harris said when he built a house he 
Wanted it large enough and strong enough to 
last forever. Anything he builds or buys he 
insists shall be lasting. He is carrying the 
same watch he bought over thirty years ago. 

He selected the Hudson after a strenuous 



test and the most exhaustive examination of 
it and a number of other cars. 

He says if the Hudson is a failure it is the 
first "poor buy" he has ever made. 

One of Mr. Harris' demands was that the 
car should pull and be a hill-climber. The 
car shown in the photograph on the lower 
right hand was taken out to demonstrate the 
Hudson's ability to Mr. Harris. The incline 
is not in the least exaggerated, as will be noted 
from the horizon line in the distance, which 
is perfectly level except for the slight contour 
of the hill. 

The car is standing one and one-half miles 
from the bottom of the hill. The only reason 
it stopped going up the hill was because there 
was no more hill to go up, otherwise it might 



still have been on its way toward the Neb- 
raska sky. 

Mr. Hobie of Crawford, the gentleman 
shown in the upper right hand picture, has 
driven a 2-cylinder car of a well known make 
for eight years. This is indicative of his can* 
of a car and of his demands upon it. 

Desiring to get something more modern and 
up-to-date, he looked over everything in the 
market and finally selected the Hudson. The 
uses to which he puts a car are practically the 
same as those called for by Mr. Harris. 

Both Harris and Robie say a car that will 
deliver the goods under the strenuous de- 
mands of western Nebraska, is good enough 
for anybody, anywhere, anytime. 



READY TO "RIDE FENCE" ON HARRIS RANCH 



THIS CAR IS ONE AND ONE-HALF MILES FROM THE BOTTOM OF THE 
HILL. THE INCLINE IS NOT EXAGGERATED 



-THE BEST OF ALL HUDSONS" 

NUMEROUS buyers of the latest model 
Hudson say that it is the best car the 
Hudson ever built. Letters to this 
effect also are being received daily at the 
factory. Here is one that just came in from 
a man in a very hilly part of New England : 

"I am irresistibly compelled to give expres- 
sion to my feelings regarding the new 'Yacht- 
Line' Hudson. 

It is a delight and blessing from every point 
of view. 

It seems to have at least 25% more power 
than my last car, though I cannot see where 
it comes from. 

You know we are in a hilly country and yet 
we have struck no hill that the car can't climb, 
and it hangs on like a steam engine. 

To tell the truth when 1 saw your announce- 
ment I was looking for something, if not a 
little lower in quality than your last year's 
car, certainly not anything better. 1 did not 
see how you could make even as good a car at 
the $200 lower price, but this one is better in 
every way that I know of. 

Although this is a new car, we have found 



no rattles, squeaks, groans or knocks, and of 
course it never fails to start as it should. 

Both mechanically and bodily, I don't think 
this Hudson has been equalled by any of your 
previous products. I just wanted to tell you 
this so that you might see that I appreciated 
a good car." 

RESIDENT DEALERS 
SHOULD BE OWNERS 

A SUCCESSFUL Hudson distributor was 
at one time manager of a large bicycle 
selling company. He testifies that the 
best ad the company ever ran was one 
asking for "Rider Agents." 

This idea can be applied in the case of 
resident dealers. The resident dealer himself 
will find it most valuable, and it also will be 
found very helpful for dealers and distributors 
in securing sales. 

The resident dealer should be a ' 'Rider 
Agent." In other words, he should own and 
drive a Hudson. 

His profits are made by personal effort 
among a limited number of people. The 
mere fact that he is the driver of a car, that 



when he is talking with prospects he probably 
is seated in the car, and that the prospect is 
able to secure numerous and effective demon- 
strations, makes the "Rider Agent" all the 
more valuable. 

Of course, not every resident dealer will 
own a car on his first appointment . But many 
of them during the last few months have 
earned the price of their car in commissions. 
These men are the first to endorse the idea. 
A resident dealer who is a "Rider Agent" has 
a big advantage in making sales. 



HUDSON ROAD SIGNS 

NEARLY 7,000 Hudson road signs adorn 
the principal highways around the 
United States, but this is not anything 
like as many as there should be. 

Every road leading out of a s|x>t where 
there is a Hudson dealer should be liberally 
sprinkled with these guiding triangles. 

This is the season of the year when they 
can be used to good ml vantage. We would 
like to hear from dealers icith more orders for 
Hudson road signs. 
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iney are uengin,eu wnen saies are numerous, cnecKs 
come to them in a stream, and the books show large net 
profits. 

But they grumble and grouch when they are called upon 
to spend money to get prospects, to produce sales, or to 
give care and service to owners of cars already sold. 

Their idea of business being "good" is when everything 
comes their way without it being necessary for them to 
exert themselves or to spend money to establish this result. 

Business is "bad" when their books show expenses, when 
they must figure closely, when thought and brains and 
energy are demanded to make a margin of profit on capital 
invested. 

The peanut always is a peanut. It begins small and it 
remains small. It has within it no capacity for being any- 
thing better. It never develops breadth, or height, or 
strength. 

There are many men who are peanuts. 

The Man With the Acorn Mind 

The man with the acorn habit of mind may begin in a 
condition quite as small as his neighbor who clings to the 
peanut vine. 

But he is not petty or small-minded. He realizes that 
harvests come from sowing seed. And that on his intelli- 
gence and activity depends the final result of his efforts. 

He takes pains to accurately inform himself of the possi- 
bilities and probabilities of his market. He does not under- 
estimate, nor does he seek to inflate actual prospects. 

He calls service an investment, not an expense, wisely 
realizing that satisfied owners are an insurance of future 
sales. 

He establishes a sure and certain financial backing 
sufficient to insure prompt settlement of legitimate demands. 
He is careful to provide for the unexpected and unforeseen. 
He figures always with a safe margin or leeway yet he knows 
that no sales mean no profits and that he can't sell goods 
unless he has them. 

Also he appreciates that large profits must of necessity 
demand some courageous adventuring into more or less 



unknown waters. And here he safeguards himself by follow- 
ing the chart, and using the compass, of more experienced 
navigators. 

He works on the principle that where one dealer has 
sailed with safety and success he — too — may venture with- 
out fear. 

Acorns Develop Into Oaks 

The small dealer may be a peanut man or an acorn man. 
The peanut is always and ever a peanut. It has — like the 
mule — neither pride of ancestry nor hope for posterity. 

But the acorn — though equally small — has within it the 
promise of the mighty oak. Under proper care and con- 
ditions it may develop into a towering pyramid of strength 
and success. 

The motor-car dealer who is small need not necessarily 
remain small. He can elect whether he is to remain a 
peanut, or grow into an oak. He has it within himself to 
be what his aims and his industry merit. 

Possibilities for Growth 

The resident dealer who sells but five cars this year may 
enjoy a full dealer's contract, and a wider field, next year. 
The dealer whose territory is one county and 25 cars may 
next season have five counties and show the profits of 50 
or 100 cars on his books. The distributor who wisely handles 
a 300 or 400 car contract this year is himself the one to 
decide whether he will double that for 1916. 

"I wonder why it is," said the distributor who talked in 
this way, "that it seems difficult for some dealers to under- 
stand that the factory is always eager and anxious to see 
them grow bigger and stronger. After all it rests with the 
man himself. If he successfully cultivates his small 
opportunities he never finds any difficulty in getting bigger 
ones. 

"But he must show growth and progression instead of 
stagnation or he can expect nothing but that he always will 
remain in the peanut class." 

(/ give you this distributor's ideas almost word for word as 
he told them to me. Where do YOU belong, friend reader ? Are 
you a peanut ? Or can you grow ? — THE EDITOR. ) 
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CHILEAN AMBASSADOR 



SELECTS HUDSON 

THE Hon. Henry B. Fletcher, United 
States ambassador to Chile, has just pur- 
chased a Hudson Cabriolet. This will be 
the first car of this type in the republic of 
Chile. This accentuates the reciprocity exist- 
ing between the North and South American 
continents. 

In Washington several ambassadors from 
South America own and drive Hudson cars 
of various types, the Cabriolet being a prime 
favorite. 

The fact that the United States Ambassador 
to Chile also favors the Hudson will be an 
additional object lesson to this wide-awake 
South American republic that the popular car 
in America, both North and South, is the 
Hudson. 




SIXTEEN HUDSON "PEAK CARS" 



PRESTON A. BERRY, sales manager of 
the Pacific Car Co., Tacoma, Wash., is 
again on the job. 
This photo was taken at the meeting of the 
Washington State Medical Association. 



The names of the owners are Dr. Wheeler, 
Dr. Gammon, Dr. Nace, Dr. Cone, Dr. Fore- 
man, Dr. Keller, Dr. Thyng, Dr. Rich, Dr. 
Mowers, Dr. Reed, C. C. Mellinger, Dr. 
Argue and A. G. Pr it chard. 



CRAWFORD SHOWS SOME SPEED 

AT. CRAWFORD of the Central Garage, 
# Scottsbluff, Nebr., who distributes 
Hudsons in that prosperous and fertile 
western district writes us of two instances 
where the Hudson showed exceptional speed. 
Because of the illness of the wife of a 
Hudson owner a special train was chartered 
to bring a doctor from Omaha, Nebr., to 



The scene is in Paradise Valley, in the Rainier 
National Park, with Mt. Tacoma, height 
14,529 feet, in the background. This is one of 
the grandest spots on the American continent. 

The photograph shows the popularity of 
the Hudson car with the physicians and sur- 
geons of the state. 

There were forty-two cars in the party. 
Sixteen were Hudsons. 



There are thirteen cars shown in the photo. 
The other three were unable to get into the 
picture on account of lack of room. 

There are more Hudson cars driven by 
Tacoma physicians than any other make. 

The other cars were divided as follows: 
Reo, five; Overland, four; Studebaker, four; 
Ford, 8; Maxwell, 2; Packard, 2; Buick, 1. 



The McClelland -Gentry Motor Car Company of 
Oklahoma City, Okla., has splendid facilities in its new 
sales and service building. This is 50 feet wide by 150 
feet long, divided into two sections, the front being the 
salesroom and offices, the rear the service department 
and shop. 

The feature of the establishment is the splendid 
equipment for the comfort of employees. In the show 
room and offices are large electric fans and ten large 
chandeliers with a total of two hundred incandescent 
lights. Located in one end of the stock room is a huge 



ventilating fan which keeps the air always clear and 
sweet. 

Selling rugs for ten years yielded a good profit to 
John L. Toner, but as soon as he viewed the Hudson 
Yacht-line model he decided to quit the rug business. 

Now he sells Hudsons for the Hudson-Phillips Motor 
Car Company, St. Louis, Mo. He has followed the auto 
industry since its beginning, but was never tempted to 
change his methods for earning a livelihood until he saw 
the Hudson. 



F. A. PANZARDI HAS PORTO-RICOED THE HUDSON 



A. T. Crawford, who hustles Hudsons at 
Scottsbluff, Nebraska 

Alliance, Nebr. To continue the trip from 
Alliance to Scottsbluff would have cost 
$167.00 and would have taken one hour and 
forty-five minutes. Mr. Crawford volun- 
teered to take the owner's car and make the 
54 miles in better time than the special train. 
It may need to be explained that in that 
western country there are a large number of 
gates in the wire fences that cross the roads, 
and it is necessary to stop the car at each one 
of these gates in order to open them and to 
close them after the car has passed through. 
Mr. Crawford took a boy with him to open 
and close gates, of which there were 17 on 
the route. 

The trip was made in one hour and fifty- 
five minutes, which is remarkable time con- 
sidering the circumstances and the country. 

A day later it was again necessary to make 
a special trip with the same physician to take 
him back to meet the Overland Limited train 
at Sidney, Nebr. This was a distance of 89 
miles over extremely hilly country. Crawford 
made the trip in three hours and fifteen 
minutes and had twelve minutes to spare. 

The Hudson is not supposed to be a racing 
car, but it is of value to Hudson dealers and to 
Hudson owners to know that the speed is 
there when it is wanted. 



FA. PANZARDI is the Hudson distributor 
# for the island of Porto Rico, U.S.A. His 
main store is located in San Juan, with 
branches in Mayaguez and Ponce. 

He started in the bicycle business, and by 
hard work and honest business methods has 



succeeded in reaching the position of leading 
automobile man on the island. 

Mr. Panzardi has represented the Hudson 
in Porto Rico for about five years. He has 
made the Hudson car the best known quality 
car on the island. 



He was the first of the Hudson foreign 
dealers to receive one of the 1916 series of 
cars. So delighted was he with the new car, 
and so confident of its being a succpss in 
Porto Rico, that he immediately increased 
his orders for the season. 



The factory had the pleasure of entertain- 
ing Mr. Panzardi in Detroit in June last. 

Porto Rico is buying all her motor cars 
from the United States and also is learning 
the American language very fast. 

The white + indicates Mr. Panzardi. 
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4r<rai A S^cceSCrtxL 

—IdTotoir-Car 1^9tt^6xxtor 

-to Hi? Son. >. /•••' ; # 
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Editor's Note — This scries of letters is based on the advice and 
suggestions of a successful automobile dealer. His son has selected a 
territory, secured financial backing, and seeks advice from his father 
on hozc to make the project a success. The collection of the dealer's 
hints into this form may be of benefit to ambitious persons who are 
looking for "more world's to conquer." 

( This series began in the April 24th issue of the Triangle J 
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August 14th, 1915. 
My Dear Son: 

When you were a little chap about ten years old you were very 
much interested in astronomy. 

You did not call it astronomy, you called it "the stars," but it 
meant the same thing. 

I remember one day you asked me what space was. I could not 
answer you then in a way that you could understand but I can today. 

Space — from a Hudson dealer's standpoint — is a vacuum where 
there are no Hudson cars. 

One clear winter's night you noticed the great nebula in the 
constellation Orion and asked me what it was. I tried to explain it to 
you by saying that it was the nucleus or kernel of a number of stars. 

This was a pretty rough explanation, but one that I thought might 
be suited to the intelligence of a child. 

It occurs to me that something of this kind applies very well to 
motor-car sales. 

I heard Louis Geyler of Chicago explain it very thoroughly one 
day. 

He said that he had made a map of retail sales in Chicago and it 
was most interesting to observe that they were located in groups. 
That is there would be a bunch of six or eight Hudson owners in one 
section, then at a little distance there would be another group of three 
or four or eight or ten, as the case might be. 

He said he could almost state the age of the ownership of the 
original car from the number of sales in that particular group. 

He spots his territory with colored tacks indicating sales; and on 
looking at his map these certainly do arrange themselves in little 
groups that to me recalls vividly my explanation of the nebula in 
Orion. 

Louis offers to bet that where only a single tack appears, inside of 
a year there will be two or three grouped around it. 

I think this furnishes a very valuable idea for a motor-car distribu- 
tor or dealer — that is that multiplication of sales comes from the 
individual cars located in virgin territory. 

I think it might be a good idea to work this thing out thoroughly. 

Take a map of your retail sales district for instance, and spot 
on it with tacks all the sales that you have made. Where you find a 
community where no tack appears, find out why it is there is no tack 
there. In other words, why no Hudsons are owned in that particular 
section of the territory. 

It may be that it is a part of the city where individual wealth is not 
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sufficiently large to admit of the purchase of a car of the quality of 
the Hudson, or it may be that the territory has not been worked. 

Of course where the buying power is not eaual to absorbing a car 
of Hudson quality and price, it might be difficult — perhaps impossible 
— to get a car into that particular spot. 

But undoubtedly you will find many places where this is not the 
case, where the buying power is ample, where the individual wealth 
is sufficiently large, and yet where there are no Hudsons. 

I would concentrate on spots like that until I had made at least 
one sale there. You might send a crew of junior and senior salesmen 
into such a place to fine comb it thoroughly until you made one good 
sale to some prominent man. Then you might let that particular 
spot rest for a while and go after some other section. 

You can only do this by spotting it out on a map by colored tacks 
so as to have vividly before you in a form that appeals to the eye, the 
evidence of sales made and sales' not made. 

This same idea might be illustrated by comparing it with the 
growth of a cell or organism. 

The simplest form of life is a one-cell creature which propagates 
itself by this cell dividing into two. Each of these two cells then 
again divides, and so on indefinitely. 

Suppose you make one Hudson sale. This owner is a booster — 
necessarily so because he owns a Hudson. Every Hudson owner is a 
booster. Sooner or later he is going to sell one other Hudson, thus 
you have two cells where you had but one. 

Each of these two is going to influence his friends — double them 
again makes four. 

Doubling them in this way for a short time quickly and remarkably 
increases your retail sales. 

Of course, unfortunately things do not work out always in so 
mathematical a way, but this illustrates very clearly the principle 
that your best advertisements and your best salesmen are satisfied 
owners. Where you plant a satisfied owner in a fertile community 
it is inevitable that in short time his enthusiastic boosting of his car 
will induce other Hudson sales. 

Mr. Geyler's experience in Chicago is borne out by that of every 
other prominent motor-car distributor with whom I have talked. 

Keep well in mind, therefore, that every sale made is a nucleus 
of other sales. And that to put a sale into a territory where there have 
been no sales is really more important than to put a sale into already 
crowded districts. 

Dad. 



NICKEL PLATED TRIANGLE 
RADIATOR CAP 

THE famous Hudson triangle on the radi- 
ator is known the world over. The radi- 
ator cap emblem in the form of a nickel 
plated triangle is rapidly becoming equally 
•well known. Nearly 10,000 of these are now 
to be seen on the roads of the United States 
and Canada. 

Very many of them adorn foreign cars also. 

Nearly every Hudson dealer keeps these 
triangles in stock and attaches one to every 
new Hudson car sold. Only in very rare 
instances does an owner have any objections 
to it. The majority of them are delighted to 
have the radiator cap emblem. 

These triangle ornaments are excellently 
well made from yellow brass, which is nickel 
plated, buffed and polished. 

The photograph gives a very good idea of 
their appearance, although they are so well 
known to practically every dealer that it is 
almost unnecessary to show a photograph of 
them. The triangles measure 2*% on each 



side with a total of 2%" above the radiator 
cap. They are equipped with the proper size 
screw bolt and lock washer and are easily 
attached to the radiator cap by simply drill- 



ing a hole in the cap and fastening the screw 
from the under side. 

We have these in stock for distribution to 
Hudson dealers at actual cost, 20 cents each, 
ready for attachment. They can be had in 
a stout mailing box at 25 cents each, where 
dealers may wish to mail them out as sou- 
venirs, or to send them to owners by mail. 



CLOSTER, N. J., IS NOT 
BACKWARD 

THE Closter Garage, R. W. Costner and 
W. R. Brown, proprietors, which distri- 
butes Hudsons in that prosperous part 
of New Jersey, is right up-to-date with pub- 
licity and advertising. 

Recently the owners got out some very 
attractive announcements on high-grade, 
deckle edge stock, with envelopes to match, 
informing their patrons of the purchase of 
new grounds, building and equipment. 

Hudson owners were advised also that the 
new establishment was to be a permanent 
Hudson headquarters in the broadest meaning 
of the name. 

The Closter Garage is never closed; it gives 
day and night service. Conspicuous evidence 
of efficiency lies in the number of satisfied 
patrons and Hudson owners in this com- 
munity. 
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HUDSON ADVERTISING IN INDIA 



AMONG the good Hudson advertisers in a 
little-known territory is the Bombay 
Cycle and Motor Agency of Bombay, 
India. 



people are very expert in adapting material 
for their ad. 

This piece it will be recognized, was picked 
out of a catalog and put together in such 



Ol. LUUii ^ALCO UN JULI 

THE delivery of the forty-three new Hud- 
son cars, thirty-four of them 1916 Hud- 
son phaetons, during July, is reported 
bv the Hudson- Phillips Motor Car Company. 
The deliveries so reported include no whole- 
sale business, but only the retail sales made 
through the St. Louis office. Manager John 
H. Phillips of the Hudson-Phillips Company 
reports that many orders for 1916 Hudson 
cars are still unfilled on the books and that 
the sales during July approximated 100 in 
number. 

In addition, twenty-seven used cars, most 
of them taken in exchange on new Hudsons, 
were sold during the period covered. 



Herewith is reproduced a half-page news- 

faper advertisement taken from the Times of 
ndia : dated Monday, June 21, 1915. 

This is excellent advertising for the territory 
and considering the differences between ad- 
vertising in India and advertising in the 
United States. 

The Bombay Cycle and Motor Agency 



shape that it makes a first-class advertise- 
ment. 

It may be of interest to Hudson distributors 
and dealers in the United States to know that 
on the other side of the world Hudsons are 
pushed and distributed just as energetically 
and successfully as they are here, nearer 
home. 




THIS WILL INTRODUCE 



Stgrntlmrt *j Omm r t 



ANY COURTESY THAT MAY BE 
EXTENDED WILL BE SINCERELY 
APPRECIATED 

E. V STRATTON COMPANY 

ALBANY, N. Y. 



L 



gTRATTON of Albany, said: 
*\M* too ! " when he saw the 
Geyler tourist introduction card 
in the Triangle. So here we show 
the Stratton method. All this helps. 



It aeema only proper that J. L. Nelson, Jr., of the 
Hudson Cotton Manufacturing Company of Hudson, 
N. C, should be the delighted owner of a Hudson car. 
He writes that he and the family are .more than delighted 
with the car and the more it is used the better it pleases. 
This of course is an old story, but the name of the town 
and the company combined with the car is somewhat 
of a novelty. 
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HERE IS A PICTURE OF THE WONDER CAR 
-THE CAR THAT SELLS ITSELF 



THE Hudson sells itself perhaps more nearly than any 
other quality car. 

Its name and fame are known the world around. 

Advertising in immense volume is done by the Hudson 
Motor Car Company. This advertising is local as well as 
national. For every publication in which the advertising 
appears is read in the best homes in every community. No 
small local newspaper is as good a local medium as are the 
widely circulated papers in which Hudson factory advertis- 
ing is placed. 

It is perhaps safe to say that every Hudson prospect 
who enters a dealer's sales-room is 90% sold on the Hudson 
before he passes the front door. 

LAST TEN PER CENT NEEDS WORK 

RUT — the last 10% of push is needed before the customer 
signs the order. Until that last 10% is added — by the 

dealer or his salesman — the 90% that exists is wasted. 
Hence it may be said — in this respect — that even the 

Hudson cannot "sell itself" absolutely and completely. 
Fortunately the preliminary work usually is so well done 

that the last push that puts the prospect over the dotted line 

is comparatively easy. Not so easy that it can be slighted. 

But easier far than if the first effort were wanting. 

PUSHING CLOSED CARS 
WflDE interest exists at the present time among all 

Hudson distributors and dealers relative to the closed 
car models now being shipped. 

From these cars naturally must come a considerable pro- 
portion of the orders and the business for the next three 
months. As the unsettled fall weather approaches men begin 
to think of the comforts and conveniences of the enclosed 
car. 

It perhaps is true that except in certain favored localities 
closed cars are less self-selling than are the open models. 
The closed car in the average town is apt to be an acquired 
taste — like pickled green olives or caviare. 

The closed car needs to be pushed. It cannot be let 
alone to make its own way. The degree of success that 
attends a dealer in his closed car sales depends almost 
entirely upon his own efforts. 

HUDSON WILL FEATURE CLOSED CARS 
TT is designed to make a strong feature of the Hudson 
closed car models. It is our desire and ambition to 



specialize on closed cars. The Hudson is to be made a 
recognized leader in this class. 

Hudson closed car models this year provide the finest 
selection ever offered. The line is complete. Any closed 
car buyer can be suited. They comprise undoubtedly the 
best values ever offered by the Hudson Company. 

The Touring Sedan gives every evidence of duplicating, 
or even exceeding, the popularity of the Hudson Cabriolet. 

The Hudson Company made the Cabriolet type. It put 
it on the map as a standard model. 

The same thing is to be done with the Touring Sedan. 
There are many reasons why this type is to be an exceptional 
winner. It is to be strongly featured, and made very 
prominent in future production and selling effort. 

CLOSED CAR BUYERS IN EVERY TERRITORY 

THERE are closed car buyers everywhere. They are 
more numerous in some places than in others. But 
energy and ingenuity will make it possible to sell closed car 
models where some dealers are inclined to think it almost 
impossible of accomplishment. 

The great pivot points of closed car selling are to have 
the car to show and demonstrate, and to get the first one or 
two sales. 

Once a dealer succeeds in putting a typical closed car 
into the hands of some prominent and influential user it then 
becomes a much easier job to extend the circle of users. 

Care should be taken that the first buyers are the right 
ones. Much better to delay a sale rather than to get the 
closed car idea started wrong. 

Touring Sedans can be sold in considerable numbers to 
every community that uses motor cars. It is simply a 
"glorified" phaeton. A car that has everything that is 
good in an open touring car. And that possesses in addition 
the great attraction of comfort in cold and stormy weather. 

Cabriolets should be sold much more widely even than 
at present. There are thousands of prospects for the 
"Cab" who yet do not know the real fascination of the car. 
It is the dealer's duty to show them. 

Limousines are susceptible of being sold in thousands of 
towns where none at present are in use. If half the Hudson 
dealers in the Big Family put in 50% of real effort on this 
car we should have to treble our output of Limousines. Lack 
of effort is all that holds down the production. 

( Continued on page j) 
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DEALER'S PUBLICITY DEPARTMENT 
IDEA CONSTANTLY GROWING 

A NUMBER of Hudson distributors and some of the larger dealers 
have advertising or publicity departments. 

The idea is an excellent one, and one also that should be much 
further used than it is. 

Nothing elaborate is required in order to establish an advertising 
and publicity department. 

Advertising is merely salesmanship on paper. Any man who is a 
salesman by word-of-mouth, may also be a salesman on paper if he 
only realizes that simple fact. 

It is not at all necessary to use big words and involved sentences in 
writing a publicity story. 

The man who can divest himself of complexity, and write the 
story just as he would tell it, is usually the best newspaper writer. 

A few simple rules and some experience, of course, are required 
where items are written for the big city dailies, but in the average- 
sized town the editor is only too glad to get little items, written up in 
a chatty style by some member of an automobile dealer's corps. 

In line with this every dealer should make it a part of the duty 
of some one in his organization to keep a record of this advertising 
and publicity that is secured, also to send samples of it to the factory. 
The factory is interested because it wants to know what advertising 
is being done throughout the country and it also gives an indication 
of the dealer's energy and alertness in distributing Hudson cars. 

All this is very much to the dealer's advantage. 

Herewith we reproduce clipping just received from the publicity 
bureau of the Munroe Motor Company, Hudson distributors in 
Pasadena, Cal. As will be noted, this is very simply done, without 
any expense except a small amount of time of the stenographer in 
making up the heading. 



NEW EDITION SALESMAN'S POCKET MANUAL 

THE well-known Digest is this year being published in a different 
form. 

It was found that the bulkiness and weight of the Digest was an 
objection to it, and that on this account many salesmen did not carry 
it with them, and hence could not at the critical time take advantage 
of the information contained therein. 

For this reason it has been decided to publish the information sub- 
stantially as given in the Digest, in a light, compact pocket form that 
easily can be carried by salesmen. 

The name has been changed to the Salesman's Pocket Manual. 

Copies of the latest edition are now being sent out. 

It will be noted that each of these copies is individually numbered 
and that it is merely loaned to the salesman to whom it is delivered. 
It is not necessary to return these manuals at the end of the year as 
was the case with the Digest, but it is intended that the salesmen 
should consider the manual as the property of the Hudson Motor Car 
Company and should not allow it to be used in an improper manner. 
The dealer should as far as possible, require all these manuals to be 
returned to him in case a salesman should leave his employ. 

The matter in the manual has been entirely rewritten. A great 
deal of new material is incorporated in it. It is believed that the 
suggestions will be found very valuable, particularly for new salesmen. 

The most successful salesmen in the Hudson Big Family follow 
the plans suggested in the pocket manual. 

Technical information is given so that it may be used in replying 
to questions when necessary, although it will be noted that the Hudson 
system of salesmanship does not contemplate very much use of this 
technical information. 

Full measurements of the cars are given, a list of weights as far as 
we now have them, and a lot of miscellaneous information that will 
be of value for salesmen to have on hand at all times. 

It is for this reason that the book is made light and easily carried. 

The stubs in the center of the book are designed for the attach- 
ment of any extra material that may be sent out in the form of loose 
leaves. These single leaves will have a gummed edge so that they can 
be readily attached where desired. 

We would like very much indeed to hear suggestions as to the 
improvement of this book from dealers and salesmen. 




When a dealer says: "You can't sell closed cars in this town/ 
it isn't the fault of the toWn. Whose fault is it? One guess! 
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My Dear Son: August 21st, 1915 

Don't be a bear. Lots of motor-car dealers are. 

They think that the only time motor-cars can be sold is during the 
finest of summer weather. They are relics of the olden times when 
every man put his automobile away for the winter when the first snow 
began to fall. 

Curious how persistent are these delusions that come to men. 

Nowadays more and more motor-car owners use their cars the 
year 'round. Particularly is this true of owners of closed cars. In fact 
the closed car perhaps is responsible to some extent for the wide-spread 
winter use of cars. 

A closed car is so comfortable, so luxurious, so delightful, that 
once a man has owned one for a winter he never after cares to be 
without one. 

People's ideas about cars are changing. Today many users prefer 
a closea, or semi-enclosed car, for regular touring. Very many others 
never lower the tops of their cars. I know owners who have driven 
their touring cars 10,000 miles and the top has never once been folded. 

Why, then, should selling stop when cold weather arrives? Why 
should dealers hibernate all winter? Why is it the habit of so many 
to just naturally close up shop after the summer wanes? 

Mainly because they haven't learned to sell closed cars. They are 
merely order-takers for easy-selling summer cars. Just as soon as 
the business demands some thought and energy they crawl into a 
hole or a hollow log, and — like a fat lazy bear — go to sleep for the 
winter. 

Now, I know very well that all motor-car dealers don't do this. 
I know scores that hustle harder than ever during the winter. And 
I know, also, that every one of these men is a closed car specialist. 

From every view-point there is profit for the dealer who specializes 
in closed cars. 

Prices are higher, hence profits per car are larger. Prospects for 
closed cars are found among the best classes of buyers. A closed car 
sale is a far more productive advertisement than is a phaeton sale. 
You please more women with one closed car sale than you do with a 
dozen open car deals. 

To sell enclosed cars demands careful and particular work. 
"Rough-neck" salesmen don't go. Crude methods are useless. 
"Coarse work" means few results. 

I would suggest something about as follows— I am sure you will 
find it resultful. This works best of course —in the small town. 

When you get your demonstrator cars hold an "opening." Make 
it an afternnon and evening affair. It may well run over two or 
three days. In small towns one afternoon and the evening are enough. 
Decorate your rooms in drawing-room or reception style. Remove the 
atmosphere of "trade." Give it as much as possible the air of a con- 
ventional social function. 

Get some leading ladies to lend their patronage to the occasion. 



This will need some tact and diplomacy. But it can be done. Deco- 
rate with flowers, rugs and refined furnishings, but DON'T put the 
"commercial" style of decoration into it. 

Send out engraved invitations with names of "patronesses." 
Engage a good orchestra. Get a singer, a dancer, or other entertainer. 
But no "rough stuff." In the evening clear the floor and let the visitors 
dance. Get up souvenirs — Hudson souvenirs. 

Have your refreshments Hudsonesque. Let the tea table and the 
punch-bowl have about them some "Hudson" atmosphere. 

Get the affair into the papers. Take photographs. Endeavor to 
so interest the newspaper men that you will get all the publicity 
possible. 

Many other methods will occur to you. 

The point is to work your closed car business even harder than 
you do your summer business. In this way you will find the season 
usually rated as "dead" to be really wonderfully rich in selling 
possibilities. 

I have seen some remarkable evidences of the selling power of 
one good owner of a closed car. In places where there never had been 
seen such a thing as a Limousine, and where the dealer simply hooted 
at the idea of such a sale being possible. 

By dint of pleading, pounding, scolding and threatening, a dealer 
in a town of 50,000 was urged to the point of stocking one Limousine. 
Having it on hand he naturally was keen to sell it. And he hustled 
until he placed it with a prominent man the members of whose 
family were social leaders. In less than three months he was astonished 
to find that he sold four other Limousines and three closed cars of 
other types. Yet he was dead sure (?) "no man living could sell a 
closed car in that town." 

Your dealers will hand you this excuse right along. Don't let 
them get away with it. Positively insist that if they go after sales 
right they can get them. 

Make them buy a demonstrator. They never will sell cars if 
they haven't one to show, and haven't the stimulus of a car on hand 
to be gotten rid of. 

The very men who kick the hardest when you insist on them taking 
a closed-car demonstrator will be the first to thank you for it when 
they realize that by so doing you have been their best friend. 

If you can offer any reasonable offset to what I have said I'd like 
to know what it is. And if you agree with me that it isn't necessary 
to do the bear-hibernation act simply because you must sell closed 
cars I will be interested to see how many you sell by Christmas. 

But, remember, son, you've got to play the game the way I have 
told you or you'll FAIL. I don't want you trying to improve on my 
methods for you can't do it. There is a great deal MORE you can 
do that I haven't space or time to write. But the principle is tight 
and has been proven so by many others besides myself. 

Let me hear how your first closed car sale comes out. Dad. 



HERE IS A PICTURE OF THE WONDER CAR— THE CAR THAT. SELLS ITSELF 

{Continued from first pave) 



CLOSED CAR CATALOGS AND SAMPLES 

£*LOSED cars catalogs are going out. They are handsome 

books, the handsomest, we think, we ever have 
published. 

Complete illustrations are given of all closed car types. 

No technical, or chassis talk is included. Because these 
cars are sold on their looks, their luxury, their beauty. 
They are sold to women, who care little for mechanical 
details. They rely on the Hudson reputation to provide a 
chassis that is right. 

Samples of upholstery, on individual casd,are being sent. 
These are put on individual cards so that dealers can show 
just the selected sample desired. The customer is not 
confused by a number of materials. And, more important 



still, the dealer is permitted to feature the trimming of 
certain cars and does not need to call on the factory for 
different trims, or cars other than we can supply. 

It is important that salesmen should keep the full line 
of samples out of sight of the customer, producing and show- 
ing only the sample of the car that is desired to be sold. 

The factory production of certain patterns is limited. 
When these are gone buyers must be sold a car that 
can be supplied by the factory. Dealers will be kept 
advised of patterns in stock and that are available for 
shipment. 

Portfolios showing all cars are being sent out to all 
dealers. Pages may be removed if desired to show any 
special model without permitting the prospect to have his 
attention diverted by looking over all the photographs. 
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PAPER WEIGHT 

BY using the nickel triangle that is made up 
for a radiator cap emblem, attached to a 
radiator cap, the latter being filled with 
lead, brass or babbitt metal, there is produced 
a very attractive paper weight. 

It lends a ' 'Hudson atmosphere" to the 
dealer's desk, and it makes an excellent 
souvenir for the gilt-edged owner list. 
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The photograph gives an excellent idea of 
the completed paper weight. 

Simply mount the nickel triangle on the 
radiator cap in the ordinary way, pour the 
cap full of lead, brass or babbitt metal, and 
when cool cover the bottom with felt or 
leather. 

Any intelligent mechanic can make these 
up at slight cost. 

The triangles and the caps can be ordered 
from the factory in the usual way. 



HUDSON'S IN CANAL ZONE 

On June 12, 1915. there were 190 automobiles in the 
Panama Canal Zone, 62 of these being owned by resi- 
dents of the zone and 128 by residents of the cities of 
Panama or Colon. Included in the total number of 
automobiles there are 15 Hudsons, which were shipped 
direct either to Panama or Colon by the factory Not 
counting other cars possibly taken there by residents 
from other parts of the United States, of which the 
factory has no record, the number of Hudsons in the 
Canal Zone is nearly 8 per cent, of the total. 



A WEEK or so ago we told in the Triangle 
of the cotton committee organized in 
some of the southern states along the 
lines designated by the Hon. John L. Mc- 
Laurin, State Warehouse Commissioner of 
South Carolina. 

Senator McLaurin is a prominent figure in 
both state and national politics. His record 
runs back to the year 1890. He was a lieu- 
tenant of Tillman's in the memorable state 
campaign of that year and was elected 
attorney-general when he was only 29 years 
of age. Soon thereafter he was sent to the 
Fifty-second Congress where in three years 
he was made a member of the Ways and 
Means Committee. 

He was one of the conspicuous members 
of the lower House until 1897 when he was 
elected to the United State Senate. Differ- 
ences arose between Senator McLaurin and 
Senator Tillman, which led to the famous 
personal encounter on the floor of the Senate. 
At the next election Senator McLaurin did not 



offer for re-election. 

He came to the front again prominently in 
1908, when the great Cotton Convention was 
held in New Orleans and it was at this time 
he advocated his now famous state system for 
handling and marketing cotton. 

He is now in charge of his system in South 
Carolina and is meeting with practical success 
in securing co-operation among the farmers 
through legislation. 

He is conducting a campaign through South 
Carolina and other southern states, using his 
Hudson car for this purpose, and in all of his 
speeches makes prominent mention of the 
Hudson. 

He is particularly proud of the car and if it 
is presented at the beginning of any trip in 
anything else than an absolutely immaculate 
condition, the colored chauffeur, who is shown 
in the picture, gets into instant difficulties 
with the Senator. 

The selection of the Hudson by so promi- 
nent a man carries its own argument. 



The Dominion Automobile Company, Hudson dis- 
tributors for Ontario with headquarters at Toronto, 
are energetic users of circular letters. Just now they 
are sending about 6,500 letters to a list of owners of 
1911 and 1912 motor-cars of other makes. This is an 
annual occasion with the Toronto distributors. It is 
just at the time of the Canadian National Exhibition, 
where the Dominion Automobile Company have a 
booth and an exhibit. They find that this circularising 



previous to the exhibit brings numerous prospects to 
their booth. It is an idea that is well worthy of being 
imitated by other distributors. 

From the Motor Company of Winston-Salem. N. C, 
we are getting excellent reports of the Hudson in their 
territory. The Abcrnathy Hardware Company, dealer 
at Hickory, N. C writes the Motor Company recently 
enclosing a letter from one of their owners, a prominent 



banker, who made a trip through Virginia and North 
Carolina with his new car — a total distance of 574 miles, 
over some unimproved dirt roads, steep hills and 
difficult driving. Nevertheless, a record of 12 miles 
per gallon of gasoline was made, no extra water was 
used and the motor never was warmer than could be 
borne to the touch. There were no punctures, no tire 
trouble, no motor troubles, no troubles of any kind 
during the trip. 



SOME TRIANGLE PHILOSOPHY 

Here is the Triaxule guide-book to success. 
In these five words are bound up all the philos- 
ophy of life. Learn them, remember them, 
practice (hem, and the world will be at your 



DISTRIBUTOR RITTER ENTERTAINS HIS DEALERS 



THE Ritter Automobile Company of 
Madison, Wis., Hudson distributors in 
that section of the Badger State, recently 
entertained all dealers who were able to be 
with them. 

The entertainment consisted of a drive to 
an attractive lake about twenty miles distant, 
where all enjoyed a stag party at a cottage. 
The return was made in time for the theatre 
in the evening. Seating was arranged at the 
theatre in the form of a triangle, each repre- 



sentative wearing a white carnation. Quite 
a number of Hudson owners were included 
in the invitation and in the triangle formation. 

The dealers were furnished with Hudson 
demonstrators during the course of the visit. 

The photograph shows the party just leav- 
ing for Lake Kegonska, although several of 
the cars were not included in the picture. 

We commend this to all distributors and 
dealers as an excellent method of getting 
acquainted with a territorial organization. 



feet. To make the memorizing of the words 
easy remember the hippopotamus — "HIPPO." 
This gives you the first letter of each of the 
words — 

HEALTH 
INDUSTRY 
POISE 
PATIENCE 
O PTIMISM 
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PROVING HUDSON PROPHECIES AND POLICIES 

A YEAR ago the Great War had just begun. Business conditions 
were disturbed. Men doubted the future. 
„ ^Jy* At that time an advertisement — of which a copy here is repro- 

duced — was published in prominent local and national papers over 
the signature of President Chapin of the Hudson Motor Car Company. 
It stated a definite belief, advanced a prophecy, proposed a policy. 

Today — looking back at that announcement at the distance of a 

year — it is perhaps worth while to note how clearly Mr. Chapin 

scanned the future. How accurately he foretold conditions that since 

have come to pass. 

-' The balance of trade has swung enormously in favor of the United 

v; y ^ States. The purchasing power of the pubhc — especially the rural 

\ ^P public — has tremendously increased. Buyers of motor-cars, in 

~ common with other articles, are seeking a better grade of goods. 

Quality — Hudson quality — now universally appeals where formerly 
price was powerful. 

The present great demand for the Hudson was clearly foreshadowed 
in Mr. Chapin's forecast. Few dared to dream that such a season's 
business could be possible in view of disturbed commercial conditions. 
But events have proved the keen vision of the prophecy. 

This backward glance at what has been lends weight to the present 
belief of the Hudson Motor Car Company as to the coming season's 
business and the need of preparation therefore, as partially expressed 
in this issue of the Triangle. 

We face the future with absolute confidence. 
Nothing can shake the solidity of America's prosperity. 
In war or peace the natural demand for raw and manufactured 
material is sufficient to insure almost unlimited public buying power. 

Hudson policies— proven stable in the past — will stand unshaken 
through any conditions. 

Confidence in the future and confidence in the company pervades 
the entire Hudson organization of factory, dealers and salesmen. 



THE TRIANGLE— WHAT IT IS AND WHAT IT IS FOR 



JUST a word about the Triangle — for the benefit of new mem- 
bers of the Big Hudson Family, and also for the benefit of those 
old members who do not regularly read their "Hudson Home 
Journal." 

The object of the Triangle is not so much education as it is 
introduction and cooperation. Yet it does educate to the extent that 
it holds up to others the example of those who have succeeded. 

A Reporter 

It tells what successful dealers are doing, how they are doing it 
and why they are doing it. 

It records unusual happenings and novel occurences. Aiming 
always that in each of these stories there shall be a sub-strata of selling 
value that may be used by others to their individual advantage. 

Items and stories that interest only the individual are rarely if 
ever available. "John Smith in his new Hudson" may be of intense 
interest to John himself. But such an item possesses no value for 
others. 

A Mirror of Successes 

The Triangle is also the mirror and mouthpiece of the Big 
Hudson Family. It helps to keep the members acquainted with each 
other. 

It aids all to think the same thoughts, to speak the same language, 
to do things in the same way — the "Hudson" way. 

Thus it establishes a comradeship, a unity of thought and feeling 
among all Hudson men. 

A Counsellor 

"In the multitude of counsellors there is safety" said the Hebrew 
prophet. And never has his wisdom been disputed. The judgment 
of a thousand Hudson dealers is better than that of but one. 

To know what many dealers are doing, and doing successfully, is 
to insure success to those who will learn from this multiplied experi- 
ence. 



If a plan or method has been used with profit by a majority of the 
Big Family it is safe to assume that it is of practical value. 

These plans and methods are a feature of almost every issue of 
the Triangle. A year of the Triangle — 52 issues — is a whole 
text-book in itself on automobile distribution. 

Is Not a Preacher 

The Triangle does not assume the attitude of a preacher or even 
a teacher. Rather is it a collector and reporter. 

It arrogates to itself no superior or supreme knowledge. 

It seeks only to select from all available sources the best and most 
useful motor-car-selling knowledge and to pass this on, in condensed — 
sometime pre-digested — form to its readers. 

A Messenger 

Frequently the Triangle is used by the factory as a means of 
carrying to Hudson dealers and salesmen such information as can be 
thus quickly and widely given. 

As an example there will be found in this present issue the story — 
largely in picture form — of the immense enlargement being made to 
the factory. 

This tremendous expansion presages an equally great expansion 
in output and greater snipping ability. Thus this message is of wide 
and vital importance to all members of the Big Hudson Family. 

It can most quickly and vividly, be disseminated through the 
Triangle. 

A Welcome Visitor 

In these respects the Triangle performs some of the functions of 
the newspaper. 

Old Hudson dealers say they would as soon try to get on without 
their daily paper as without the Triangle. 

Its visit to them each week is like a friendly caller direct from 
headquarters. 

Those who know it best and read it most regularly value it the 
most highly. 
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The spacious yard is choked with material, railroad cars and teams. 



Third floor goes on building No. 7, while a saw-tooth glass roof over the court makes 
building "No. 6." 



PREPARING TO MEET DEMAND FOR HUDSONS 



r 1 IS perfectly evident to observant Hudson dealers that the 
demand for Hudson cars has hardly commenced. 
The history of the past two seasons is to be outdone by those to 
come. 

During the past three months the sale of Hudson cars has broken 
all records. Buyers have greatly outnumbered production. All esti- 
mates and calculations have proved far below the reality. Even the 
most optimistic have been amazed at the way in which the factory 
output has simply melted away. 



There was a one-story frame shed here a month ago. 



The Hudson Goal 

The public has verified the belief of the Hudson Motor Car 
Company that at last we have achieved our aim. We have reached 
the goal toward which we have been working. We have produced a 
car that conforms in every detail to the universal demand of the better 
class of motor-car buyers. 

All that now remains to be done is to manufacture this standard, 
high-quality, moderate-priced car in sufficient quantities to meet the 
needs of the market. 

That we are getting ready to do. 

But — after manufacture comes distribution. To make 20,000 or 
30,000 cars is unwise unless the distributive machinery keeps pace with 
the producing. Just as it needs more room, more machines, and more 
men to manufacture a large number of cars, so it needs more scope, 
more men, and larger methods to sell the output. 

Now Dealers' Turn 

It is absolutely necessary that each Hudson distributor and dealer 
duplicate in his own organization what is being done at the factory. 

Doubling production involves doubling distribution. It is some- 
thing that comes right home to even the smallest Hudson dealer. 

The big distributor who last season handled 1,000 cars must next 
season provide for 2,000. And the small dealer who sold 25 cars 
must make his plans to enlarge his business to 50. 

Increasing Efficiency 

Capital, and storage room, and show room, and salesmen, and 
selling letters, sales promotion of every kind must be increased in 
scope to take care of new conditions. 

We urge upon every Hudson representative the extreme import- 
ance of this condition and this requirement. It is something that 
demands IMMEDIATE ATTENTION. It is not for future and 
distant consideration. It is right at our doors, facing us today for 
today's decision. 



Putting a third story on while work goes on as usual beneath. 



Giving a hint of what the future holds. Almost completed. 
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How the vacant spaces are being converted to usefulness by steel and glass roofs 
and concrete floors. 



Where is now but a tangle of steel, steam and stone presently will arise a big new 

section. 



A PICTURIZATION OF FACTORY EXPANSION 



TTERE — in vivid, quickly appreciated form, is the evidence that 
il the factory is getting ready to meet new conditions — to take 
care of new demands. 

A million dollars is going into new buildings, and additions and 
expansions of old ones. 

Departments that have been adequate to care for past production 
are being doubled in size to insure a doubled output. 

Factory Now All Three Story or Over 

The entire main factory is being raised to three stories. 
Missing wings are being supplied, and wings that were shorter in 
length than the others are being extended to conform to the new plans. 

Between the wings the courts are being roofed in glass and floored 
with concrete. Immense floor area is gained by this utilization of 
unused ground. 

Across the entire rear of the factory is being built a gigantic six- 
story structure which will tower high above all existing buildings. 
This addition is not yet in such form that a photograph can be made 
of it. Its progress will be shown in the Triangle m later issues. 

Astounding Changes 

A walk through the factory today is simply astounding to one who 
has not seen it for six months. Great buildings now stand where 
before was vacancy. Old departments have marvellously increased 
in size. The eye ranges down long vistas of iron and concrete. Un- 
ending lines of motors, frames, springs, axles, wheels, and other 
material are on every side. 

Miles of windows surround these huge spaces. And everywhere 
are men, men, and more men. Workmen swarm in every nook and 
corner. A whole section of one of the biggest buildings is devoted to 
workmen's individual lockers. 

Great Days Ahead 

Immediately the conviction is reached that tremendous achieve- 
ments are ahead. All of this enormous preparation means huge pro- 
duction, thousands of cars, immense increase in output. 



It is safe to say that the factory capacity has quadrupled. Four 
times as many cars can be built in 1916 as were turned out in 1915. 

Next in order comes the building of a distributing organization 
adequate to handle the unending stream of cars that shortly will 
begin to pour out of the new factory. 

For this we look to Hudson distributors and Hudson dealers. 

Let us begin — now — to provide a doubled selling power all along 
the line. 

The business life and profits of every Hudson dealer are in the 
balance. YOU and your salesmen are as much interested in this great 
new factory as is the Hudson Motor Car company. 



Here stood the one-story frame and corrugated-iron factory garage, 
three-story wing now occupies its place. 



A huge 



Concrete flows in a steady stream from numerous tall towers. 



Two floors finished and busily occupied while work still continues on the third. 
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HUDSON-THE PARADE LEADER 



Mayor Charles Crawford and Officials of Liberty, N. Y., 
in Hundredth Anniversary Parade. Car driven by its 
owner F. G. Abrcw. 



Nine loaded farm wagons, about 9H tons, being drawn 
through the streets of Corsica na, Texas, by the Hudson. 
"Texas" Richey stood in Hudson and pulled wagons by 
rope about his neck. 



Gov. Elliott W. Major and Staff in leading Hudson car en 
fc route to the laying of cornerstone of Missouri's new 
capitol at Jefferson City, Mo. 



NE of the world's standard amusements is the street parade. It is of universal interest. 
In every country and in every age, street parades have occupied important positions. 
The American people are particularly fond of parades. On any street, through the 
busiest centers, everywhere, the right-of-way always is given to parades. Young and 
old alike show intense enthusiasm for this national spectacle. 
Of special interest to Hudson dealers is the idea that 

The Hudson Should Lead The Parade 

The public calls for motor-cars to lead in street processions. Hudson dealers 
should call for Hudsons to lead. 

In many instances dealers have the opportunity to see that the Hudson is the 
leading car. 

Sometimes a little diplomacy and tact is required in order to secure this prominent 
position. Committees usually have in charge the solicitation of motor-cars to be used in 
the parade. Dealers should make it a point to find out the members of committees on 
important parades, and do a little wire pulling in advance so that the Hudson will be the 
car selected as the leader. 

When called upon to furnish a car for a parade, dealers should insist on the positive 
condition that the Hudson should be the leader. 

Hudson Entitled to First Place 

It is easy to show why a Hudson is the logical first-car. 

Point out the beauty of the car, its well known character, its seven-passenger 
capacity, its slow speed ability. 

Explain how it throttles down to one and one-half miles per hour on high gear, 
smoothly and noiselessly. 

The leading car in the parade furnishes a current topic for conversation. It also is 
the point toward which are directed the cameras of the newspaper reporters. 

Get Photographs Into Newspapers 

If the parade is of sufficient importance, almost certainly the head of the parade will 
be photographed and the photograph reproduced in the newspapers that evening or the 
next day. 

Photographs are invariably taken in such a position that the Hudson triangle would 
stand out prominently on the leading car. 

This gives dealers a chance to bring to prospects' attention the universal appeal o 
the Hudson. Best of all, it gives them publicity that costs practically nothing. 

Thousands, tens of thousands, sometimes hundreds of thousands see the parade, 
and every eye is focused on the leading car. It is safe to say that out of the crowds that 
throng the streets, not one single person fails to note that the Hudson is the leader. 

Send Parade Photos to TRIANGLE 

Some Hudson dealers are particularly alert in securing publicity of this descrip- 
tion. Constantly the Triangle is receiving photographs of parades of various character. 

It is impossible to reproduce all photographs that come to hand. On the editor's 
desk today are found the photographs herewith reproduced. There are many others 
doubtless that might have occupied the position of honorable mention, but for various 
reasons could not oe utilized. 

It is very important from the standpoint of reproduction purposes, that photo- 
graphs should be sufficiently large, should be printed on unmounted gloss paper and 
should be clear and distinct. 

It always is worth while to employ a good photographer. The Hudson Motor Car 
Company advertising department always is willing to bear the expense of good photographs 
of a notable occasion. 

But the slight cost of the photograph to the dealer is more than made up by the 
splendid publicity achieved through the newspaper reproduction of the photograph. In 
many instances the papers in smaller towns are very glad to have photographs furnished 
them and if this is done will reproduce them in their columns. 

This is the season for street parades. During the next month there will be numer- 
ous opportunities of putting the Hudson to the front in this way. We commend this 
cheap and effective publicity and advertising method to the attention of all Hudson 
dealers. 



Druid's parade through the Zone at the San Francisco Exposition, 
leading car carrying Noble Grand Arch M. H. Herman and Grand 
Druidess, Ida Volpe of the United Ancient Order of Druids. 



Hudson 



Parade of Grand Lodge Knights of Pythias at Tacoma. Wash. 
Hudson were the Grand Officers of the Order. 



In the leading 
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WINNING THE LEAD IN CLOSED CARS 



*""pHE five closed car models of the Hudson are to win for 
•*" us the lead in this type of car as we already have won 
it on our light-weight car, high-speed motor, commodious 
tonneau, and moderate price for superior quality. 

The Hudson closed car standard is also to set the pace 
for others to try to follow. 

We do not claim that the Hudson has the only fine 
closed car. Nor do we expect everyone to accept at once 
— unchallenged — our contention of Hudson leadership. 

But we do hope, and expect, to make Hudson closed 
cars as highly respected and as widely copied as now is 
our standard phaeton model. 

In any company, in any part of the world, the Hudson 
holds the respect of all. Price does not enter into con- 
sideration. Side by side with cars costing three or four 
times as much the Hudson sustains its position, unques- 
tioned. 

Hudson Closed Cars Unrivaled 

Finer bodies, more luxury, and lower prices characterize 
Hudson closed cars. 

No other car approaches the Hudson in these respects. 

There are other fine cars, but at prices prohibitive to 
the majority of buyers. There are thousands more who 
would own closed cars could they feel that they were getting 
value received for their investment. 

The Hudson again has met the popular need by produc- 
ing a line of closed cars exactly fitted to the desires of the 
best-buying and most appreciative motorists in the world. 

Rare Opportunity for Hudson Dealers 

To Hudson distributors and dealers falls the honor — 
and the profit — of introducing the new gospel of the closed 
car to their already interested prospects. 

Scorces of dealers in comparatively small towns now 
realize the truth of the Hudson contention that closed car 
sales can be made in every city regardless of the dealer's 
possible unbelief on the subject. 

Those who persist in saying: "You can't sell closed cars 
in my town," merely prove that they still are asleep to their 
own opportunities. 



Preparedness Essential to Success 

To be ready is to have won half the battle. 

Closed cars will be sold during the fall and early winter. 
In all probability sales will drop off some after Christmas. 
This is because people have not yet learned that the closed 
car really is an all-the-year-round model. 

Therefore, wise dealers will concentrate energetically on 
closed car sales during the next three months. 

Their closed car record for the year will rest on their sales 
between September 1st and December 1st. If they sell 
closed cars at all this is their harvest time. 

To be ready for and expecting sales almost insures their 
arrival. What we hope (and work) for we usually get. 

Get Your Orders in at Once 

It is essential that dealers who expect to sell and deliver 
closed cars this fall and early winter should AT ONCE 
ADVISE THE FACTORY OF THEIR NEEDS. 

The demand for closed cars is quite proportionate to the 
tremendous call for open styles. 

We planned a large production of models of which large 
sales may be expected. But from present indications even 
these will simply melt away as fast as built. 

So if you want closed cars during the next three months 
write, wire, or telephone the factory IMMEDIATELY. 
There is not a day to lose! 

Orders Filled in Rotation 

As far as possible orders for closed models will be filled 
in the order of receipt at the factory. The exigencies of pro- 
duction make it impossible to guarantee the date of ship- 
ment of certain models. Because these come through in 
varying numbers and on uncertain dates. 

But as far as it can be done dealers will receive their cars 
strictly in proportion to their forethought in getting prepared 
by early orders. 

Contract specifications are NOT considered as definite 
orders. The cars you want you must ASK FOR, definitely, 
NOW. 

Every endeavor has been made to provide sufficient cars 
for every order. But as material necessarily had to be 
ordered nearly a year ago it is apparent that absolutely 
perfect foreknowledge of conditions cannot be expected. 

To be on the safe side order what you want AT ONCE. 



The Day of Closed Car Opportunity Is Here 
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SALES MANAGER HEARNE OF KANSAS CITY SPRINGS NEW ONE 

THE Junior Salesmen idea is growing In summing up his decision all these quali- In what year were you born? 
rapidly. Distributors in Kansas City, fications were taken into consideration before What is your father's occupation? . . 
Chicago, St. Louis and other large centers he notified the selected five to report. Within What is your religion? . . . . 

are using a squad of Junior Salesmen to sup- two weeks Mr. Hearne states he was able to What is the origin of gasoline? 

plement the work of the regular selling staff choose from the five the two that he really What particular event precipitated 

and to save the time of the more expensive wanted to keep. Needlesss to say the two the present European War? 

men. high men in the test got the jobs that were Who was Confucius? 

The story of the Chicago salesmen was told permanent. What club is leading the American 

in the Triangle some time ago. Baseball League? 

at type of automobile motor do 

ou prefer? 

at automobiles can you drive? . . 

v old are you? 

at railroad company destroyed a 
ridge during the recent high 

r ater in the Kaw River? 

at advantages did you gain from 

lie study of Algebra? 

at is the meaning of the word 

3LCt? 

o is Howard E. Coffin? 

at is the Golden Rule? 

o is the Vice-President of the 

LS.?.... 

o said "Give Me Liberty or Give 

le Death"? 

at prominent financier was rec- 
ently shot at his summer home 

y a crank? 

y did you apply for this position? 
o are your references? 

[earne marked the papers on percent- 
hey ranged from 95 down to 75. 
emarkable thing about them and the 
at really is lamentable is the showing 
bsolute lack of general knowledge on 
of a group of young men of 20 to 22 
age in a city like Kansas City, 
phasiaes once more the oft-repeated 
it that brains are the scarcest thing 
orld, and that if you can find a man 
some gray matter the training of him 
ponsible position is much easier and 
ory than to take one who appears 
ally clever but has no basis or foun- 
or growth. 

of the young men knew what club was 
the American Baseball League but 
7 of them knew who was Howard E. 
indicating that they did not keep 
on current advertising or current 
Practically none of them knew who 
is was, and their lack of knowledge 
olden Rule was laughable, 
il of the answers stated that Howard 
i was a prominent dry goods man and 
er of a line of dry good stores. Evi- 
confusing the name of Coffin with 
Claflin. 

One of the young men said the 
Golden Rule was "Honor Thy 
Father and Thy Mother." 

Another one stated that Mr. 
Coffin was a prominent journalist. 
A third thought he was a success- 
ful statesman. 

One young philosopher felt sure 
that the Golden Rule was taken 
from the Bible. This same gentle- 
man said that Confucius was an 
old Roman. 

A 20-year-old Baptist said that 
Confucius was a Roman educator 
during Caesar's time, but he knew 
that gasoline was made from oil 
and he knew what tact was so 
possibly his lack of knowledge of 
Confucius might be pardoned. 

A young man who found that 

the study of Algebra helped him to 

"think harder" didn't know who 

the Vice-President of the United 

States was but he was anxious 

As the answers were turned in to better himself. 

Mr. Hearne mentally graded the young men the list here but do not give any of the A young gentleman of 21 liked the valve- 

who presented themselves as to their address answers. The questions were as follows: in-the-head motor but had never heard of 

and appearance in order one, two and three What is your name? Confucius, didn't know what precipitated the 

and so^marked the papers. Where do you live? (Continued on page 4) 
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letters £rom A Successful 
^Motor- Ca.tr Distributor 




Editor's Note — This series of letters is based on the advice and sugges- 
tions of a successful automobile dealer. His son has selected a territory, se- 
cured financial backing, and seeks advice from his father on how to ma!ke 
his project a success. The collection of the dealer's hints into this form 
may be of benefit to ambitious persons who are looking for "more worlds 
to conquer" 

(This series began in the April 24th issue of the Triangle.) 



September 4th, 1915. 
My Dear Son: 

I heard a man discussing golf the other day. And another man 
talking of shooting ducks. 

Both of them brought to my mind the methods used by those who 
achieve success with their aim in either golf or shooting. 

The successful golfer is the man who keeps his eye on the ball. 
He does not look at the end of his club, his feet, or the spot on the 
ground where he has just torn up the grass. Those are the habits of 
the inexpert. The man who makes long, accurate drives follows 
implicitly two rules — he aims for the hole, not merely the green. 
Games are won by putting, and the shorter and fewer his putts the 
better his score. And he follows his ball, both with his club and his 
eyes. 

The duck shooter who brings down the swift-flying canvas-back 
or teal fixes his eyes — both eyes wide open — on the bird, not on the 
sight of his gun. There never was a highly successful gunner who 
shot any other way. 

You may think I am wasting time by talking golf and duck- 
shooting, instead of telling you how to sell motor-cars. But did you 
never hear how the greatest Teacher in the history of the world 
taught almost entirely in parables. These interest-attracting inci- 
dents and similies are intended merely to attract attention, excite 
interest, and add a point that makes the suggestion clearer. 

You succeed in motor-car merchandising by devoting your thought 
and attention to a definite aim or object. You achieve this object 
by keeping your eyes open, by strict attention to business, and by 
never losing sight of your goal. 

Many dealers are so eternally puttering about with minor details 
that they shoot far wide of their mark. They work with tremendous 
energy. They rip up the turf in ferocious style. But they land 
miles away from effective results. Their eyes are so close to the 
ground, they are so anxious to see themselves all the time, that their 
aim is bad and their delivery worse. 

Fussing with minor details is not the job for the head of the 
business. The stories one sees about the old merchant who picked 
pins from the floor, utilized the backs of envelopes for memo paper, 
saved all the odd bits of string, and so on, were possibly true of a 
bygone age — possibly. But they never would go in the world of busi- 
ness as constituted today. 

Today the man at the head of the institution must do the thinking 
for most of his subordinates. In fact the better a thinker he is the 
more effective will be the doings of his lieutenants. It is all right for 
his assistants and employees to do some thinking on their own account, 
but their thinking should be along the lines of the policy laid down by 
the head of the organization. 

His eyes must be constantly on the big things — on the goal — on 
the mark he has set for his achievement. His time is occupied with 
planning, developing, devising new methods of attack and conquest. 

And having developed a system and a plan he keeps his ooject 
ever in full view and at the same time follows as closely as a golfer 



the effectiveness of his "shots." If one stroke fails he seeks to learn 
wherein lay the fault, the reason for lack of success. Then he betters 
his next effort. 

If certain methods of salesmanship do not produce orders he knows 
that something is lacking. If certain types of cars do not sell, while 
the same type is selling in other, similar, communities he knows that 
the fault lies with his aim or his stroke. He tries another style, shifts 
his aim, handles his clubs in a different manner. 

When circular letters mailed at regular intervals sell cars in some 
other dealer's territory it is evident that the same system applied in 
his territory will produce proportional results. People are much alike 
the world over, in city or country, north or south. 

The methods that win with one will win with another. The things 
that attract attention in the city will do so in the small town or in the 
country. A slightly different club may be needed for a different 
approach but in the main the swing is pretty much the same. 

The social leader in the small town likes the luxury of the Limousine 
just as well as does the member of the "400" in the big city. The 
methods that sell a closed car to one will sell it to the other. 

Sure it is that nothing attempted means nothing done. 

The ability to teach is rare. Plenty of men can do things them- 
selves who cannot impart this skill to others. I heard a golfer — a 
cup-winner himself — say that the best lesson he ever had in the 
game was from a friend who gave him this same injunction — aim 
for the hole, not for the green, and keep your eye on your ball! 

If you can get a beginner to follow the ball with his eye you have 
given him — this man says — a long start toward effective driving. 
And if you can once induce a shooter to keep both eyes open, and 
look at the bird and not at the gun-sight there is hope for his hitting 
something sooner or later. 

In the information of a selling organization nothing is more 
effective than to get salesmen into the habit of noting the result of 
their efforts. Only thus can they improve. If a stroke — a sales 
solicitation — fails they should know why. And in succeeding efforts 
avoid what seem to be the defects. 

A certain sales-system is used on definite prospects. It fails. Or 
it remarkably succeeds. How important to know, in either event, 
what was the method used, so that it can be duplicated or altered. 

If, like the golfer and the hunter, you can filter into the members 
of your selling organization the idea of keeping ever before their eyes 
the sale as the aim and object of their effort, and then have them 
follow their stroke to learn its faults or its merits, you will have gone 
a long way toward making trophy-winners and order-getters. 

I suppose if I get into this sports habit I will be writing you a 
letter about football before the end of November. But any man who 
can't get lessons by the score out of a football game is quite hopeless. 

In fact observation shows us — "tongues in trees, books in the 
running brooks, and sermons in stones." I even dare to hope that 
this golf and duck -hunting story may contain a nugget or two 
of thought that may make it worth while. 

Dad. 



INTERESTING REPORT 
FROM INDIA 

FROM Hudson dealers Oakes & Co. of 
Madras, India, comes a report of cars 
sold to several important residents of 
that popular city and vicinity. Among the 
buyers of Hudsons are the following: 

C. P. Ramaswamy Iyer, Mylapore, Madras, 
High Court Vakil. 

T. A. Ramachandra Rao, Messrs. Vest & 
Co., Madras, Merchant. 
** H. H. The Rajah of Ramnad, Ramnad, 
Rajah. 

Khan Bahadur, A. R. M. Karri Mahomed 



Mareakayar, Manadapam, Merchant. 

These names and addresses read strangely 
to American eyes, yet they will be evidence 
to Hudson dealers of the world-wide nature 
of Hudson popularity. 



AN EXCELLENT HABIT 

RJ. TON of The Roseland Auto Sales 
# Company, Riverdale, 111., has orga- 
nized an automobile tour during the 
second week of September via Indianapolis, 
Cincinnati and Lexington to the Mammoth 
Cave. 

The party will stop at the Lincoln Farm, 



and also at the house where originated the 
famous song, "My Old Kentucky Home." 

The majority of the motorists who will be 
in the party are Hudson owners. 

This is an excellent idea and Mr. Ton is to 
be congratulated upon his enterprise. The 
Triangle extends to him a cordial invitation 
to send to it for publication, and also for 
publicity purposes, any photographs of un- 
usual incidents that he may secure during the 
tour. We would particularly like to have 

Ehotographs showing the Hudsons at the 
incoln Home. 

Occasions of this sort are readily adapted for 
advertising and publicity and should be en- 
couraged by all Hudson dealers. 



E 
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A NICKEL FOR A PROSPECT 



DIRECT PUBLICITY BRINGS MORE SALES 



FROM Barney M. Mead, of Brattleborc, 
Vermont, who calls himself just a "common 
Hudson sales booster," we get two pictures 
of an experiment which he and Distributor 
J. B. Manlev of Brattleboro, made the other 
day for the benefit of a prospect. 

Mr. Mead thinks there is here an oppor- 
tunity that may commend itself to other 
Hudson boosters and salesmen. He says if 
there is any man in the Big Hudson Family 
who does not always carry a nickel in his 
pocket, he should start tomorrow to carry one. 

"The other day," he explains, "I was almost exhausted with 
words when I happened to place my hand in my pocket and was 
startled to find I had a nickel. At the same time I had the hood up 
over the motor showing the man the smoothness of running. 

"I was thinking two thinks at the same time, the nickel between 
my fingers and the lack of vibration in the motor. The two thoughts 
collided, and I placed the nickel, edge down, on the top of the motor. 
It balanced there as it would on a glass show case. 

"Then I dug around and discovered another nickel and placed 
it also on the motor. There was not enough vibration in the engine 
to cause either nickel to lose its balance. 
"Needless to sav I 'eot' 



JW. OHLMAN of Sioux City, Iowa, is "on the job." He had this 
# picture taken and reproduced in the local papers with a story 
accompanying it. 

The picture shows a row of 1916 Hudsons leaving the sales room 
of the J. W. Ohlman Auto Company for Wayne, Nebr. 



Mr. Ohlman states: "From a publicity view point this material 
has been one of the most effective measures we have employed. We 
have traced sales that were directly attributable to this publicity 
feature." 

How many events like this have you overlooked? If Ohlman gets 
publicity in Sioux City papers there is no reason why you should 
not get the same in your local papers. 

This is one of the many ways to boost your sales. Have you 
tried it? 



not bring out the figures 
of the mckels as clearly as might otherwise have been done. How- 
ever, the nickels are there to be seen quite clearly and even in the 
photograph the blur of the fan shows that the motor was running. 
This nickel argument is very well worth while and we thank Mr! 
Mead for his kindness in furnishing it for the Triangle. 



A CERTAIN salesman who had been awarded the 
banner prize for three years in succession was asked 
to tell the secret of his success. He answered: "I defy any 
man to ask me a question about my business that I cannot 
correctly and truthfully answer." 

QREATER sales efficiency is a process of development — 
a process of elimination and adding to. Elimination of 
negatives and the putting in their places of positives. 



SALES MNG'R HEARNE OF KAN- 
SAS CITY SPRINGS A NEW ONE 

(Continued from page 2) 

present European War, never studied Algebra 
or heard of Howard E. Coffin, but he was 
anxious to be a salesman because he thought 
he could make more money that way. 

It is probably safe to say that if a set of 
papers of this sort were submitted to every 
young man between the ages of 19 and 23 in 
the United States that the resulting answers 
might be used by some leading educators to 
good advantage in remodeling the course of 
study in the public schools of the United 
States. 



FOR SALESMEN'S NOTE BOOK 

T TERE is an item for use when Carburetor 
Xi. and Cooling are in question. 

D. B. Barnes and O. G. Griffin, young 
business men of Los Angles, Cal., have just 
completed a trip of over 2,000 miles in their 
Hudson through the highest mountains of the 
west. Carburetor and radiator action was 
perfect throughout the entire trip. 

The route lay through Sequoia and General 
Grant National Parks, the Yosemite Valley, 
to Lake Tahoe, and return along the Owens 
Valley aqueduct. 

Perhaps no other trip in the western 
mountains involves so much work among high 
altitudes. Nine mountain summits were 
crossed ranging in elevation from 6,000 to 
8,000 feet. 



The successful manner in which the Hudson 
behaves speaks volumes for its carburetor and 
radiator efficiency. 

Paste this in your note-book for use when 
needed. 



CLOSED CAR CORRECTION 

IT is stated in the new Closed Car Catalogue 
that all Limousines are furnished with the 
two-way telephone. This should be modi- 
fied to the extent that only a portion of the 
output of Limousines are equipped with the 
two-way instruments. It was found by the 
Engineering Department that a one-way 
'phone was better adapted to conditions and 
requirements and was more satisfactory than 
was the other instrument, and therefore, only 
a portion of the Limousines are equipped with 
two-way 'phones. Dealers will kindly note 
this in demonstrating these cars. 



The E. V. Stratton Company, Albany distributors 
of Hudsons, have added to their sales department, 
Roland Stowe, for some time treasurer of Harm an us 
Bleecker hall, later with the Ly tell - Vaughan Stock 
Company in Troy, and who during the past winter has 
been connected with a Pennsylvania theatre- 
Mr. Stratton says that he is constantly on the 
lookout for men of good habits and character to educate 
as automobile salesmen. It is not easy to find just the 
right men for this work. All Hudson distributors take 
pride in the high type of men connected with their sales 
organisations. 



WHO CAN BEAT THIS RECORD? 

FROM Sales Manager F. M. Busby of the 
Louis Geyler Company of Chicago comes 
information about owner Fred Wolf of the 
Dommerle Refrigerator Company of that city. 
Mr. Wolf, it will be observed from the list of 
cars given herewith, is now driving his 39th 
car, which is a Hudson Roadster. He had 
owned and driven 35 cars before he became 
interested in the Hudson in 1914. He has 
driven his Hudson Roadster purchased in 
1915, 7,000 miles without incurring any repair 
expense whatever. 

Mr. Wolf's list of cars is as follows: 
One 1902 Toboggan front OldsmobiJe. 
One 1903 French type Oldsmobile. 
One 1-cylinder Monarch. 
Two R-C-H cars. 
One Ford Model-4 
One 1905 Winton. 
One 1906 Renault. 

Fourteen cars specially built fronTMr. 

Wolf's own specifications (Mr. Wolf 

is a mechanical engineer). 
One 1908 Chalmers. 
One 1909 Chalmers. 
One 1910 Chalmers. 
One 1911 Chalmers. 
One 1913 Chalmers 6-cyl. roadster. 
Eight Autocars. 

One 1914 Hudson Six-54 phaeton. 
One 1914 Hudson Six-54 sedan. 
One 1915 Hudson Six-40 coupe. 
One 1915 Hudson Six-40 roadster. 
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Hudson Motor Cat Co. 

DCntOfT, MICH. 
AWARDED FOR 

HUDSON 
Motor Cars 



HUDSON WINS HIGH HONORS 
AT PANAMA-PACIFIC EXPOSITION 

T^HE ILLUSTRATION shows the Official Award Ribbon of the Panama-Pacific Exposi- 
■■■ tion certifying that to the Hudson Motor Car Company has been given the Exposi- 
tion's Gold Medal in recognition of the excellence of its product. 

The Jury on Awards after most searching investigation and test set its official seal on 
the Hudson product. Quality of material is 100 per cent. Design is unexcelled. Adapt- 
ability to public use and demand is beyond criticism. 

And in addition to the intrinsic merit of the car, the Exposition officials testify that the 
Hudson company's record, history and standing entitle it to the highest honors that can 
be bestowed upon it. 



Coincides With Public's Verdict 

The judgment of the great Panama-Pacific 
Exposition confirms what already has been 
said of the Hudson by the buying public. 

Motor-car users long ago emphatically 
demonstrated that the Hudson was the choice 
of critical buyers. 

Their decision was made from a keener 
knowledge even than that of the Exposition 
Jury on Awards. 

They judged not by scientific tests and 
examination, but by the more strenuous and 
more accurate test of the open road. 

The public's "jury of award" was com- 
posed of many thousands of alert, critical, 
every-day business men. No smallest fault 
could escape their keen eyes and ears. 

The User's Proof of Merit 

The motor-car buyer's certificate of merit 
consists of his order for a Hudson, accom- 
panied by a check for the advertised price, 
with freight to his home-town. 

In fact so many "awards" of this character 
have been bestowed upon the Hudson since 
June, 1915, that fears are being entertained 
of the ability of the dealers and of the factory 
to build and to deliver cars enough to fill all 
demands. 

Where orders had been anticipated by the 
distributor and provided for by the factory 
for 1,000 cars twice that number have been 
called for by the public. Where, in smaller 
distributive points, 25 was considered by the 
dealer his outside requirement, 50 have failed 
to satisfy. 

For this reason a shortage seems imminent. 
Scores of dealers already have expressed 
their regret that they had not urged the 
factory to provide double the allotment for 
their territory. They see, now, that their 
own estimates of what their territory would 
absorb were far short of the real Hudson 
demand. 



Catching Up With The Buyer 

Determined that no man who wants a 
Hudson shall be disappointed the company 
already has under way an enormous expan- 
sion of its producing power. 

Where but 10,000 cars could be built last 
season nearly THREE TIMES THAT 
NUMBER may be expected for 1916. 

Dealers who thought 10, or 100, or 1,000 
cars ample last year may call for 30, 300, or 
3,000 for next season. 

Nearly a million dollars' worth of new 
buildings will be completed in the near 
future. The early winter months will see 
all this added space in full working order. 

Startling producing ability at an early date 
is guaranteed by this unequalled expenditure 
for new buildings and machinery. 

All Previous Records to be Outdone 

The history and record of the Hudson in 
the past, impressive though it has been, is to 
be far outdone by the developments now 
rapidly approaching. 

While no intention is expressed of manu- 
facturing cars in enormous quantities as 
some builders aim at the company feels that 
its high-grade, six-cylinder car of moderate 
price must be produced in sufficient numbers 
to meet the tremendous demand for such a 
car. 

There is no other car on the market that 
suits the class of buyers who call for a car of 
Hudson style and grade. 

On the Hudson company and on Hudson 
dealers therefore rests the duty of building 
and distributing, next season, an estimated 
number of 30,000 open cars, and a corre- 
spondingly large number of the popular 
Touring Sedan and other closed types. 

The factory is practically ready to do its 
share. 
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My Dear Son: Sept. 11, 1915. 

To create and retain a permanently paying and successful business 
it is absolutely necessary that a distributor or dealer should have a 
loyal and efficient organization. 

The dealer who is forever "firing" men and hiring new ones never 
gets anywhere. Constant changing of employees indicates, unfail- 
inglv, that there is something lacking in the management. 

The most useful and the most delicate tools in your shop are your 
human tools. They are capable of taking the keenest edge, and they 
also are the easiest of all tools to ruin by improper handling. 

To plunge a finely tempered tool into the white-hot fire of unjust 
criticism, or to dash it into the ice-cold water of selfish indifference 
may ruin its cutting edge beyond repair. 

To neglect a tool, to let it become dull, to permit it to lose its edge, 
to accumulate rust, — from inattention or from lack of appreciation — 
is a "penny wise and pound foolish" policy. 

It is worth while at times to stop long enough to think — for what 
are my men working? What are their aims, their ambitions, their 
hopes, their incentives? 

With every man in the business harness self comes first. This is 
but natural and right. Men work for money, for a future saving, for 
a home, for a farm, or for some other object quite as important and 
dear to them as is YOUR goal to you. 

Their daily enthusiasm and energy is colored by the personal 
"star of hope" — whatever it may be — that lights their path. To you 
their goal may seem small, pitiful, narrow, but it is life and happiness 
to them. 

The capable, clean, honest, efficient man who is helping you to 
build your business and your fortune should receive enough of the 
crumbs that fall from the profit table to achieve some of his small 
ambitions as well as you. He gives to you 90% of his time, his brain 
and his energy. It will pay you well in cold, hard dollars to make it 
worth his while to do it enthusiastically, permanently, whole-heartedly. 

Some dealers speak glibly of the "labor market." Meaning any 
and all kinds of paid service in shop, salesroom and office. They 
seem to think that human brains and loyalty can be weighed by the 
pound and measured by the foot like steel and lumber. 

But you arc not dealing with insensate machines. Your men are 
flesh and blood beings like yourself. You cannot buy them as you 
buy steel and coal. You must win their respect, their faith, their 
belief in your justice and in your consideration. 

The first step toward securing loyal and efficient service is to 
realize that more than half of the success of your business depends on 
the mental altitude of your employees. 

Looked at entirely from a selfish angle it will pay you to know 
something more of your men than as mere figures at a desk or at a 
bench. A little thought and inquiry may lift a cloud from some man's 
horizon that will fill him with such hope and zeal as will multiply 
many times his producing value. A few extra dollars a month or a 
year to another, whose long service and faithful efforts have been 
thoughtlessly overlooked, may win you a thousand-fold return. 

Contented, satisfied and happy employees who feel themselves 
to be a permanent part of your organization will accomplish more and 
better work, at less dollar-cost, than perhaps double the number of 
uneasy, apprehensive, dissatisfied ones whose nerves are constantly 
on edge, not knowing what a day may bring forth. 

As a practical method of securing maximum effort and energy 
numerous dealers use and recommend the civil service system and the 
"good-profit, good-pay" plan. Which, in other language, means that 
the men inside the organization have the first chance at promotion 
to higher places, and if the year shows a good profit ALL those who 
helped to attain it are given a reasonably proportionate share of the 
harvest. 

Often it is the case that a poor year or lowered profits results in a 
quick cut in employees' wages and salaries, but when times are good 
the men on the firing-line gain nothing by it. This is poor policy 
looked at purely from a business standpoint. 

Carnegie made scores of millionaires of men who helped him to 
his colossal fortune. Marshall Field's co-workers attained wealth or 



comfortable incomes proportionate to the importance of their con- 
nection with his enterprise. "Jim" Hill made his "boys" presidents 
of half-a-dozen big railways. Every man in the employ of the Crane 
Company of Chicago gets a Christmas bonus of a size determined by 
the year's business. The Sears-Roebuck Company pays employees a 
bonus when profits run over a certain percentage. Some form of a 
bonus or "extra service" plan is in use in thousands of the most suc- 
cessful business enterprises. 

This is not socialism. It is business horse sense. It is concreting 
organized effort to the point of invincibility. 

I would not have you get the idea, however, that the dollar is the 
sole measure of interest. It is, to be sure, a principal object. Hence 
I have given it some space. 

Many a man will gladly work for less monev where permanency, 
fair treatment and consideration are shown. The settled character 
of his "job" is as good as cash to some. A man who will build a 
home where he has settled employment will drift and become ineffici- 
ent under disturbed conditions. 

I know a dealer who annually is widening his business and his 
profits. His organization hasn't changed in years. His premises are 
the most attractive, his shop the most efficient, his men the happiest, 
most contented lot you ever saw. 

He is the least busy man I know. He always has time for golf and 
fishing. His place runs like well-oiled machinery. It spells efficiency 
in every atom, and his human machines are loyal to the point of 
affection. 

He pays his men well and they all share in the year's profits. 

But that isn't the whole story. He is fair, just, considerate to the 
point of liberality. Every man's merit is known and recognized. He 
does not arrogate to himself supreme ability and omnipotent knowl- 
edge. His men feel free to suggest, criticise, originate. It is their 
business and they all are vitally and intensely interested in making 
it a success. 

I know another dealer. He had a fine territory and a splendid 
opportunity but he is going backward year by year. He works him- 
self half to death. He never lets a thing be done by anyone but him- 
self. He trusts no one. Says no one else knows anything and they 
all are stupid, lazy and indifferent. 

He pays as small wages as possible on the plea that he "must 
reduce overhead." He rarely keeps any man on his sales force or 
shop force more than a few months. He says profit-sharing is a myth. 
That the only way to make men work is to drive them. 

There is no initiative, no suggesting, no co-operation in his organi- 
zation. No man has any incentive to give more than lip service for 
well he knows he will get nothing for it. 

This dealer puts a premium on trickery and bluff, for honest 
effort, loyalty and conscientious work go unnoticed, unrewarded and 
unrecognized. 

There is, of course, a duty of the employee to the head of the busi- 
ness. This thing is by no means a one-sided affair. 

There are some men constituted on the skunk or rattlesnake order. 
They are beyond reach of decent treatment or liberal thoughtfulness. 

But of this class I am not writing. They can be dismissed as 
easily as would the snake— an axe applied just at the junction of the 
head and the body is the only remedy. 

There are enough of the honest, intelligent, efficient kind tQ make 
the plan — as a whole — well worth while. 

The European war has demonstrated that organization, training, 
and scientific system make a wonderfully efficient machine. 

This is as true in business competition as on the battlefield. 

Over and over again it is proved that the dealer who possesses 
system, method, and a loyal and efficient organization will win every 
time. 

To gain this unity of effort one must have unity of purpose and 
harmony of action. 

These few, brief suggestions may be of value to you, son, in in- 
dicating a line of thought that will work toward a desirable result. 

Dad. 
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EXCELLENT METHOD OF HANDLING RETAIL PROSPECTS 



THE Triangle has no desire to hand all 
its bouquets in a bunch to one individual. 
Mr. Wayne Hearne of the Hudson- 
Brace Motor Company of Kansas City re- 
ceived a merited compliment in the Triangle 
a week or so ago, but he submits an idea for 
handling retail prospects that possesses so 
many points of excellence that again we are 
constrained to give him space. 

The idea is not new. It merely is a modifi- 
cation and combination of several good ideas. 

The illustration shows quite 
clearly the general construction 
of a folder which is 5* x 8* in size 
and fits into a regular filing case. 
The stock is of fairly heavy- 
weight linen paper, folded at 
the bottom, printed across the 
top with 31 divisions to repre- 
sent the 31 days of the month. 
On the folder appears the infor- 
mation practically as is given on 
every other card file or folder of 
this description. 

The point of interest and vari- 
ance in Mr. Hearnc's plan is the 
way in which prospects are dis- 
tributed to salesmen. 

The sales manager or his assist- 
ant has the file of prospects before 
him. He goes through it, picking 
out the folders on the dates as 
indicated by the signals, which 
slip over the upper e:lge and indi- 
cate certain dates. The white 
signals on a prospect folder indi- 
cate that it may be a straight sale 
without the necessity of any trade; 
the red signals indicate that it is 
necessary to handle the pros- 
pect's car on the deal. Therefore a glance at 
the file shows instantly how many straight 
sales aie in prospect and how many sales 
are in prospect where there is a used car to 
be traded in. This it is felt is a valuable point. 
On the dates as indicated the folder is 
removed from the file and the sales manager 
makes out a form, keeping a carbon copy of 
the same, on which is stated the name of the 



prospect, his business address and his residence 
address with a blank spac? for salesman's 
report. 

These slips are distributed to the salesmen 
whom the sides manager thinks can handle the 
prospect to the best advantage. Ordinarily 
the same man is given the same prospect 
until possibly it is evident that he is not the 
right one t:> handle it when it is switched to 
another salesman. 

It is the salesman's business to return all the 



Sales Folders Used by Hudson-Brace Motor Co., Kansas City, Mo. 



that he does not feel that it is necessary to 
slight any call merely in order to complete 
the mechanical report called for. A system of 
mutual confidence exists between the sales 
manager and his salesmen so that there is 
considerable flexibility on this point. 

The report as turned in by the salesman is 
filed in the folder. 

It will be noted from the illustration that 
there is held in the hand of the exhibitor a 
folder with the various slips projecting above 
the top of it in a fan shape. These 
slips in the case in question are 
dated from the 8th of July to the 
26th of July and gave reports of 
each day's call on the six days 
when salesman called upon the 
prospect. The exhibit is an actual 
sale and the folder after having 
been photographed at the factory 
was returned to Kansas City to 
be replaced in the regular sales 
department file. 

Mr. Hearne who originated the 
system says that it is nothing but 
the combining of a lot of other 
plans that he has used from time 
to time and that if it is kept up 
religiously its results and benefits 
will be very apparent. Its chief 
value lies in the fact that all the 
information is quickly available, 
not only for the heads of depart- 
ments or for the proprietors of 
the business, but also for a follow- 
up salesman should a change be 
made or be required. A complete 
history of every prospect is given 
on the folder and on the enclosed 



slips that are given him at the end of the day, 
noting on them a full report of the interview, 
outlining all information obtainable regarding 
the prospect and giving date for the next visit. 

Even if it has been impossible to see the 
prospect the salesman is required to return 
the slip with notation to that effect, at the 
close of the day. 

Sufficient latitude is given the salesman so 



We feel very confident that we can promise 
on behalf of Mr. Hearne that any distributor 
or dealer who would like to have further 
details of this system or samples of the sta- 
tionery and forms used can get it by appli- 
cation to Mr. Wayne Hearne, sales manager 
for the Hudson-Brace Motor Company, 
Kansas City, Mo. 



GOOD PICK-UP STORY 

HERE is a good story for salesmen to paste in their note-books. 
In speaking of the quickness of pick-up of the Hudson, call 
attention to the recent road race at Effingham, Illinois. This 
was a race for regular stock cars, a distance of seven-eighths of a 
mile. Cars were sent out from a standing start. There is a grade 
from the starting point to about half-way up the course so that cars 
have to run up hill before gaining speed. 

The race was won by Dr. J. R. Wettstein, driving a Hudson Roadster. 
His time was forty seconds flat, or a little better than 63 miles an hour. 
Remember that this was from a standing start on a course only seven- 
eighths of a mile long, and that the first half was up hill. Dr. Wett- 
stein is driving his car daily in exactly the same condition as he drove 
it in race. This speaks volumes for the quick pick-up of the 
Hudson. 



WOMEN AS CLOSERS 

ELLIOTT B. CRAWFORD, president of the Washington State 
Bank of Vancouver, Wash., studied over automobiles for two years. 
Automobile salesmen worked on him in vain. He could be in- 
terested, but he could not be sold. 

Finally, a brainy Hudson salesman got on his trail. He reached 
about the same point that other salesmen did, and it then occured to 
him that the thing to do was to enlist the services of Mrs. Crawford 
and the rest of the family to close the contract. 

He immediately took steps to interest Mrs. Crawford. She pro- 
nounced the Hudson the easiest riding, and the smoothest running 
car she ever had known. 

Instigated by the salesman, she convinced Mr. Crawford that the 
Hudson was the most consistent performer, and the most economical 
of any car regardless of price. 

This settled the question. The Crawford family now have driven 
five thousand miles in their new Hudson and have enjoyed every mile. 

This is a sample case where the woman of the house can be used by 
the salesman as a final closing medium. 



NEARLY THREE ACRES ADDED TO FACTORY SITE 



AGAIN the factory expands! 
President Chapin and his associates are determined that there 
shall be no cramping of Hudson output. 
The president personally interested himself, and practically took 
charge in negotiating the purchase from the Anderson Forge and 
Machinery Company of a tract of land to be added to the factory site. 

New Land High-Priced Investment 

This property is directly across the street from the Hudson 
factory. It fronts 500 feet on Connor's Road — the street that bounds 
the present factory site on the west — and 380 feet on Kercheval 
Avenue. In area it totals about three acres. 

The price paid was almost a record figure for factory property in 
the locality. But the officers of the company realize that room is 
needed for growth. And though the added ground runs into much 
money it would cost even more at a later date. Economy counseled 
the acquisition at this time. 



Larger Power Plant to Be Built 

This additional space will be utilized in part for the erection of a 
new and much larger power plant. This is absolutely needed to drive 
the vastly greater number 01 machines now being installed in the new 
factory buildings. 

Other buildings and departments will, later, be housed in extensive 
buildings also to be erected on the newly added property. 

Development Straws Show Hudson Growth 

The big additions to the factory, this new acquisition of larger 
ground space, the new power plant, and the million and a half cash 
investment in these things and in new machinery, speak volumes. 

Big things are ahead for the Hudson. 

And in these big days coming Hudson dealers in good standing 
will participate. 

Good though this season, and other seasons past, have been, it is 
to be far outdone by Hudson business and Hudson profits for the 
season just ahead. 



ANOTHER SPLENDID SERVICE WAGON STUYVESANT HAS FAITH IN HUDSON 



FROM the Lambert Automobile Company, Hudson distributors at 
Baltimore, Md., there comes a photograph of their splendid new 

service truck. 

It is built on the chassis of the 1913 "37" Phaeton. The motor 
is still in splendid shape and ex- 
cellently adapted for this pur- 
pose. 

The body of the truck is 
painted a very pretty maroon 
and lettered in gold with a blue 
triangle in the center. The hood 
and running gear are dark blue. 
Altogether according to the Lam- 
bert people they have a very 
attractive truck and they have 
been in receipt of very many 
compliments on its appearance. 

In addition to this truck the 
company operate two service 
motorcycles for emergency calls. 
These are rushed out on instant 
notice to any Hudson users who 
need service. 

The Lambert Automobile 
Company's service department 
for Hudson owners is second to 
none in the city. They make a 
special point of advertising this 

and state that they get splendid Excellent Example of 

results from it. 

This is merely one more additional argument for giving the very 
best possible attention to the service department. 

These Hudson trucks are becoming famous the country over. 

We urge upon all dealers who have not yet installed one to follow 
the example of Lambert and other distributors in putting into service 
a first-class up-to-date truck of this description. 



FRANK E. STUYVESANT of the Hudson-Stuyvesant Motor Com- 
pany believes in the Hudson and in the future demand for the 
car. 

He evidences this in very decided fashion by the arrangements 

made for his new building. 

This is to be one of the big 
structures of automobile row on 
upper Euclid Avenue in Cleve- 
land. It will be located at 2002 
Euclid, and is to be a three- 
story trick and steel, fire-proof 
structure. It will cover the 
entire ground space of a frontage 
of 54 feet and a depth of 189 feet. 

The three-story section will 
run back about 100 feet. It will 
be one story in the rear. The 
foundations will be adequate to 
carry additonal stories as they 
are demanded. 

The first, second, and third 
floors of the building are to be 
occupied by the sales, service 
and repair departments. The 
basement will be given over to 
the used-car department. 

As Mr. Stuyvesant said: 

rofitable Service Wagon "When we OCCUpy these new 

quarters, the Hudson will have 
the finest salesroom and most efficient service station in Cleve- 
land. And I will see that everybody in the building does justice 
to every Hudson prospect and to every Hudson owner." 

This is the spirit that wins, and this is the kind of representation 
and the kind of building that should represent the Hudson in every 
corner of the world. 



HAS OWNED ELEVEN CARS- 
LIKES HUDSON BEST 



DISTRIBUTOR STEINHARDT of 
Company of San Antonio, Texas, 
tograph herewith repro- 
duced. 

At the wheel is Mr. G. W. 
Cowles, the auto livery man of 
San Antonio. He has owned cars 
of eleven different makes during 
the last ten years, and now owns 
two Hudsons. 

H essays he never knew what 
real motor car satisfaction was 
until he sat behind the wheel of 
the Hudson. 

In breezy western style, Mr. 
Cowles has decorated his car by 
painting the designation * 'Hud- 
son Cruiser" on the cover of his 
spare tire. 



the Crockett Automobile 
furnishes us with the pho- 



G. W. Cowles in his* "Cruiser" 



GOING VISITING 
IN A HUDSON 

EW. SCHODER, with his mother and others in the party, has 
# just completed a trip from Ithaca, N. Y. t to Portland, Ore., 

5,640 miles. One of the main 
purposes of the trip was that 
Mrs. Schoder might pay a visit 
to her son in Portland. She had 
not seen him for several years. 

The Hudson party left New 
York on June 18 and followed the 
Lincoln Highway to Cheyenne, 
then turned south to the Santa 
Fe trail through southern Cali- 
fornia and up the coast via San 
Francisco to Portland. 

The running time averaged 
better than 100 miles per day 
and no difficulty whatever was 
experienced on the entire trip. 
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HOWARD E. COFFIN HONORED 
BY NATIONAL GOVERNMENT 



NOTABLE honor has been conferred on Howard E. 
Coffin, vice-president and consulting engineer of the 
Hudson Motor Car Co. 
Mr. Coffin and one other prominent automobile 
engineer have been selected by 
Secretary of the Navy Daniels to 
serve on the Civilian Advisory 
Board which will be organized by 
the United States Naval Depart- 
ment next month. 

The Society of Automobile 
Engineers was asked to select 
from their number two members 
to serve on this board. 

The members of the society 
named Howard E. Coffin and 
Andrew L. Riker, both of whom 
have been prominently identified 
with automobiling since the 
birth of the industry. 

For the benefit of new mem- 
bers of the Big Hudson Family it 
may be of interest to state a few 
of the main facts relative to Mr. 
Coffin's career. 

His technical education was 
obtained in the engineering de- 
partment of the University of 
Michigan. In 1898 he built a 
single -cylinder, two-cycle, gas 
engine, machining the castings 
and doing the other work himself 
in the shops of the mechanical 
engineering department of the 
University of Michigan. The 
engine was placed in a motor-boat or launch also built 
by Mr. Coffin. As far as is known this boat is still running 
on the Detroit river. 

Late in 1898 or early in 1899 Mr. Coffin built a steam 
automobile which performed according to reports, better 
than any machine of a similar type then known. 

He drove this car himself for about three years. After 
drifting around the country in various hands, it finally 
came into the possession of the Hudson Motor Car 
Company and is now in Mr. Coffin's garage in Detroit. 

From 1902 to 1905 he was chief of the experimental 
department and chief engineer of the Olds Motor 
Works. He then assisted in organizing the E. R. Thomas- 
Detroit Company of which he was vice-president and chief 
engineer. He also became consulting engineer of the E. R. 
Thomas Motor Company. The Thomas-Detroit companies 
subsequently were known as the Chalmers-Detroit Company 
and of this company Mr. Coffin was vice-president and chief 



Howard E. Coffin, 

Vice-President and Consulting Engineer 

Hudson Motor Car Company. 



engineer Since 1910 his interests have been identified 
solely with the Hudson Motor Car Company of which he 
is vice-president and consulting engineer. 

Mr. Coffin's connection with the Society of Auto- 
mobile Engineers has resulted 
in some of the greatest advances 
known in the history of that 
institution. 

He has occupied many posi- 
tions of importance and honor 
and has always been one of the 
most prominent members of this 
and other American automobile 
associations. 

There have been others who 
have shared with Howard E. 
Coffin the difficulties and honors 
of the designing and production 
of the motor car itself. 

There have been others promi- 
nent in the organization and guid- 
ance of the commercial organiza- 
tions vitally necessary to the suc- 
cessful development of any form 
of public mechanical discovery. 

But there have been few or 
none who have occupied so 
prominent and distinguished a 
place in both avenues of effort 
as has Mr. Coffin. 

The automobile industry, and 
the world generally, owes to 
Howard E. Coffin perhaps the 
largest share in the improvement, 
mechanically and artistically, that has characterized 
the motor car during the last ten years. 

It owes to him also the more intangible and less widely 
appreciated benefits that he has brought to the organiza- 
tions technical and commercial, that have made possible 
the marvelous perfection of the motor car of today. 

These are qualities that have been brought to the motor 
car industry by Howard E. Coffin. And it is for these 
things that he is recognized in the innermost councils of 
the industry itself as being entitled to the highest honors 
that can be bestowed upon him for his years of labor in 
the field of automobile development. 

Whatever may be the duties that are contemplated or 
that may develop through Mr. Coffin's appointment to the 
Naval Advisory Board it is certain that as far as he 
is personally concerned his connection with the board 
will be productive of the highest benefits in any line 
along which his efforts are directed. 



Digitized by VjO 




NEWSPAPERS FEATURE HOWARD E. COFFIN 
IN FRONT PAGE PICTURE AND STORY 



Every important newspaper in the world gives front page space this week to Howard E. Coffin, Vice-President and Con- 
sulting Engineer of the Hudson Motor Car Company. The clipping reproduced below shows how 
Mr. Coffin is honored as one of the most distinguished citizens of the United States. 
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My Dear Son: — September 18th, 1915. 

Have been home now for a couple of days and have been thinking 
over what you said about your next three months' work. Nobody 
can solve your problems for you but yourself. Yet I may be able to 
suggest a few things. 

In the first place you have allowed your used-car stock to accumu- 
late. That is bad. You have — if I remember rightly — about $10,000 
to $12,000 tied up in old cars. I wish you had told me of this sooner. 
The time to handle used car stock accumulations is BEFORE they 
accumulate. 

Yet I am well aware that it is hard to let a sale slip to a competitor 
when a little easing off on the used-car allowance will get you an order. 
And where there are so many used cars offered in trade one cannot 
always avoid handling these deals. 

Where you make a mistake is in letting the used-cars go without 
attention. You stick them away where they gather rust and dust. 
They inevitably deteriorate. They get more and more out of style. 
Every day they lie there they lose in value. 

You forget them. You hate to think about them. You avoid the 
subject. You play the ostrich trick of sticking your head in the sand 
thinking thus to escape danger. 

The only safe and sane way to conquer a difficulty or a danger 
is to FACE it boldly and promptly. You'll HAVE TO meet this 
used-car problem some day. The sooner you attack it earnestly and 
determinedly the better. 

Get at those cars at once. Make a careful examination of them all. 
Figure up their individual and total cost. Sec how they can be sold 
to realize cost, or as near it as possible. Some may sell for a small 
profit over trading figure, cost of repairs, handling and selling com- 
mission. Others will sell at a book loss. Disregard that if you can 
come out with anything like a safe figure. If you must take a loss on 
the whole lot get it over with as soon as you can. You are losing more 
money by keeping these cars than you will by selling them. 

Put your salesmen on them and tell them they've GOT TO BE 
SOLD. I saw some of your men sitting around reading motor papers 
and waiting for ball game reports and floor callers. Get those men 
out in the streets, into the alleys, up and down the elevators, into the 
houses, on the hunt for sales of used cars. 

Work every possible scheme and plan your mind can devise. 
You'll self some cars by one method, some by another. But sell them 
in some way. 

Some dealers have done well by an auction. Clean up the cars, 
make them run, advertise them in an attractive way. Get the thing 
sensationally talked about. You can use "splash" methods in this 
that you couldn't use on your new cars. Get the town and country 
talking about it. 

Get a crowd. Work up the enthusiasm. Have a good auctioneer. 
You'll be amazed to see how you'll clean out. One energetic and 
resourceful distributor sold $16,000 worth of used cars before 2 P. M. 
on an "auction day". And got good prices, too. 

Clean out that used car mess. YOU MUST. Don't stop your 
efforts until every car is gone and you have cash in the bank instead 
of rusty, dusty cars in your back storage room. 

The next three months is an ideal time for you to perfect your 
organization before the show and spring selling season comes along. 

You need at least 50 per cent more sub-dealers than you have. 
Put out some of your retail men on the wholesale. See every one of 
your present dealers and get them into line for the season ahead. It 
isn't a day too soon to begin this. 

Visit all the places where cars should be sold. Keep after them 
until in each one you get a man, or such an arrangement that you can 
close a man quickly when necessary. 

Some will not sign up now because you cannot give them a demon- 
strator. Yet this is not an insuperable obstacle. There is a way of 



putting things to prospective local dealers that will show them the 
value of getting decided now on their future line. Your men must 
make the Hudson line so attractive that dealers will want it and will 
agree to at least a conditional agreement so as to prevent your letting 
the representation go to a competitor. 

You'll find some "weak sisters". Get them into line or drop 
them without compunction. Never hesitate to do what you know 
and feel to be right and in the. best interests of your business. Don't 
let personal bias, or sentiment, influence you to keep a dealer in the 
organization when you know his place could be better filled by some 
other. This is no injustice to a dealer who sometimes thinks because 
he has had the Hudson line for a long time he should continue to have 
it. If a man is energetic, resourceful, honest, and enthusiastic he 
will make such a success of his Hudson contract that he will himself 
insure its renewal and continuance. 

He digs his own grave if he isn't worthy to stay in your organiza- 
tion. 

Go after repair work, and repainting and refinishing. Many of 
your owners lay their cars up for the winter. Know who it is that 
does this — call on them and get their cars for storage and care during 
the winter. Get them to give you an order to overhaul, repair, refit, 
repaint or whatever may be necessary, during that time. If you 
have room a paint shop will prove a fine winter accessory, even if 
you don't run it through the summer. I know dealers who rent a 
place especially for this winter paint shop. And make it pay, too. 

Encourage your owners, however, to run their cars through the 
winter. Explain to them that to keep their tires in use is much better 
than to lay them away to depreciate and become weak. Cars run 
the year around are much better for the dealer than cars laid up during 
the cold weather. 

Where owners do thus use their cars, get around to see them all in 
ample time before the spring driving season opens so that you can 
secure the overhauling of their cars, or make them propositions for a 
trade for the new Hudsons then due. If you can tie up your owners on 
options or something of this sort it greatly facilitates the placing of 
early orders. 

Get agreements in as many cases as possible for early trade and 
delivery. In this way you get the used cars in time to permit of dis- 
posing of them during the spring and early summer demand. Then 
is when used cars are least troublesome. 

You should know every individual Hudson owner in your territory, 
and so well that you know just when best to see him about a trade, 
or an overhauling, or a new car. Encourage your dealers to do this 
also. It results in many a sale that otherwise would be lost. It also 
creates a source of very welcome income during the winter season. 

Winter, too, is the time to go over your entire establishment. 
Check over all your repair and replacement stock. Investigate every 
corner and every department. Lay new plans. Create better system. 
Consolidate work, increase efficiency, reduce running expenses. 

I think it a wise plan to do something every season to the outside 
of your place of business. Unless, of course, it is right new, or of such 
construction that change and remodeling is inadvisable or unnecessary. 
But the average place can have a new coat of paint, or a new doorway, 
or a canopy, or a driveway, or new show windows, or something of 
this sort to create talk, make a fresh appearance, give you an opening 
for a splurge and advertising of some kind. 

All these things are ready to your hand during the next three 
months. If you give them proper attention you'll be getting spring 
deliveries of cars before you realize it. 

I want to see you start with a clean slate, money in the bank, cars 
on the floor and ready for delivery, owners all lined up, seasonable 
repair work out of the way, and most important of all A COMPLETE 
AND WELL CHOSEN ORGANIZATION OF DEALERS ALL 
OVER YOUR TERRITORY. 

Write me of anything that you want to know that I have forgotten. 

DAD. 
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ceeded the most optimistic forecast. 

After searching investigation and scrutiny the Hudson Motor Car 
Company believes, however, that the demand in 1916 will be even 
greater. 

A large part of this big call for Hudsons and some other cars 
comes from the farmer. 

Farmers Have Cash 

The farmer perhaps more than any other one class has profited by 
European war conditions. Wheat that before the war brought 75c 
to 80c has practically doubled in price. Last fall beans sold in Michi- 
gan at $1.40 to $1.60 per bushel. This year they are worth $3.00 and 
over. All raw food materials are correspondingly high in price. 

The country has been raked from side to side for army horses 
and mules. Millions of dollars have gone into the hands of stock 
raisers and others who had surplus horses of quality to sell. 

In some sections, to be sure, war conditions have not benefitted 
so greatly the rural population. This, however, is largely because 
almost entire dependence is placed in some sections upon a single crop. 
It has not yet been learned by all that single crop farming is gambling. 
When it pays it pays big, and when it loses it loses big. 

The northwest at one time was settled with wheat gamblers. Now 
these wheat raisers have discovered that diversified crops pay them 
better in the long run, and pay them steadier incomes than big prices 
at infrequent intervals. When other sections learn this same lesson 
of diversified crops, and hog and cattle raising, they too will profit 
immeasurably. 

This is not intended as a criticism, it merely is a statement of 
conditions. 

Farmers Buying Heavily 

A large part of next season's Hudson demand is going to be from 
the farmer. 

Some dealers apparently are not yet convinced that farmers will 
buy a car of the size, quality and price of the Hudson. 

But their unbelief does not alter the fact, it merely causes them 
to lose the advantage of an existing demand. 

Other dealeis are selling Hudson cars to the farmers. Every dealer 
could do so it he took the proper steps to fill the demand that exists. 

Some Farmer Sales 

Distributor Gamble of Toledo recently sold Hudsons to four far- 
mers in his territory. A very significant fact about the sale was that 
in each case it was the first car that the prospect had owned. 

Gamble tells of another instance where the local banker had in- 
terested a farmer and his wife in buying a Hudson. They had worked 
hard all their lives, had accumulated considerable property, a good 
house and a good farm, but because of their frugal habits the spending 



plored him to cancel the contract. The w T ife 
even wept. 

They stayed there all day begging to be released. 

Mr. Gamble called up the banker, who told Mr. Gamble to hold 
them to their contract and make them lake the car, that they were able 
to buy it, and that it would be the best thing that ever happened to 
them. 

Now that the farmer has his car and has discovered what it means, 
he could not be induced to part with it and says himself it is the best 
purchase he ever made. 

Autos Displace Farm Horses 

In a small town in Michigan a few days ago they were having 
their "Farmers' Day." The main street in the town is about three- 
quarters of a mile long. It was lined on both sides from end to end, 
as closely as they could be parked, with automobiles. 

A quick count ran well up into the hundreds. A similar count of 
horse vehicles made at the same time showed less than 25 in the town, 
and these were put off on side streets in inconspicuous places as though 
their owners were ashamed of them. 

The automobiles ranged in price from moderate sized, cheap 
machines up to Hudsons. 

There were half-a-dozen 1916 Hudson phaetons, Hudson roadsters 
and a couple of Hudson closed cars. 

Very few of these machines were owned by town people, the big 
bulk of them coming from the surrounding farms. 

What is true of this town is true of practically every typical small 
town in every farming community in the United States. 

Increased Sales to Come From Farms 

A considerable portion of the increased sales for next season is 
going to come from the farmers. 

It is up to Hudson dealers to inaugurate a system of selling that 
will reach out and supply well-to-do farmers with Hudson cars instead 
of permitting them to buy lower priced cars, and cars of other makes 

The farmer who can afford a car at $1,000 can afford to buy a 
Hudson. There are easily 500,000 farmers, on a rough computation, 
in the United States who can afford to buy a Hudson car, yet the 
percentage of this class who do buy a Hudson next year inevitably 
will be comparatively small. 

This is due largely to the lack of faith and lack of energy in Hudson 
dealers and salesmen themselves. If they believed thoroughly and 
firmly that they could sell the Hudson to this class of rural buyers, 
there would be three times as many sales as there are now- 

A definite campaign, developed and directed toward farmer pros- 
pects in every territory in the United States, would increase the sales 
of Hudson cars next year to the rural community by at least 60 per 
cent. 



SPOKANE DISTRIBUTOR 
MAKES RECORD SALE 

THE Hawkins-Twit chell Company, dis- 
tributors in Spokane and the Inland 
Empire for the Hudson, report what is 
probably the record sale of high-grade motor 
cars in that locality. 

A carload of four Hudsons was unloaded on 
the afternoon of September 10. None of these 
cars had previously been sold. By noon of 
the 11th all four cars were sold and delivered 
to residents of Spokane and vincinity. In one 
instance a used car was taken in trade and 
this car also was sold before noon of Septem- 
ber 11th. 

It will be observed by readers of the 
Triangle that the Hawkins-Twit chell Com- 
pany and members of their organization are 
certainly "on the job" in the Inland Empire. 



"THE CAT CAME BACK" 

A MAN in Moscow, Ida., bought a Hudson 
roadster from F. J McDonald, Hudson 
dealer at that point. Contract specified 
"delivery as soon as possible," but McDon- 
ald couldn't get the roadster. In fact we were 
selling roadsters so fast that they were gobbled 
up almost before the paint was dry. 

McDonald had to wait his turn, but the 
buyer wouldn't wait. He became very much 
peeved. He had his lawyer write a letter, 
which he registered, canceling his order for 
the car. He took back another car that he 
had delivered which was to be in trade on the 
Hudson roadster. 

Afterwards this old car, — which he had 
fortunately gotten out of a moment sooner, — 
went over a cliff 500 feet high, was picked up 



in a basket and a barrel and carried to the 
scrap heap. 

Owing to the courtesy of F. J. McDonald 
and the Hawkins-Twitchell Company of Spo- 
kane in accepting the cancellation of the order 
in a pleasant and courteous way, the Moscow 
man became very much repentent. When he 
found his old car was smashed un-repairably, 
he bethought himself of the many good quali- 
ties of the Hudson and of the consideration 
with which he had been treated by the Haw- 
kins-Twitchell-McDonald combination. 

Whereupon he trotted back to Mr. McDon- 
ald and inquired if it were then possible to 
get a car. One was immediately available, so 
he placed another order and is now a delighted 
Hudson owner. 

Moral — as suggested by president H. G. 
Hawkins of the Hawkins-Twitchell Com- 
pany; "A soft answer turneth away wrath." 
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KEEPING UP SELLING STEAM 



A CONDITION sometimes arises where a dealer has 
sold all the cars he can get. 

Unusual popularity of a car — greater than either 
factory or dealers had dreamed of — may exhaust the factory 
supply. 

Several months may elapse before a new series car can 
be built and shipped. 

Distributors and dealers 
face a period when overhead 
continues, but when receipts 
are at a low ebb. There is 
perhaps only on hand for sale 
a limited number of closed 
car models, and possibly a 
few used cars. 

The sale of accessories, 
and repair jobs, furnish about 
the only source of revenue. 

1 11- Advised Economy 

Under these circumstances 
some distributors and dealers 
have expressed a false idea of 
economy. 

They propose to discharge 
a large percentage of their 
selling force, cancel all their 
advertising, cut down service 
to a minimum, and get rid of 
most of their shop help. 

They call this "taking in 
sail" until the business 
weather improves. It might 
more properly be called "busi- 
ness insanity/ ' Ready for Action 

It is laying the foundation 
for reduced selling effectiveness for the season just ahead. 

It is creating the serious obstacle of an inferior selling 
force just at the time when selling steam should be at its 
highest pressure. 

Pruning That Kills 

To prune off the useless branches, and cut back unpro- 
ductive members puts stronger fruiting into a tree. 

But to slash away fruit spurs and strong, vigorous limbs 
may kill the next harvest, or at least materially cripple it. 

To drop excellent, Hudson-trained salesmen who will 
be imperatively needed in three months or less is almost a 
business crime. Good men are scarce. They cannot be 
picked up in a day, or in a week. And they cannot be 
trained in six months, or in a year. 

Remember, too, that YOU will be only one of many 
dealers who will be "bidding" for these salesmen as soon as 
the busy season arrives. 

Every motor-car dealer wants salesmen from April to 
August. You may have to pay a premium to get back the 
very men you drop today. 



And the premium you then pay may easily be larger 
than the sum it w r ould cost to retain these men on your pay- 
roll for a few weeks. 

Cashing In on Surplus Help 

There are not enough retail sales to keep all salesmen 
fully employed during the inevitable slack season in any 

line of business. The motor- 
car is no exception. 

One remedy available to 
a motor-car dealer is to divert 
the surplus of selling machin- 
ery into other channels for a 
time. 

Send the retail men out 
into the territory to improve 
its organization. 

Turn their energies loose 
on used cars — if you have any 
left in stock. One dealer puts 
his used cars in shape, and 
sends them with salesmen 
out into the country with in- 
structions to the man to come 
back without the car. Then 
he is given another to sell in 
the same way. 

Utilize the slack season 
for the "honing and strop- 
ping" of the human tools, to 
give them a keener and sharp- 
er edge. 

Hold meetings frequently. 

Start a winter class in sales- 

manship,tact, smiles,resource- 

fulness, method, pertinacity, 

and the other qualities that go to make up the star salesman. 

Using the Triangle, the Hand Book, the Pocket 

Manual, and the Owner's Bulletin as text books see to 

it that every salesman knows the Hudson gospel clear 

through from end to end. 

Get your staff into such shape that when the more active 
selling season opens they will go out with such "pep" and 
enthusiasm that they will be far more efficient than when 
they closed the fall work. 

"In Time of Peace Prepare for War" 

Said Horace, 65 B. C, "In peace, as a wise man, he 
should make suitable preparation for war." We of today 
have shortened the maxim, but the meaning is the same. 

To wait for war before arming and drilling is to invite 
defeat. 

To wait for the busy season in motor-car selling before 
getting ready to sell cars is to reduce sales, and restrict profits. 

The dealer who delays until the spring season is upon 
him before he completes his selling organization and before 
he secures and trains his salesmen invites disaster. 



CLEVER PLAN FOR COUNTRY FAIRS 

HERE is a picture of the tent and exhibit staged by the Hudson- 
Phillips Motor Car Company of St. Louis, Mo., at the various 
country fairs that take place in their territory. 

The distributors work very closely with their dealers. 

The car is furnished by the distributor, as is also the tent, the 
signs, the furnishings and other details. A representative of the 
distributor accompanies the outfit. 

The tent, poles, flags and other paraphernalia are all packed in 
the exhibit car which is then driven to the next point where a fair 
is being held. 

On arrival the tent is unpacked and set up, the car is washed and 
polished, the tables are put in place and everything is ready for sales 
or demonstrations. 

Where opportunity offers the car is entered in competitive contests. 
Occasionally it takes a spin around the race track. Once or twice it 
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BANDIT HUNTING IN A HUDSON 

IN Texas, down by the Rio Grande," they are having an interesting 
time with irresponsible Mexican bandits. 

Recently a number of these desperados attempted to intimidate 
Uncle Sam by burning a bridge at Berrado, 12 miles above Browns- 
ville, Texas. 

Sheriff W. T. Vann of Cameron County, Texas, concluded to go 
after them. 

Quick transportation was needed if the posse was to save the 
bridge, and a trestle connected with it. In looking for the swiftest 
automobile he could get, the sheriff went at once to Wm. Steinhardt 
of the Crockett Automobile Company of San Antonio, Hudson dis- 
tributor for that district. 

B. H. Posey, Steinhardt's territory man, offered to drive a Hudson 
with the sheriff and a posse of Texas Rangers and deputies to the 
Berrado bridge. This was done, and they arrived at the bridge in 
time to save it from complete destruction. They also secured the 
dynamite which the bandits were preparing to use. 



MAYOR BRYAN OF LINCOLN IS 
ENTHUSIASTIC HUDSON OWNER 

MAYOR CHARLES W. BRYAN, of Lincoln, Nebraska is an 
ardent admirer of the Hudson. 

He is here shown at the wheel of his latest purchase. Beside 
him is his brother, ex-Secretary W. J. Bryan. Others in the car are 
Mrs. W. J. and Charles W. Bryan, Miss Louise Bryan and Miss Mar- 
shall, a relative of the family. 

Lincoln, Nebraska, like many 
other American cities has suffered 
from a lack of public spirit and 
leadership, and the general apathy 
of many of its citizens toward muni- 
cipal affairs. 

The city is under the commis- 
sion form of government. Last 
spring it became necessary to elect 
a new commissioner. No one had 
a definite program for the future 
welfare and advancement of the 
city. 

tinder these conditions Chas. 
W. Bryan announced a definite 
program and failing to secure the 
enlistment of a proper leader to 
carry out the plan he took up the task himself and entered the primary. 

He was elected to the City Commission by a large majority and 
was immediately chosen mayor of Lincoln. 

Immediately following his election he started the work of securing 
the reforms outlined in his platform. 

These are in brief: Dollar Gas, a Free Employment Bureau, a 
City Attorney whom laboring people can consult without pay; Work 
of Building Better Roads and Streets; Consolidation of several City 
Offices; Paving Bonds to be sold in Small Denominations to Lincoln 
people; City Market; Cheaper Water; Garbage Disposal Plant; 
Parks; Comfort Stations and other Meritorious Ideas. 

Mayor Bryan has invited the co-operation of Lincoln citizens in 
his plan and has asked those interested in the matter to write him at 
the City Hall giving their views in the matter. 



HOW SERVICE SELLS CARS 

MASON AMBLER of the Law Department of the Baltimore 
& Ohio Railroad Company of Parkersburg, W. Va., is an en- 
thusiastic Hudson owner. 
Recently it was found necessary to install some small repairs on 
his car, and this was promptly and efficiently done by the nearest 
Hudson Service Station. Mr. Ambler thereupon writes us as follows: 



"I highly appreciate your attention and service in this particular 
which is in keeping with my experience with the Hudson during the 
past five years. It has always given me pleasure to recommend your 
cars, and / have assisted in placing fifteen of them." 

Evidently prompt, cheerful, and satisfactory service is a pretty 
good advertising proposition. Here is an owner who has practically 
been a salesman for fifteen Hudsons. Nothing pays so well as good 
service and satisfied customers. 
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DID YOU BUY A 
CALCULAGRAPH? 

[N the May 15 issue of the 
Triangle "Dad" in one of 
his letters suggested that a 
Calculagraph would be an instru- 
ment of very much service in a 
dealer's shop and repair de- 
partment. 

Several dealers acting on the 
hint installed one of these 
machines. 

One of these dealers was at 
the factory recently. He told the 
editor of the Triangle that he 
did not know what the instru- 
ment was but he telegraphed to System, a Chicago technical 
magazine, and found out what it was and where he could get it. 
He then wired an order for one of the machines. 
He installed it in his repair shop and it saved 42} i hours' time 
that otherwise would have been lost on the very first day it was 
installed. Now he has applied it to a dozen departments in his 
business and says it is one of the biggest money-makers and time- 
savers that he ever came across. 

The Triangle would be exceedingly glad to know of any case 
where a dealer has installed this machine and would like to know 
his experience with it. Will those who have done so be kind enough 
to write a little note to the editor and tell him their experiences 
with the Calculagraph. 



A. L. Nelson, Hudson distributor at Erie, Pa., sold fifteen Hud- 
sons in the past two weeks. Mr. Nelson reports a great -demand for 
the Hudson and predicts it will be even greater next season. 



No business man in Atlanta, Ga., is more optimistic over the 
business outlook than is J. W. Goldsmith, Jr., who distributes Hud- 
sons to the people of Atlanta and the state of Georgia. 

"Our business in Hudsons has been so great that it has been hard 
to supply the demand," said Mr. Goldsmith. "This is true not only 
in Atlanta, but throughout the State. 
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My Dear Son: — 



September 25, 1915. 



To lay down for you — as you ask — a plan and schedule for the 
handling of service in the big and little towns of your territory is a 
job of some magnitude. I don't know that I can put it into words in 
a way that will perfectly meet the situation. But I will try to define 
it helpfully. 

Perhaps it would be well to state what service is as understood by 
the Hudson Motor Car Company, and its important distributors and 
dealers. 

Service is the maintaining of a Hudson car in good operative 
condition, and so perfectly satisfactory to its owner that he con- 
stantly will recommend the Hudson to other people. 

The company and the dealer are under certain service obligations 
to every owner of a Hudson car. They have so stated in advertise- 
ments, in catalogs, in letters, and by word of mouth. 

It makes no difference how the car was acquired by its owner, 
what price he paid for it, whether it was sold into the territory by 
another dealer, whether it is a late model or one of the earliest cars 
built by the company. The fact that it is a Hudson car and in the 
dealer's territory makes him responsible to the owner for certain 
duties to be performed for him and for his car. 

Some of these duties should be performed gratis, without charge, 
while for others the owner should pay a fair and reasonable price. 

Where to draw the dividing line between gratis service and pay 
service causes much discussion. 

In the larger cities and towns service is in some respects a simpler 
problem than in the smaller places, and in the strictly rural districts. 
The city man has less area to cover, distances are shorter, streets are 
usually smoothly paved, the character of service called for is different. 
The greasing and oiling of cars, the elimination of squeaks, the chang- 
ing of tires, the general tuning of the car comprise the greater part 
of the dealer's duties. City people demand that their cars run sweetly, 
noiselessly, and without care or trouble on their part. Owners who 
do not employ a driver want their cars greased, oiled, and tuned by 
the dealer. They have neither time nor inclination to do it them- 
selves. They do not want to know anything about the car, mechani- 
cally. All they ask is that it always shall be ready to run at its best. 

The city dealer does a large business. lie sells a goodly number 
of new cars. He makes a profit on accessories and on his parts and 
repairs. He has a shop force of a considerable number of men. These 
are specialists, experienced mechanics, able to do good work rapidly. 
He is in a position to give excellent service systematically, economi- 
cally, promptly. 

I have not space here to go into the question of a general guar- 
antee, replacements, repair of parts claimed to be defective, and 
matters of this kind. 

This is a whole subject in itself. As a rule there is less difficulty 
in this respect than there is as to the item of daily care and oversight 
of an owner's car. 

I will take the opportunity at some later date of discussing re- 
pairs and replacements. 

Today I want merely to suggest how an owner's car should be 
looked after in order to avoid the necessity for his personal attention 
to its greasing, oiling, tuning, and details of this kind. 

This properly conducted practically assures the buyer's satisfac- 
tion. It starts him out on the right track. It avoids dissatisfaction 
arising from early injury to a car from lack of knowledge on the 
owner's part. 

The inspection plan in general use is that owner's cars are regularly 
inspected either at their own garages, or at the dealer's service de- 
partment. The car is gone over, greased, oiled, adjusted, and tested. 
There is no charge for this except for the oil and grease used. 

Some dealers do this once a month for a year. Others make the 
free service period six months. Some have it ninety days. Some 
inspect every two weeks. Some every three weeks. A standard time 
and method is desirable. 



Owners should be notified by mail — a postal card is good — of the 
date of their service reservation. If their car is not brought in for 
inspection on the date set it is the owner's fault and he loses his 
inspection. His car must go over until the next date. Unless he 
cares to pay regular charges for the time spent in making a special 
inspection and lubrication. 

The dealer should know accurately just how much time is spent 
on each car, how long it takes to lubricate, to grind valves, to burn 
out carbon, to adjust tappets and other details. The free service 
should be separated from the pay service. He should be able to tell 
just how many hours of free service were given and at what cost. He 
also should know the same for the pay service. Many dealers use the 
calculagraph or other form of time stamp for recording and computing 
shop time. (This was mentioned once before in a previous letter.) 
Only in this way can a dealer know what his inspection service costs 
him, and how much time is needed by the average car and the average 
workman. 

A service wagon is quite necessary. Some dealers also have one 
or more motor cycles. Others claim that the small, light car is better 
than the two-wheeler. It is possible on a car to carry batteries, tools 
and other things that cannot be put on the motor cycle. I have 
seen some extremely handsome Hudson service wagons. It pays well 
to install one. As an advertisement alone the expense is justified. 
All vehicles should be snappy, distinctive, clean and neat. Drivers 
and operators should be in " Hudson" uniform. 

City service develops many calls of an almost trivial character. 
A car will not start. A puncture must be attended to. A lady driver 
cannot handle the top. Gasoline is exhausted. The battery has 
been run down through ignorance or inattention. The generator 
clutch sticks. A wire comes off its terminal. These little things, 
however, stop the car. They cause inconvenience and embarrassment. 
The owner demands that he have instant response to his telephone 
call. 

Sometimes a clever man on the telephone can develop the cause 
of the trouble and by a hint or two enable the owner to extricate him- 
self from the difficulty. But whatever the trouble the dealer must be 
prepared to give it immediate attention. This is really his great 
opportunity to prove that his car is the best one to buy. The owner 
who gets instant and courteous response to his S. O. S. signal will 
talk to all his friends about it. Shrewd dealers like to hear from 
owners in trouble. It is their golden opportunity to advertise. 

Every motor-car owner talks about his little annoyances and mis- 
haps. It is his constant theme of conversation. How he got stuck 
in the mud here, how he had a blow-out there, how T a puzzling knock 
developed in his car. If he can add to his story that the Hudson 
service fixed him up quickly and inexpensively he starts a word-of- 
mouth advertisement for the Hudson that, like the ripples from a 
stone thrown in a pool, never ceases widening. 

At the expiration of the free service period many dealers carry 
on the system on payment of a nominal sum per month by the car- 
owner. One dealer finds $4.00 a fair charge. His owners are glad to 
pay this small fee for the continuation of the plan. This dealer has 
over 100 owners now paying $4.00 a month each. It constitutes a 
nice little income each month. Of course when an owner buys a new 
Hudson he then begins again, for the stated period, on his free service. 
The service dates with the car not with the owner. 

In the next two succeeding letters I will go into the question of 
service in small towns and in rural districts. And also discuss the 
question of educating owners with a view to enabling them to care 
for their own cars and thus lessen dealer's work and expense. Dad. 



QPTIMISM is the knowing that all endeavor that has 
good for its ultimate will be realized. It is the sunshine 
of positive assurance. 



On the Plains. Water, Water, Everywhere 



The Peak Car Among the Peaks 
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COURAGE : THE SOLVER OF PROBLEMS 



TO dare is to win. 
Courage conquers almost all conditions. 
The will to go ahead, to face difficulties, to meet 
obstacles, to fight opposition — is a guarantee of victory. 
The easiest and simplest way out of a problem is 
straight through it. 

Every man can recall experiences when his way seemed 
dark and difficult. Yet when merely the courage to face 
the obstacle solved the problem. 

Practical 

This is by no means a "high-brow" essay. 

It is as intensely practical as is daylight. 

The application of the principle will prove its truth. 

You are where you are today because you had nerve, 
decision, assurance, 
i nit iat i ve . 

You can be what 
you wish to be to- 
morrow by continu- 
ing to exercise the 
same qualities. 

Many a well-off 
and well -satisfied 
Hudson dealer of 
today stood at the 
fork of the roads a 
few years ago. He is 
what he is because 
he had courage. 

The kind of prac- 
tical courage that 
enables a man to 
sink all other aims 
in his determina- 
tion to win along a 
certain line. 

The Davy Croc- 
kett kind of courage 
that goes ahead 
when the right road 
is found. 

Self-Renewing 

One need not 
have on hand at the start a supply of courage sufficient 
to last throughout the entire undertaking. 

Courage to take one step guarantees that the supply 
will renew itself in time to provide nerve for the second. 
And for the third. And the fourth. And the thousandth. 

Plan by all means. Don't step out blindly into dark- 
ness. Know what you want to do. Scrutinize the difficul- 
ties. Use a spy-glass in looking ahead. 

Application 

You — every-day, hard-headed, practical business man — 
who says he is "from Missouri," and has no psychology in 
him. Here is the "brass tacks" you ask for. 



You want to enlarge your business. You seek to do 
more than you did last year. You have the wish but fear 
the uncertainty and dread the undertaking. 

Survey your field. Determine how many cars you wish 
to sell next year. Analyze the possibilities of your territory 
from the Hudson standpoint. 

Select logical points for local dealers. Apportion the 
number of cars each should sell. 

Sum up your total. On the basis of past experience, and 
aided by the factory (ask for suggestions) compute your 
gross and net receipts, your overhead, your shop and 
service cost, your advertising. 

Lay out a plan for wholesale and retail handling. Deter- 
mine to sell a certain number of cars in each department. 
Decide on your plan for a sufficient selling force. 

Limit your ex- 
penditures for rent, 
power, light — gen- 
eral overhead. Be 
progressive, but 
prudent. Sanguine, 
but safe. 

See your banker. 
Your architect or 
landlord. 

Prepare a "bud- 
get" for the year 
ahead. Be liberal 
yet conservative in 
estimating expenses 
sufficiently high, 
but scan each item 
closely for un- 
necessary outlay. 

Act 

When your map 
and route is pre- 
pared— ACT. 

Don't become 
ossified through 
fear and doubt. 

Stefansson — the 

Artie explorer — has 

started, on foot, on 

a year's trip due north. He knows only a day or two ahead. 

He has courage. He has achieved success. 

You'll meet difficulties. There are obstacles. Certainly! 
But COURAGE to do, to begin, to act, to progress, will 
solve the problems. Will provide the nerve, the ability, the 
steam, to carry you over and past them. 

To ask is to get nine times in ten. Try it on your banker. 

You'll never get ahead unless you intelligently and 

courageously set about it. "Who asks timidly courts denial." 

You'll not double your last season's sales unless you 

decide to do it, plan to do it, prepare to do it. 

Your sales force cannot improve of itself. If you want 
good men you must seek them, and having found them must 

(Continued on next page) 




Stefansson travel** on foot. 

He expects to be Rone at least a year. 

— Daily Paper. 
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MAKING A CAMERA PAY 

THE Hulett-Law Motor Car Company, the Indianapolis Hudson 
distributor, has inaugurated a novel custom of keeping a photo- 
graphic record of all visiting Hudson owners. 

"We found," stated Mr. Hulett, "that the idea created a lot of 
interest on the part of the newspapers. Several photographs have been 
reproduced by the automobile publicity department in our local 
papers. This always makes a hit with the tourists and especially 
when we mail them a photograph at their next stop." 

"Usually a tourist's car is decorated with some sort of paraphernalia 
which gives the picture the 'touch of interest' needed to produce 
useful comment. 

"Besides obtaining free advertising by this method, says Mr. 
Hulett, "we establish ourselves and the Hudson firmly in the mind of 
prospects and Hudson owners. They never forget us." 

This photographic record system can be adopted to advantage by 
many other dealers. 

It becomes a profitable habit and eventually a decided increase in 
prospects and sales will be noticed. 

Mr. Hulett has made many friends in this manner and most of 
these friends make good prospects. Often there are those in the car 
who are on the verge of 
buying. This gives an 
opportunity to talk 
sales, sometimes close a 
sale on the spot. 

Get out your kodak 
and snap the next Hud- 
son tourists. This will 
8 tart your record and 
then it is up to you to 
develop this channel for 
increased sales. 

Another way of util- 
izing the camera is to 
prepare and mail souve- 
nir postal cards, made 
from "snaps". A deal- 
er may profitably use 
at least two cards each 
month for mailing to 
prospects. 



HUDSON SEALED RADIATOR TEST 

A REMARKABLE story of radiator and carburetor efficiency is 
told by A. H. Patterson, Hudson distributor at Stockton, 
California. 
Using the same Hudson with which he made the record run of 
10 days and 10 hours from Detroit to San Francisco, Mr. Patterson 
conducted a sealed radiator test. 

The radiator was filled and sealed at Stockton. 
There were four occupants in the car and all of them carried a 
fair amount of hand baggage. There also was camping and fishing 
paraphernalia. 

The route was from Stockton to Yosemite Valley via Tioga Ford 
to Summit. The altitude at this point was 10,000 feet. 

From there the way led to Mono Lake, Bridgeport, Antelope 
Valley, Carson Valley, Nevada, over Kingsbury Canyon graae, 
which is 7,500 feet high. 

From there the party drove to Lake Tahoe, then to Lake Valley 
and the summit of the Sierra Nevada Mountains, 76,00 feet in 
altitude. 

From thence they went to Placerville, Plymouth, Amado County, 
and home to Stockton. 

The entire distance 
was over 500 miles. 

The radiator seal was 
not disturbed. Not one 
drop of water was placed 
in tne car. 

No adjustment of 
any kind was made to 
the carburetor. 

This is only one of 
numerous instances 
demonstrating the abso- 
lute cooling efficiency of 
the Hudson radiator and 
the lack of necessity for 
adjustment of the Hud- 
son carburetor. 

File this in your 
note-book under data on 
cooling and carburet ion. 



Our stock of Triangle cuff 
links has been sold out. This 
novelty will be discontinued. 
It did not prove to be as val- 
uable or as profitable as some 
other articles in stock and we 
therefore have decided to con- 
fine our attention to the more 
effective and better-liked 
articles. Dealers will note, 
therefore, that there are no 
more of these in stock. 



L. E. Colgrove, Hudson 
distributor for Grand Rapids, 
Mich., has been chosen to head 
the committee for the seventh 
automobile show to be held 
in Grand Rapids. 



A. W. Nelke, Hudson dis- 
tributor at Lewistown, Me., 
writes the factory that he will 
exhibit the latest Hudson 
models at the Maine State 
Fair. 

It may be interesting to 
dealer and other stations to 
know that Michigan Licenses 
for the year of 1915 are now 
in excess of 107.000. Last 
year the total was about 67,- 
000, an increase of about 
40,000. The notable fact is 
that the proportionate in- 
crease of Hudson 8 is greater 
than the total increase, show- 
ing that in. its home state, the 
Hudson is a highly favored 
car. 



COURAGE: THE SOLVER OF PROBLEMS 

(Continued from page 1) 

intelligently educate and improve them. The principle 
works in every phase of your business. 

Think 

Use your gray matter. Think. 

There is a solution to every problem A way out of every 
difficulty. 

Nothing confronts you that has not been met by others. 



Says Guv L. Smith, Hud- 
son Distributor at Omaha. 
"If the Hudson wasn't a per- 
fect piece of machinery and 
t rec from flaws and never gave 
trouble, I would have a world 
of worry in my Service De- 

Sirtment. I have sold more 
udsons in Omaha than has 
a dealer in any other cars. 
My plan of service is so com- 
plete that unless the Hudson 
was a first class proposition 
in every respect, I would 
have my garage full of ailing 
machines all the time, but 
you never see one. The rea- 
son must be that the car is 
U. K. and stays O. K." 
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Every dealer who succeeded — and there are thousands 
of them — has faced the same difficulties that you see ahead. 

The things that terrify in the dark excite your laughter 
when daylight discloses them. 

Most of the things you worry over never happen. 

Realize that you can conquer everything if you face it. 

Work less and think more. Plan, and let others perform. 
Look high above the daily fogs and fussing. 

Above all HA VE COURAGE. 

He can who thinks he can. 
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Distributor is Responsible 

In the first place the distributor absolutely must realize his re- 
sponsibility for the service over his entire territory. A dealer whose 
retail place of business and head office, as it might be called, is in a 
city is too apt to think that his service obligation pertains only to his 
city and to city customers. The truth of it is that he is under just as 
many obligations to the owner in the most distant part of his territory 
as he is to the man who lives next door to him on the city street. 

True it is not necessary and it is not expected that he will use his 
city service organization to take care of his country buyers. He must, 
however, organize his dealers to whom he delegates the distribution 
of cars, so that they will furnish Hudson service to owners living in 
their territory. 

In practically every large distributing district there are local dealers 
under the distributor who are situated in towns of considerable size. 

Here, of course, practically the same system of service applies as 
is in use by the distributor in his home city. These large, local dealers 
have their organization for service, their shop outfit, their service 
wagons, their emergency motorcycles or smaller motor-cars, and in 
fact they have a duplicate on a smaller scale of the organization that 
the distributor has in his own city. 

Country Service Different 

However, in most of these towns owners will do more country 
driving, and it is therefore necessary that telephone calls from a 
distance of perhaps 50 miles, should have prompt attention. This 
requires the extension of service to cover road wagons or emergency 
vehicles that are prepared to go to a considerable distance. 

Some difference will be required in the equipment of these wagons. 
The city service man does not often have to haul a car out of a ditch. 
His service is largely along different lines. But the dealer who lives 
in a town of moderate size, where his owners do a good deal of country 
driving will find that every now and then he will have greater diffi- 
culties to contend with. His equipment must be of a kind that will 
render prompt and efficient service to cars that have been ditched, that 
have encountered serious obstacles on country roads, and occasions 
of this sort. 

This, however, is a matter of detail and every motor-car dealer 
knows what is required for emergency service of this kind. 

Rural Requirements 

Getting down now to the smaller places, little hamlets of three or 
four hundred people, where the sales of Hudson cars perhaps is made 
only through a resident dealer. He has no shop, no service equip- 
ment, and is not in a position to furnish the kind of service that is 
rendered even by the dealer in a town of a few thousand. Yet owners 
who live along the road, farmer owners and others, must be taken 
care of. 

The distributor is responsible to these owners just as he is respon- 
sible to other owners. It must be the distributor's care that they 
depend upon. It must be the distributor's authority over the territory 
and his power to properly organize it that insures that their cars are 
going to be kept in good operative condition. 

Bear in mind that my definition of service, while it undertakes 
the maintenance of the car, does not mean that the distributor or the 
dealer should have the obligation of the entire care of the car. 

His obligation rests along the line of education as well as it does 
physical maintenance. 

It is manifest that if an owner lives fifty or sixty miles from his 
nearest service station, as many of them do, that he must be prepared 
to give his own car more efficient attention than if he was living close 
to the service department of the distributor in the large city. There- 
fore, the first thing that the distributor and dealer should undertake 
is to see that every owner is thoroughly educated in respect of the care 
that is required to keep his car in good, operative condition. 

Particularly is this the case where the sale is made to a man who 



is living at some distance from the service station. 

Unusual pains should be taken to see that he thoroughly under- 
stands the importance of lubrication. Not only should he be provided 
with every instruction book that is published by the factory, but he 
should be shown how to use this information. 

Naturally this education will be given by the organization of the 
dealer who makes the sales, but he should get his system and his 
methods from the distributor. 

Distributor Must be Teacher 

In other words, the distributor must teach his entire dealer 
organization how to go about the education of the owner. 

This can best be done by the distributor holding regular meetings 
at frequent intervals of all his dealers, salesmen and service men. This 
in fact is a territorial convention. It usually is an easy matter as 
far as travel is concerned to gather together dealers, salesmen and 
service men at the distributor's headquarters. The distances in any 
territory are not large, and a few hours' travel is usually all that is 
required. It should be impressed upon his territorial representatives 
by every distributor that these meetings are important. Trivial excuses 
should not prevent attendance. 

These meetings should be conducted along the lines of the annual 
meetings of the Society of Automobile Engineers. Certain portions 
of the time should be devoted to salesmanship, others to shop work, 
others to service, others to the education of buyers. A competent 
man should conduct each subject. There then should be discussion 
and practical application. 

In this way every dealer in a distributor's territory, and every 
member of the organization of that dealer will become thoroughly 
familiar with the distributor's service system and the method of 
the education of an owner to look after his own car. There is nothing 
difficult about it, it only requires attention and application. 

The lubrication charts put out by the service department are 
perfectly clear, easily understood, and simple to follow. The instruc- 
tions as to the lubrication of the various portions of the car at intervals 
of a certain number of miles, are all set down so clearly that a child 
can follow them. 

This mileage system is a wonderful idea. It does away entirely 
with trying to remember the dates on which certain lubrications were 
made and it puts everything up to the speedometer as a measurer of 
the time and place at which lubrication should be given. 

Duty of Traveling Service Man 

The owner who has been thoroughly educated to the proper greas- 
ing and oiling of his car will have gone a long way towards keeping 
that car in first-class operative condition. Of course other difficulties 
will come up from time to time. These should be taken care of by 
the nearest dealer who is equipped to handle such demands. 

The distributor should exercise supervision over the entire system, 
having traveling service men whose duty it should be to travel through- 
out the territory constantly, keeping in touch with all dealers, instruct- 
ing them in their shop and service work and impressing upon them the 
necessity of being prepared to take care of all calls made upon them 
by owners living in their territory. 

It is the simplest thing in the world to divide a territory into dis- 
tricts. This is already done in the case of dealers who are selling cars 
under the distributor. In each of these instances the territory is 
finally subdivided into a section which is in the care of a dealer 
who should be equipped to look after all cars in that section. 

It has been urged that there are a number of small dealers selling 
only a few cars a year, who cannot afford to put in a shop, or a mechanic 
competent to handle Hudson service on the high grade which it is 
insisted upon shall be maintained. 

Where a distributor establishes a dealer of this character, it is 
evidently up to the distributor to see that the territory is handled from 
a service standpoint by a traveling service man. 

(Continued on page 4) 
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ILLUSTRATING THE MEANING OF SERVICE 
O 



NE Friday night a week or so ago there was a terrific wind and 
electrical storm in Detroit. All the poles on Kercheval avenue 
in the vicinity of the Hudson factory were blown down. 
These poles carried not only telephone and electric light wires, 



Hudson dealers are to be complimented on having, in numerous 
sections, equal efficiency for Hudson service. The Triangle knows 
of several dealers to whom an accident means a call for every available 
man. Something unusual is really welcomed by the service operators 

of these dealers. Thev delicht in 



LETTERS FROM A SUCCESSFUL MOTOR CAR DISTRIBUTOR TO HIS SON 

(Continued 

Everyone is familiar with t he method in vogue in the small-t own and 
country districts by which dentists, oculists and others make acertain 
route, stopping on certain dates at certain towns. Something of the same 
nature should be done by the traveling service man of the distributor. 

The town of Smithville, for instance, where there is a dealer who 
sells only ten cars a year and who has no well equipped shop should be 
visited by the traveling service man of the distributor, say once in 
two weeks, or oftener if the size of the town and the; number of cars 
sold demand it. 

On this occasion it should be his business to see and look after 
any owner who wants to call upon him for anything with reference 
to his car. This service man preferably should travel in a car, or at 
least he should have with him such a kit of tools and parts as would 
make it possible for him to take care of any ordinary adjustment. 



Instruction of Rural Owners 

This service man particularly should be an educator. 

Where for instance he finds that an owner comes to him say with 
battery trouble, he should so instruct that owner that a recurrence 
of the difficulty will not be possible. 

It may be that the owner has not properly understood or paid 
attention to the necessity of keeping his battery tested and filled with 
distilled water. A practical instruction on this point by the traveling 
service man will keep that owner's car in good condition thereafter. 

It may be that he has not properly attended to the lubrication of 
his rear axle, or the gauge on the oil reservoir in the base of the engine 
may not be in good working condition. In each of these instances 
it is an obligation on the distributor's traveling service man to see 
that the owner is properly instructed on these points. The car should, 
of course, be put in good condition and the owner should be shown 
how to keep it that way. 

Constant education along these lines will eliminate very much of 
the cost of service that is oftentimes complained of by distributors. 
The difficulty is lack of education more than anything else. 

Where an accident has occurred and important parts are wanted 
for the repair of the car, the owner should be thoroughly instructed 
and educated to the necessity of wiring to his dealer or distributor, 
telling them the exact nature of the difficulty and giving them such 
information as will enable the traveling service man to provide himself 
with the necessary repair parts on his next trip. 



from page 3) 

These trips of the traveling service man must not be at long in- 
tervals. They must be so close together that no owner in the entire 
territory should go more than a few days without his car being put 
in good shape. 

In extreme cases provision should be made for a special trip of a 
service man. Some distributors have a service man "at large" who is 
available for special trips and unusual occasions. 

Distributor to Have List of Owners 

The service department of every distributor should be so organized 
that in it he has a card file on which appears the name and geographical 
location of every Hudson car in his territory. 

On this card should be kept a notation of visits that are made to 
the owner by a traveling service man. 

There also should be kept on this card information relative to the 
local dealer in whose territory the owner is located, and the provision 
made by the local dealer for taking care of that particular owner. 

This may seem to some distributors to be an onerous task but it is 
very easily attended if it is properly installed and properly looked 
after. 

Where an owner has had no service calls of any sort for some time, 
a letter should be written to that owner asking for information as to 
the circumstances. 

It may be that he is irritated or annoyed at some occurrence that 
he criticises. Or it may be that his car is kept in such good condition 
by himself, that service by the distributor or dealer is not required. 

In any case he should be visited or written to so that the dis- 
tributor and the dealer will know positively that the owner is satisfied 
with the car and that it is in good running order. 

Only Skeleton of Service 

Of cours? I have not attempted to go into it in any detail, but 
you will understand how to buila on this skeleton a service organization 
and system that will unfailingly and continuously take care of every 
Hudson owner in your entire distributive territory. 

In my next letter I will have something more to say about the 
education of the owner and the value it has in reducing the service 
cost per car to the distributor and dealer. I think this is something 
that has not been given sufficient attention by many distributors and 
dealers. Dad. 
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THERE are times when success comes from simply 
"hanging on." 

If Aesop's dog had been wise enough merely to hang on 
to the good thing he had, until he got to the other side of the 
stream, he would have been a much better satisfied animal. 

Changing horses, or chunks of meat, or other things of 
value, while crossing a bridge is poor policy. 

When one gets a bull-dog- jaw hold on a good thing it is 
well worth while to hang on even under adverse conditions 
and in the face of glittering prospects offered by imitation 
lines. 

The dog might have been doing nothing while crossing 
the bad spot — except hanging on to a good thing. 

Yet his inaction, his using up of muscle force, his ap- 
parent loss of time, really was not loss at all. 

Every minute added to his hanging on ability was clear 
gain. 

If he had had sense enough to think more of what he had 



and less of what he thought he might have had he would 
have been a wiser and wealthier dog. 

He might profitably have employed his time by mental 
reflection on the juiciness of the meat he already possessed. 

He might have been working up a good appetite for the 
feast ahead. 

He might have been gritting his teeth, sharpening them, 
getting them into good cutting shape for enjoying his future 
meal. 

Instead of this he was looking outward, not inward. He 
was thinking of other chunks of meat that looked very 
juicy. 

He was figuring on a meal bigger than his mouth would 
hold. While at the same time — compared with other dogs — 
he was getting a good deal more than the average share. 

Aesop's fable is old, but it can be applied today in many 
directions. 

Ways of application may occur to you who read this. 
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Please Answer This Question 

Have you been reading the "Dad" letters? If so, what is your opinion of them? 
(If you don't think there is any value in them please say so. We want to know your real 
opinion. You can't hurt our feelings.) Would you like us to publish them all in a little 
book to be sent you FREE OF CHARGE, for distribution where they would do the 
most good ? Is there any question you would like discussed that has been overlooked? 

— Editor 
Use Post Card Enclosed 
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That may sound impossible to you. Most motor-car dealers con- 
sider service a very expensive thing. It is all pay out and nothing 
comes in. Yet, properly looked at service is not an expense, it is an 
investment. Many dealers find their receipts greater than their dis- 
bursements. 

You are a photographer. You know the advertisement that says 
"It's all in the lens." In service "It's all in the system." 

In other words, you can profitably spend some time figuring out 
the right system. It will pay you, or it will not pay you, according 
to how well, or how poorly you have planned it. 

I don't mean that every operation you do on the car will pay 
you a profit. Far from it. But I do mean that on the average, new 
cars and old cars, January to December, your "free service" depart- 
ment will pay you a profit. 

And I don't mean that you should consider part of it as advertising 
either. I mean that you can figure it on your books in dollars and 
cents. Lots of Hudson dealers do this. What one dealer has done 
another can do. 

Service is too important to be left entirely to a subordinate, how- 
ever excellent he may be. The "boss" must give it personal and 
constant attention. 

He should have on his desk every morning a detailed statement 
of every service operation of the previous day. This should include 
unfinished work and new work. This obviates the danger of an 
owner having a job in the house and of becoming dissatisfied without 
it becoming known to the head of the business. 

It also gives him instant warning of "kicks" and misunderstand- 
ings. It is easy to settle a difficulty while it is a few hours old. 
Difficult to do so when several weeks or months have passed. 

You are handling a car, the Hudson, that does not call for much 
expensive service. It is a car that is well-designed and well-built. 
If it is given half a chance it will almost take care of itself. 

If the car is properly lubricated and given halfway decent treat- 
ment, it will improve from day to day. A Hudson a year old is a 
better car than when it came from the factory. 

Lots of harm has been done by motor-car dealers and motor-car 
manufacturers who try to convince the buyer that their car needs no 
attention, that it will take care of itself. The sooner a dealer or dis- 
tributor unlearns this heresy the better off he will be. 

To sell a car properly means that the buyer must understand 
some of the commoner things about the car. He must realize that 
no machinery ever made will run without oil. He already knows 
that he must put gasoline in the tank and water in the radiator. 
Not so many know that they must keep the base of their engine 
properly supplied with oil and their grease cups full. Fewer still 
know that a storage battery needs water from time to time, and about 
one in a thousand knows that this water must be pure distilled water, 
and not water from the wayside ditch. 

There is a line of education for you to start on. 

See that every buyer gets a copy of the Hudson Hand Book, 
Owner's Bulletin, and Lubrication Chart. Have a man in your establish- 
ment, if the salesman cannot do it, who will take the new buyer and show 
him a few things about his car before he starts to run it. Tell him that 
you are going to look after the oiling and greasing of his car free of 
charge for a definite period. Impress upon him the fact, however, 
that you do not guarantee to do this, but you do guarantee to inspect 
the car and to tell him what is needed. He can attend to the actual 
oiling and greasing himself if he wishes to do so. 

An owner living in the country at a distance from the service 
station is apt to have more time than the city man. Most men in 
such positions are glad to look after their cars themselves. Many of 
them consider it fun to "putter" around with their car. To these 
men education is more vitally necessary than inspection periods. 

I know a dealer who has a series of letters, post cards and printed 
matter which he sends to new owners at frequent intervals for a 
certain stated period. These letters ask about the car, how they are 

Setting on with it, whether they have greased and oiled it lately, 
ow often they have lubricated the clutch, how often they put dope 



into their rear axle. Other questions of this sort are taken up. The 
idea is to keep the man's mind on the fact that he must give his car 
regular attention at regular points at stated intervals. 

The better a man knows his car and the more carefully he attends 
to such matters as have been mentioned, the less necessity there is 
for service and the less repair cost and difficulty there will be. 

Instructions also should be given in driving as a means of avoiding 
expense and trouble. The owner should not only be taught how to 
drive the car safely, but he should be given information as to the 
effect of wrong driving on cost of upkeep. 

The results of wrong handling of the car are not as apparent as 
lack of lubrication of course, but if, for instance, a clutch is periodic- 
ally misused, its life is much shortened and inevitably cost will occur 
in adjustment and possibly replacement at an early date. The owner 
will blame this on the car or on the dealer unless he has been properly 
educated in this respect. 

Regularity in the care of a car is of the utmost importance. This 
regularity should be guided by the speedometer rather than by the 
clock and the calendar. One car runs 100 miles in ten days and 
another car runs 1000 miles. It is evident that the two cars require 
different handling and different treatment. Therefore, show your 
dealers how they can show their owners that the speedometer is the 
clock for the automobile owner. 

Every distributor and dealer should make it a point to keep as 
close as possible to his owners. They should be encouraged to come 
into the dealer's place of business frequently His establishment 
should be in the nature of a club room or a club house for every owner 
in the locality. If he can have a place where they can sit around and 
chat with each other so much the better. All this encourages the 
spirit of fraternity, it forms a local "Hudson Club." It perpetuates 
Hudson ideas. Owners get a great deal of good by talking with each 
other and with the representatives of the dealer. 

In this way the dealer can be very sure that his owners are going 
to come to him should they experience any difficulty with their cars. 
They will not wait until it becomes serious, they will let him know 
at once. 

This of course can be worked very much better in a town or city 
than it can in the country. But even in a country place the owners 
should be encouraged to drop in at the dealer's place whenever they 
are in his vicinity. 

Where dealers have accessories to sell they find it profitable to 
encourage these frequent visits. Not every dealer sells accessories, 
yet in some instances it is a good plan. 

One dealer sells oil with the agreement that he will grind valves 
and burn out carbon free of charge for every owner who buys his oil 
from him. This encourages his owners to use a good grade of oil, 
and the profit on the oil more than pays the cost of burning carbon 
and grinding valves. 

Another dealer carries out the plan of making tire changes free 
of charge provided owners buy their tires and tubes from him. He 
also runs a small repair establishment. 

This all fits in with service and this is one of the ways a dealer 
can make his service department pay. 

I wish I had space to cover this more fully. This, however, will 
give you some ideas. 

The main point is to educate your owners to be self-supporting, 
to furnish their own service by avoiding service. In other words, the 
car properly cared for will not develop difficulty. 

Hudson service is famous the country over. I can, therefore, 
close by saying that if you get into any difficulty by not understanding 
just how service should be conducted refer it immediately to the 
factory service department. 

All these things I have told you are an old story to a good service 
man. They may be new, however, in their application. 

Lots of people know things that they do not apply. Merely'to 
remind them of it is a good thing. This may be true in your case. 

Dad. 
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PATTERSON OF COLLIERS' MAKES RECORD WITH HUDSON 



EC. PATTERSON, the millionaire amateur automobile owner 
# and driver, personally drove a Hudson with four passengers 
from Chicago to Minneapolis, via the Northern route, a distance 
of 502 miles, in 20 hours and 20 minutes. He returned via Cedar 
Rapids and Clinton, a distance of 565 miles, and made 
the return trip in 20 hours 
and 40 minutes. This is at an 
average speed of considerably 
over 27 miles per hour for the 
entire distance. Mr. Patter- 
son says the roads were as 
bad as can be imagined and 
that the Hudson performed 
as well as any car he has ever 
owned and that it went 
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through without a skip of the motor or an adjustment of any kind. 

"This," says Patterson, "is surely a remarkable performance. " 
Patterson is well known for his enthusiastic participation in all 

kinds of amateur motor-car sports. He is the backer of Ralph De 

Palma, a record winner on many of the world's most famous tracks. 

It was Mr. Patterson who re- 
cently made the record non- 
stop drive from Chicago to 
New York. He is an au- 
thority on motor-cars and 
motor-car performance, and 
his praise of the Hudson and 
the remarkable record that 
he made with it is therefore 
all the more interesting. 
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BIG FAMILY GOSSIP 




A. W. Welke, Hudson distributor at Lewistown, 
Maine, will exhibit the latest Hudson models at the 
Maine State Fair. 

F. M. Busby, sales manager of the Louis Geyler 
Company, Hudson distributors in Chicago, reports the 
largest business week the company ever has had. 

Orrie Holland, leading man with the Forsberg 
Company now playing at the Park Place Theatre in 
Newark, N. J., purchased a Hudson Cabriolet from the 
Foley Motor Car Company, Hudson distributors for 
that territory. 

A Hudson driven by Lynn Sams, of Clarion, won the 
one-mile stock car race at the Clarion Motor Races, 
September 9th. There were seven contestants. The 
race was run on a one-half mile track. Hudson's time 
for the mile was 1.36^ from a standing start. 

Robert W. Powers, distributor of Hudson motor cars 
in Providence, R. I., will erect a building 110 feet long 
adjacent to the quarters now occupied by the Hudson 
on Broad Street. 

H. D. Fuller, of Oakland, has the agency for the 
Hudson Motor Cars in Eureka, California. His sales- 
room will open immediately upon the arrival of his first 
shipment of Hudsons. He has arranged for a display 
of the latest models at the coming Ferndale fair. 



A Hudson owned by. Horace L. Stevenson, Wash- 
ington, D. C, was the first automobile to enter Yellow- 
stone National Park from the eastern entrance. The 
gateB to the great national park were opened to the 
motoring public for the first time by the Government 
on August 1. 

Indiana has bought 24,000 more automobiles in the 
first nine months of 19 15 than during the entire year of 
1914. There will be 100,000 automobiles in Indiana 
by January 1, 1910; the state license registration shows 
90,809 automobiles to September 1, 1915. 



Louis Geyler, of the company bearing his name, 
Chicago distributor for Hudsons, and Mrs. Geyler, 
have returned from a six weeks' western trip. Sales 
Manager F. M. Busby showed him the sales sheets for 
the period Mr. Geyler had been away and the record 
was so big that the veteran dealer said he might try 
going away again. 

Not a foot of space for exposition purposes remains 
to be sold in the automobile building at the Wichita, 
Kansas, fair and exposition. The Hudson Sales Com- 
pany, Hudson distributors for Wichita, has contracted 
for 480 feet of space to display the latest Hudson cars. 



H. A. Gabel, distributor of Hudson cars at Rockford, 
Illinois, has placed competent salesmen at the Hudson 
booth, at the Rockford Motor Car Fair, to sell the cars 
and explain the mechanical structure to the inquisitive. 
An orchestra plays an accompaniment to the low per- 
suasive tones the salesmen employ to induce a live 
prospect to sign an order blank. The exhibit is under 
a huge canvas tent covering the new shiny Hudson 
models. 

Miss Mary Lou Hinton, aged 21, daughter of R. R. 
Hinton, a wealthy stockman of Shanike, is the first 
woman to make a trip from Hood River to Cloud Cap 
Inn in an auto. Miss Hinton drove a Hudson. 

? IS 

The Hudson-Phillips Motor Car Company, distrib- 
utors at St. Louis, Mo., have appointed Lyman T. 
Yancey as manager of the service department of the 
Columbia, Mo., branch. Mr. Yancey is well known 
in the mechanical end of the automobile business, is 
thoroughly posted on the quality and necessities of 
Hudson service, and should be a valuable acquisition 
to Hudson owners in and around Columbia. 

? * 

W. A. McKennon, of the Harold L. Arnold territory, 
completed a trip through the National Parks of Cali- 
fornia. McKennon states that he used in his several 
hundred miles of mountain driving less than one quart 
of water and this he attributed to the perfect cooling 
system of the Hudson. 



Shipments of automobiles during the last month of 
August were almost double that of the same month in 
1914, according to the report presented by the Traffic 
Committee of the directors' meeting of the National 
Automobile Chamber of Commerce. The figures were 
15,141 carloads for last month as compared with 8.352 
in August of last year. Of course, this included a good 
percentage of Hudsons. 

"Jack" Phillips, of the Hudson-Phillips Motor Car 
Company, 2315 Locust Street, Hudson distributors in 
St. Louis, Mo., has just received a record of the auto- 
mobile department of the secretary of the state of 
Missouri showing that during August 329 motor 
vehicles were licensed to run in St. Louis. Forty-eight 
different makes of cars are in present use in St. Louis. 
Out of 329 automobiles the Hudson occupies a good 
percentage. 

"In the matter of conducting auto business in the 
various cities," states Mr. Geyler, "I studied conditions 
and do not see that they have anything on our plan 
here. If I could wish to leave Chicago, I would like to 
take a whirl at the merchandising of Hudson cars in 
the West. All our dealers appeared to be prosperous 
and satisfied. 

The Standard Motor Car Company, Hudson distrib- 
utors at Canton, Ohio, has purchased the Stark Auto 
Garage, 1203 Tuscarawas Street, and will operate it as 
a branch of its present salesroom and service station. 
This additional building will be utilised as a sales room 
and for the overhauling, repairing and storing of auto- 
mobiles, with improved service to Hudson owners and 
all patrons. 



Thomas H. Phillips, general manager of the El Paso 
& Southwestern Railroad, was presented with a Hudson 
Touring Sedan at Los Angeles, California. Mr. 
Phillips stepped from his private car upon arriving at 
the Southern Pacific station, in Los Angeles, supposing 
he would take the motor bus to his hotel. Friends led 
him to a car nearby and after seating him comfortably 
in the tonneau, told Mr. Phillips that this car was a gift 
to him from the employes of his office at El Paso, a 
letter of presentation then following. Harold L. 
Arnold, Hudson distributor for Southern California, 
who closed the sale by wire, states that he received the 
assurance from Mr. Phillips that the Hudson Touring 
Sedan was an ideal car and just what he wanted. 



— 4 — 



Digitized by VjiJOy LC 



VOLUME V. 



DETROIT. MICHIGAN. OCTOBER 16. 1915. 



NUM&ER 16 



"Trained -for SxicceSS^ 



NAPOLEON said, "God is on the side of the heaviest 
battalions.' ' 

The trained man wins every time over the un- 
trained man. 

A* football team that has been put through the proper 
course of discipline and preparation, runs through the 
opposing crowd like a prairie fire through the dry grass. 

In the European war the Allies have had an uphill fight 
because they are opposed to a better trained and better 
prepared enemy. 

Until they get their men and munitions into as good 
condition as their opponents, they will continue to have a 
stiff problem to face. 

Trained Men Win 

This by way of introduction to the statement that the 
motor-car dealer who trains and prepares for the season's 
business inevitably wins more than the untrained and un- 
prepared man. 

This proposition is so self-evident that it should hardly 
require to be stated. Yet strange though it may seem there 
are scores and hundreds of Hudson dealers who fail to 
grasp its significance or its importance. They drift along 
from day to day in an aimless sort of fashion, depending 
on the day to bring forth its tasks and its rewards. 

Big Men Are Well Prepared 

The biggest men of course are well prepared, well trained 
and amply able to take care of everything that comes up. 

This little essay is not intended for them. No criticism 
can be made on their methods or their merchandising. They 
are big because of this fact. Their appreciation of training, 
education and system is what has made them big. 

There are big things ahead for Hudson dealers. 

There are better days and better profits than ever yet 
have been enjoyed. 



Dealer Has Obligation 
But this very fact carries with it an obligation. 



That 



obligation is that the dealer must live up to his opportunity. 



He can only do it by preparing for it and by training 
for it. 

Not only must he train his salesmen, his shop force, but 
he must train himself. 

He must train himself to be an executive. He must 
train himself to be a general. He must plan, he must 
systematize, he must organize. 

It is perhaps unnecessary to go over again the many 
details connected with this systematizing and organizing. 
We have preached this gospel in the Triangle persistently. 

Lack of Application 

Every dealer knows what he should do. The difficulty 
is not ignorance, it is lack of application. 

If every Hudson dealer were to apply in his daily 
practice the information that he already has, and do the 
things that he knows should be done, miracles would be 
worked in the organization. 

Training counts for more perhaps than natural ability. 

It is a case of the hare and the tortoise in everyday life. 
The hare is the genius, the man of talent, the man of 
opportunity, but who fails to apply his ability. 

Why the Tortoise Won 

The tortoise who won the race was the plodder, the 
trained athlete, the persistent worker. 

The tortoise won because he had one idea in his head, 
one plan, one method, and he applied it persistently, steadily 
and successfully. 

Every dealer has sufficient ability, has abundant oppor- 
tunity, has ample breadth of goal. It is up to him and him 
alone whether he realizes on those opportunities. 

Factory Glad to Help 

We will undertake to make suggestions as to the hand- 
ling of retail or wholesale business, as to buildings, as to 
garages, as to service requirements and equipment. 

We will not undertake to solve every problem, but we 
are only too happy and willing to put our facilities and our 
knowledge at the call of any dealer. 
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THE FIELD OF ACTION 




"TO ALL MEMBERS OF THE HUDSON BIG FAMILY" 



THE "Big Family Gossip" section of the Triangle is with us 
again. Every Hudsonian can be mentioned in this section of 
the Triangle. Items for the "Gossip" column will be many, 
short, and to the point. Little remarks, chats at random, bits of 
conversation — you know what makes "good stuff in print." 

To make these items authentic, timely, snappy and personal, the 
"Big Family" has decided to appoint you a "Gossip" Reporter. You 
know your territory and what happens, because you are there. The 
rest of us are interested in your organization, your men and your 



doings. The "Gossip" columns are to be your medium for repre- 
sentation. It is up to you to see that you are represented. 

Read the "Gossip." Study the contents. This will familiarize 
you with the style of material we expect you to send us. 

Give us your co-operation. Get your territory into this section as 
much as possible. The advantage is mutual. Jot down the items 
that you feel are worth inserting in the "Gossip" section. Mail them 
"Attention Gossip Editor" and start today. 

We will mail you a postal card noting every time you are mentioned 
in the "Gossip" column. 



Wichita, Kans., now boasts of a new police patrol, 
"Black Sara," and it is a Hudson. The new police 
car has a maximum of 05 miles an hour. The design 
is similar to the patrols of most large cities. It carries 
twelve persons. The big Hudson patrol was given the 
odd name of "Black Sara" according to an old police 
custom ot naming the patrol after the first woman to 
ride in the car. Sara Walden, a colored woman about 
82 years of age, is an old Kentucky plantation worker. 
On the afternoon of the official try-out of the new 
Hudson patrol a call was received at the station that 
the old colored woman had fainted on a public thorough- 
fare. The chief suggested sending the new patrol in 
response to this call, this being a good chance to obtain 
a name for the car, hence the name, "Black Sara." 



Mrs. J. F. Lilley, Oakland, Cal., who bears the dis- 
tinction of being the first woman to drive an automobile 
in the United States, is now the happy possessor of a 
Hudson Cabriolet. Knowing motors more thoroughly 
than the average woman, the task of selecting a car 
was a difficult one, because of the high character of 
many of the present made cars. Mrs. Lilley's choice 
of a Hudson carries its own argument. The H- O. 
Harrison Company, distributors in Okaland, Cal., closed 
the sale. 

"In speaking about the automobile business in 
general,' states Mr. Knox, Hudson distributor in 
Hartford, Conn., "it wearies me to hear auto salesmen 
forever talk about the 'business man.' While the busi- 
ness men, and men of professional pursuits, are known 
as owners of automobiles there are many cars sold to 
the farming class. The farmer, perhaps more than 
anybody else, has greatly profited by the European 
war conditions and, with doubled receipts for produce, 
etc., will be found buying automobiles in quantity and 
quality, hardly equalled by any other defined class." 

Major .1. A. Shipton, of the Highlands Apartment, 
purchased a Hudson from the Semmes Motor Com- 
pany, Hudson distributors in the Capital. This is a 
good addition to their list of officials owning Hudsons. 



"You can't make the water in the radiator of a 
Hudson boil," says F. J. McDonald, of the Durand- 
Twitchell Company, Hudson distributors in Spokane, 
Wash., after a trip through the Palouse and I^ewiston 
territory. "I made the run to Pullman, a distance of 
85 miles, in two hours and 50 minutes and pulled into 
Lewiston, 120 miles from Spokane, in 4 hours and 5 
minutes. My average was almost 30 miles an hour, 
and two hours faster than the train makes the run." 
On his trip McDonald closed a 10-car contract with 
Baegent & Morrill, of Colfax. Sort of a record both 
ways for McDonald. 

William H. Seymour, of the Hudson agency, St. 
Joseph, Mo., in a Hudson completed his trip over the 
Platte Purchase Route. The road was in fair condition 
as far as Parkville, Seymour said, but from Parkvillc to 
Kansas City it was very bad, and on the return trip 
he went around by Smithville and back to the Platte 
Purchase at Platte City. 

J. B. Hulett gives information that the Hulett-Law 
Motor Car Company, Hudson distributors in the 
"Hoosier" territory, will erect a large service building 
adjacent to their present salesroom. Their present 
force of travelers will be retained during the entire 
winter, and about January 1st will be doubled. 

? ? 

The International Wheat Show will be held October 
4 to 14, in Wichita, Kansas. The Hudson Sales Com- 

fmny, distributors in Wichita, will display a complete 
ine of 1916 Hudson open and enclosed cars. The man- 
agement of the fair association predicts the coming 
event to be the best yet in the history of fairs in 
Wichita. 

To all those who have in their possession a folder 
entitled, "Hudson Dealers' Advertising Aids," please 
note that the Triangle Cuff Links listed at 45 cents per 
pair, the Scarf Pins listed at 25 cents each, and the 
Fraternity Pin listed at 25 cents each, are discontinued. 
The new Lapel Chain is gold filled instead of gold plated 
as listed. The price is increased from 50 cents to 60 
cents each. 



Twelve Detroit manufacturers in the automobile, 
motor truck and accessory and parts field, are making 
additions to their plants which, when completed, will 
provide a total of nearly 1,000,000 square feet of 
additional floor space. Over $5,000,000 is being spent 
in these additions. The Hudson Motor Car Company 
is more than doing its share for Greater Detroit with 
an estimated expenditure of nearly $1,500,000 — over 
one-fifth of the total amount. 

? ? 

Senator Fred M. Hudson, who is a candidate for 
Governor for the State of Florida, has bought an elegant 
new Hudson from the Tallahassee agency, Florida. 
Senator Hudson, accompanied by Mrs. Hudson and 
son, James, will prosecute his campaign throughout 
the State of Florida in his Hudson. 

Driving a Hudson, W. J. Byrne, of Portland. Ore., 
smashed all records for the Portland-Tillamook run. 
when he hung up four hours and forty minutes as his 
time for the 115 miles. Not only did he demolish 
existing auto records, but he clipped 18 minutes from 
the regular train schedule. 

L. A. Woodland, of the sales staff of the Lambert 
Automobile Company, Hudson distributors in Balti- 
more, Md., has just returned home from a pleasant 
motor trip to Atlantic City. 

The H. & S. Auto Company, distributors in Spring- 
field, Ohio, report a sale of a Hudson Cabriolet to Dr. 
J. H. Poulton. This is the only Cabriolet of its kind 
in the citv. 



Hudson Announcement of Policjr 



THE Hudson car will use a six-cylinder motor 
exclusively in all future models planned by 
this Company. 
Our refinement and development of the six- 
cylinder type of motor leads us to believe it sur- 
passes in simplicity, low cost of upkeep, perform- 
ance and general adaptability any other type 
so far developed for use in pleasure vehicles. 

We have built every type of motor — from one 
to twelve cylinders. The recognized ability of our 
Engineering Department insured that these motors 



would be the best of their kind in the present state 
of motor development. 

The result of this research convinced us more 
firmly than ever before of the absolute supremacy 
of the Hudson six-cylinder motor. 

It is, therefore, more than pleasing to us to an- 
nounce the continuation of the consistent policy 
which has marked our progress and advise Hudson 
buyers, both past and future, that they are securing 
the best engineering development that the industry 
offers. 
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October 10, 1915. 
My Dear Son: 

Bigness is not the result of accident. A motor-car dealer cannot 
drift along in a happy-go-lucky kind of a style from day to day and 
ever amount to much. Taking things as they come to you will never 
make you big. 

Little men and limited dealers are little and limited because they 
think small. There is more in mental attitude than most people dream 
of. "As a man thinketh that is he," is absolutely and practically true. 

You often have heard it said that there are few people who can 
think in more than three figures. Just as soon as a man begins to get 
into four figures and higher, he is beyond his thinking step. 

It is quite true that there must be the capacity for growth. The 
man who aims high must have the necessary ability and qualifications 
to climb high. But in most instances there is plenty of brains and 
plenty of ability. The difficulty seems to be that the man lacks the 
mental stimulus needed to drive the idle machinery. 

You may fill a mill or factory as full of machinery as it will hold, 
but if an electric current is not turned on to start it, it is worse than 
useless — power unused is no power at all. Ability unused might just 
as well have no existence. 

This idea can be practically applied by a distributor or by his 
smallest dealer. Of course the dealer in a village of four or five hundred 
can never have as big a business as the man who is in a town of four 
or five thousand. Nor can the man in the small town ever hope to 
have as big a business as the big distributor in a metropolis. 

Nevertheless, the man in the small town may grow into the bigger 
town, and from there he may enlarge just as far as his mental capacity 
and ability will take him. 

The road is wide for every man who wants to travel. But if one 
of your dealers in a town of four or five thousand is satisfied to sell, 
say forty or fifty cars in a year and has no ambition to grow beyond 
that, then he will stay right at that spot. 

I figured out the other day just for my own interest what your 
distributing territory should absorb. It looks to me as though you 
should do a thousand car business next year. Probably you will think 
that I have set this about 50% too high. This is iust exactly what I 
have in mind. If you think 500 you will probably sell somewhere 
near 500. If you only think 500 you will never reach 1,000. 

But if you think 1,000 the 500-mark will be easy and there will be 
every incentive to push it far beyond until you approximate, if not 
actually reach, your full 1,000 allotment. 

Nor is it necessary to build a machine to handle 1,000 cars and 
have half of its power wasted. There is always surplus ability in 
every organization. The thing to do is to so plan and systematize 
vour organization both in your own town and in your territory, that 
it can be automatically expanded as necessity requires. 

A good many people think this is a difficult thing to do. In reality 
it is quite simple. 

It must always be borne in mind by the distributor that he is a 
partner of the factory. The fact that he has accepted a business 
connection with them carries with it certain obligations. A partner 
is not permitted to do just exactly as he pleases. He should have 
some consideration for the aims and ideas of his partner. 

A motor-car manufacturer, in order to maintain his position and 
develop his business, necessarily wants to see an increase from year 
to year. To stand still is to retrograde. It is almost as bad as to 
actually go backwards in volume of business. 

As the motor-car business is constituted today, a car such as the 
Hudson must maintain its position amongst the big sellers. It must 
constantly increase its range of business and its output. 

A partner of the Hudson factory must work along the same lines. 



His endeavor must be always to increase his business, to extend his 
range of deliveries. 

The man who sits down and says, "I am satisfied with a 500-car 
business," when his territory is capable of producing a 1,000-car 
business, is robbing the manufacturer of the sale of 500 cars a year. 

This aspect of the situation does not always appeal to a dealer. 
He looks upon himself more as a retailer. He says "I buy my cars from 
the factory and I can sell as many or as few as I please/' 

This is an absolutely incorrect view of the situation. The biggest 
thing that a dealer buys from the factory is not the cars, it is the 
right to sell the Hudson in a certain specified territory. That right is 
bigger by far then the volume of cars he sells there. 

The franchise is the valuable thing. 

It is not the same as though a dealer could go into a wholesale 
store and buy a certain number of articles or a certain quantity of 
goods and then sell them when, where and how he pleased. That is 
an entirely different affair. 

There have been used on occasions illustrations of various kinds 
of business when speaking of the motor-car business. But these illus- 
trations do not always work out in practice. The motor-car business 
is a business by itself. It is unique, distinctive. There never has been 
anything like it before. Rules and principles that apply to other 
businesses will not work at all in connection with the motor-car business. 

Bear this in mind, therefore, very strongly and impress it upon 
your dealers that the franchise, or the right to sell the Hudson car is 
the biggest thing the dealer has. 

Therefore, as he is a partner with the factory he must work along 
factory lines. 

If his territory is a 1,000-car territory, he robs the factory of every 
car he sells less than his full 1,000 quota. 

Nor can he complain if, when he wishes to sit down with ease 
and contentment to sell only 500 cars, the factory sales department 
says to him, "We are not satisfied with the way you handle this 
territory, therefore we will take it from you and give it to someone 
else." 

The man may say, "I am making all the money I care for." But 
that is not the point. He is to make money for the factory as well as 
for himself. 

In fact, he does not make money only for himself, he must make 
money for his partner as well. 

The dealer who does not live up to the possibilities of his territory, 
and the obligation that the Hudson franchise carries with it, cannot 
complain if the factory forms a partnership with some more progressive 
man who mill sell more cars. 

I want you to look at this from this standpoint, both because it 
is for your own good, and because it is the right and the proper stand- 
point to look at it from. 

The bigger you grow the more money you will make. It is useless 
for any man to say that he is satisfied with a $10,000 or $15,000 or 
$20,000 profit when he might just as easily have double that amount. 
It is human nature to want all the profit that can be had. 

If a dealer who has the possibility of 1 ,000 cars says that he wants 
to handle only a 500-car business, he merely states that he is lazy and 
does not care to exercise sufficient energy to measure up to his possi- 
bilities. 

The message of this letter in brief — is to think in big figures, to 
realize that you are a partner with a growing and progressive concern, 
to understand that your contract carries with it certain obligations 
that you cannot abrogate of your own volition, and to bear in mind 
that the veto power lies with your partner. If you do not make 
money for him, he may look for someone else who can. This may be 
putting it rudely but it is a fact that is just as well for you to keep 
prominently before you. 

Dad. 




HUDSON CARRIES AWAY HONORS 
AT LINCOLN COUNTY FAIR 

LT. HUDSON, of the Hudson-Phillips Motor Car Company, 
# Hudson distributors in St. Louis, returned from the Lincoln 
County Fair at Troy, Mo., with a blue ribbon, the first-prize 
emblem awarded to the Hudson as the result of exceptional work in 
automobile contests on the track at the Fair. These contests in- 
cluded, besides the usual obstacle race, in which the driver had to 
steer his way through a forest of barrels without overturning any, one 
in which the driver was required to hold his car, moving at forty miles 
an hour, for 100 yards to a track made up of two boards each 10 
inches wide. In one unusual race the cars were required to run 
forward 30 yards and then without turning back to the starting and 
finish line. 

"It is seldom," states L. T. Hudson, "that the Hudson is required 
to compete in 'freak' contests, but due to the easy control and quick 
accessibility to operating levers, no difficulty was encountered in 
capturing the 'blue ribbon' against other contestants, which were 
cars of the best manufacturers." 



NEW JERSEY OWNERS BOOST FOR 
UNIVERSAL ROAD LAWS 

THE Lincoln Highway traverses the entire United States, yet 
owing to state laws and local regulations of the 400 towns 
through which the highway passes, no one driving a motor-car 
can go 25 miles in any one direction under the same legal requirements. 
This is a hardship on motorists who are touring. New Jersey has 
undertaken to rectify this condition. A committee appointed by the 
Governor has drafted a traffic act abolishing local ordinances and pro- 
viding rules for country and city driving. Other States are becoming 
interested. There is nothing untried or revolutionary in the proposed 
act. It will serve as a model to other States. Those interested in 
automobiles, both dealers and owners, should do all they can to carry 
forward this movement for a unification of road laws and touring 
requirements. 

If you aell a car on Monday follow up your hunch and tee if you can 't 
•ell one on Tueeday. If you do, that'* your week. Follow your hunch. 



YOUR TERRITORY IS YOUR FARM 

A SUCCESSFUL Hudson dealer is fond of talking about his terri- 
tory as his farm. And he sees that it gets attention every month 
of the year. He looks up every prospect, nurses him along, 
makes a friend of him and then usually sees his work bring results in 
the sale of a car. He does all the plowing, sows the seeds and reaps 
the harvest of dollars. 

"You can't sit in your office nowadays and sell cars," writes this 
dealer. "You've got to go out and get them. The farmer who takes 
things easy has the poorest crops." 



CALL IT THE "ALL-SEASONS" CAR 

IT is advisable that in speaking of the Touring Sedan dealers and 
salesmen should refer to it as the "All Seasons Car" rather than 
to call it the "Summer and Winter" car, "All the Year Around 
Car" or other names of this kind. To standardize the selling talk 
on this and other cars is a strong point. We find that the expression 
"All Seasons Car" is more valuable in many ways than others that 
are mentioned and it is therefore suggested and requested that 
dealers and salesmen should adhere to this descriptive term in speak- 
ing of the Touring Sedan. 



OUT OF KIND 
THOUGHTS, 
CRYSTALIZED 
INTO COURTEOUS 
ACTS, ARE DOL- 
LARS FORMED. 



A Hudson driven by Lynn 
Sams, of Clarion, Iowa, won the 
one-mile stock car race at the 
Clarion motor races September 9. 
There were 7 contestants. The 
race was run on a one-half mile 
track. Hudson's time for the 
mile was 1.365 minutes from a 
standing start. 
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I WHO WAS THE BETTER I 
| SALESMAN ? 

| " VX7ANT to look at the motor?" | 

1 * * said a salesman. "No," re- f 

| plied the prospect, "the Hudson I 

I Company knows more about 1 

1 making motors than I do." I 

I The car was sold without raising the hood. 1 
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BUSINESS IS HU- 
MAN SERVICE. 
THE GREATEST 
MERCHANT IS THE 
MAN WHO SERVES 
BEST. 



The Hudson Automobile 
Company, Hudson distributors 
at Enid, Oklahoma, have become 
installed in new quarters in the 
Gannon Building on North Inde- 
pendence Avenue. The show 
rooms are the finest automobile 
headquarters in the city. Expert 
service men keep all Hudson cars 
it perfect condition. 



THE READY SMILE 

THE position of Mr. Arthur Turner ex- 
presses the utmost confidence. 

He is known as "the man with a 
smile." 

He distributes Hudson cars in the state of 
Victoria in Australia. 

At one time he was champion bicycle rider 
of Australia. Now his friends 
say he is champion salesman. 

Not many prospects get away 
when Arthur Turner comes in sight . 

Personality is a strong asset. 
It should be cultivated by every 
salesman. All perhaps cannot be 
so imposing or so highly favored 
by nature as is Mr. Turner. Yet 
Napoleon was a small man. 

The ready smile, the absolute 
familiarity with the car, the power 
that comes from study and thought, 
these are the things that make 
salesmen invincible. 



Bert Leslie, of the H. L. Arnold organi- 
zation, distributors in the "Golden West," 
drove his Hudson over 1.000 miles of 
Arizona mountain and desert roads on 
his recent pleasure trip. The Hudson 
negotiated the steep climbs and rough 
roads with little effort and without 
stopping for additional water in the 
radiator. Arthur Turner 



DONT START SOMETHING 
AND TRUST TO LUCK TO 
KEEP IT GOING. THE 
THING SPECIALLY PROMISED 
NEEDS WATCHING.. 



EVERYBODY 

WANTS ONE 

Everybody wants an 
automobile. In these 
prosperous days the 
man who hasn't a cent 
one day may make 
$5,000 the next in sell- 
ing a piece of real es- 
tate. 

The wise dealer is 
the one who makes it a 
point to have a wide 
acquaintance so that 
when some one does 
have a windfall like 
this he's right on hand 
to hint Hudson to him. 



r 



RADIATES OPTIMISM 

rT requires no second glance at the photo- 
graph at the left to know that F. S. Albert- 
son, General Manager for distributor H. L. 
Arnold at Los Angeles, California is an op- 
timist of the worst type. 

Hopefulness and good cheer stick out all 
over him. 

It is just about as iimoossible to 
discourage Albert son as it is to roll 
back the Pacific Ocean that washes 
along one side of his territory. 

Albert son is a big man, physic- 
ally and mentally, but the part he 
uses most in getting business for 
the Hudson is his head. He is a 
quick thinker and quick actor. 

His record at Long Beach, 
(which is another story, and which 
we hope to tell some day soon), 
shows that he can rise to an emer- 
gency with startling suddenness. 
Having risen he proceeds to domi- 
nate the situation. 

He is loved by his friends and 
hated by his enemies; which is 
about as good a tribute as a man 
can have. 

We commend to downhearted 
dealers and salesmen a study of 
Mr. Albertson's sunny features. 
s. Albertson It may do them good. 
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He sells Hudsons on Hudson prestige, optimistic talk, 
warm smiles and real handclasps. He has the confidence 
of his community. Everybody looks on him as a big man. 

Ceres Hid Her Smile 

For the past four or five years his section experienced 
poor crops. Everything there depends on the generosity 
of the soil. Poor crops, poor times. The farmers began 
to believe that Ceres never would smile on them again. 
Every one was down-hearted. 

That is every one except this Hudson distributor. 
He delved into a book of quotations. He recalled the 
cheerful sayings he had heard when a boy. To every one 
who talked pessimistically he replied with one of his sun- 
shine sayings. He shot a smile along with it. 

He Talked "Good Times" 

He not only talked good times, he acted good times. 
His personality radiated cheerfulness. He wore his hat 
at a jaunty angle. Prosperity was written all over his 
clothing. 

And in this ocean of gloom he sold Hudsons. He sold 
enough to make a handsome profit. He watched the 
newspapers. He clipped out all the little items indicating 
improvement. If none appeared locally, he sent for New- 
York and financial papers. He had himself interviewed on 
business conditions. 

Always Saw Silver Lining 

He always could see 
a silver lining behind the 
blackest cloud. And the 
clouds certainly were 
black. They w r ere as 
black as poplar leaves at 
midnight. 

He made speeches to 
the local board of com- 
merce. He did not al- 
ways make the same 
speech, either. But every 
one wound up with the 
prediction that better 
things were coming. He 
was sure of that. He 
knew he was right. 
Every period of depres- 
sion is followed by ex- 
pansion. 




He got out on the road. His dealers at first could not 
quite fathom his cheerfulness. He talked cheerfulness 
to them intensely. They were sold on cheerfulness. 

Talked About Each Sale 

They were simply forced to sell Hudsons. There 
was big talk every time a Hudson was sold. The news 
was spread far and wide. The distributor took care 
that an item appeared in the press. John Jones had 
bought a Hudson. Why, John Jones must be pros- 
perous! 

It was a hard job. All the people were down in the 
financial bomb-proofs. Whenever they came up for air, 
a Hudson man was after them. They couldn't stay down 
all the time. Every time John Jones drove by in his new 
car up popped the heads. 

Four or five years of that kind of effort. 

Good Crops At Last 
But this year — something happened. The crops are 
simply gorgeous. Sides of barns and elevators are bulging 
out. Floors are sagging. Roofs are going up. Never 
had they had such crops before. 

Who gets all the glory? One guess. The Hudson 

distributor, the man who 
was always an optimist. 
He is the man who 
smiled. He is the man 
who had that cheering 
handshake. 

His harvest is coming. 
He knows it. He is get- 
ting ready now! He is 
the man "who told them 
so." Those that don't 
tell him that, think so. 

W T hen the wheat is 
sold and the debts clear- 
ed up, what then? The 
surplus is going into 
many a Hudson. 

The man who sows 
the seeds of optimism 
gathers the harvest of 
dollars. 
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George D. Knox, Hudson distributor in Hartford. 
Conn., has contracted for more Hud sons next year than 
he has ever handled before. He plans to make Hart- 
ford, more than ever, a defined Hudson territory and 
to that end is going to build up a solidified sales organi- 
zation this winter which will dash into the spring selling 
campaign with determined effort to establish a greater 
sales record. 

The "big family" wishes Knox the best of luck. 



A wine to Louis Geyler, Chicago Hudson distributor, 
describes the Hudson's good work. "Just returned 
from a trip to New York. Thought you might be 
interested in the performance of the Hudson. From 
Chicago to Ashtabula. Ohio, was 461 miles, including 
detours — sor.e good roads, some rough stone roads and 
about 35 miles of deep mud. Made the distance with 
24 gallons of gasoline, or a fraction over 19.2 miles 
per gallon. The whole trip, 1.998.6 miles, including 
the Ashtabula mileage, also 12 miles of the worst road 
I ever saw, was made with 113 gallons of gasoline. 
No effort was made on my part to get an economy 
mark." Returning from Columbus, Ohio, Mr. Bent 
was joined by his brother and family, driving a high- 
priced car and twice this bigger car was stalled in the 
mud and had to be pulled out by teams. The Hudson 
had no trouble getting through on its own power. It 
also had no tire trouble. 



* * 



F. J. McDonald, out- 
aide salesman for the 
Doran-Twitchell Com- 
pany, Hudson distributors 
in Spokane, Wash., is the 



proud possessor of a Blue 
Ribbon trophy awarded 
him at the Palouse Har- 
vest Fair and Live Stock 
Show for the quietest 
running, easiest riding, 
best looking car, exhibit- 
ed at the fair. The car 
Mr. McDonald exhibited 
was thje Hudson. All 
makes of cars were ex- 
hibited, some of which 
ran into a great deal 
more money than the 
Hudson. 

The Tom Botterill 
Automobile Company, 
distributors in Salt Lake 
City, Utah, has had an 
extremely busy six days 
explaining to thousands 
of out-of-town visitors the 

operation and good points of the Hudson models at 

the recent Utah State Fair. 



F. J. McDonald holding 

Blue Ribbon awarded 

the Hudson 



Charles Bertram, of Baker, Ore., visited C. L. Boss & 
Company, Hudson distributors in Porland, Ore., last 
week on his return trip from Southern California. On 
August 10 he left Baker for a vacation on a tour through 
California in the Hudson. The trip from Baker to 
•Sun Diego, over 2,200 miles, was made without a 
puncture. Mr. Bertram and his family traveled about 
4,000 miles on the trip without an expense mechanically 
on the car. They believe that this is the best way to 
see the country from the standpoint of pleasure, sport 
and economy. 

The Atlas Motor Car Company has the agency for 
Hudsons in Dayton, Ohio. The Atlas Company is pre- 
pared to give all Hudson owners real Hudson service. 
The models are now on exhibition at their show rooms, 
Second and Ludlow streets. 



The Memphis Motor Car Company, Hudson dis- 
tributors in Memphis, report a sale of a Hudson to 
Governor Thomas C. Rye, of Tennessee. Governor 
Rve was elected in November, 1914. Remember the 
Hudson was the GOVERNOR'S choice. 

"Judging by the manner in which our new closed 
cars are selling, we will be all sold out of our Town 
Cars before the winter season has begun," states Harry 
S. Houpt, of the Hudson Motor Car Company of New 
York. 

Mr. and Mrs. Geo. A. Briggs, of Waltham, completed 
a round trip from Boston to San Francisco over the 
road in a Hudson. The car in which they made this 
remarkable journey is now on exhibition at the sales- 
rooms of the Henley-Kimball Company on Beacon 
Street, Boston, Mass. During the entire trip, the 
engine consumed 735 gallons of gasoline, a normal 
amount of oil and performed its full duty from begin- 
ning to end. The engine might as well have been 
sealed, for not a single repair or adjustment was made 
on it from start to finish. The distance covered on 
this journey was 4,427 miles. 



"Motor," the national magazine of motoring, has so 
far awarded three Tiffany silver medals to Hudson 
owners. C. A. Day, Streator, 111, James F. Weales, 707 
E. 3rd Street, Brooklyn, N. Y., and Arthur Benficld, 
Brooklyn, N. Y., are the Hudson possessors of the 
three medals. There are sixty-three medals offered by 
"Motor" for transcontinental touring during the . 
exposition period. 

One in every 44 persons in New York State owns an 
automobile, according to statistics made public by 
Secretary of State Francis M. Hugo. The census 
enumeration shows the State's population to be approxi- 
mately 9,700,000 and 222.025 owners and dealers of 
automobiles had registered their cars on October 1. 
"Hudsons are popular in New York," states Harry S. 
Houpt, State distributor in New York City. "Every- 
where you see Hudsons and surely they are responsible 
for a part of this favorable report." 

A Hudson has been offered as the first city prize of 
the grand automobile contest inaugurated by the Journal 
and Tribune, of Knoxville, Tenn. 



Driving a Hudson, W. J. Byrne, of Portland, Ore. 
smashed all records for the Portland-Tillamook run, 
when he hung up four hours and forty minutes as his 
time for the 115 miles. Not only did he demolish 
existing auto records, but he clipped 18 minutes from 
the regular train schedule. 



George Kimball, of the Henley-Kimball Company, 
Hudson distributors in Portland, Me., states that Secre- 
tary of State John E. Bunker, of Maine, estimates that 
the people of the Pine Tree State have in the last year 
spent $6,516,000 for automobiles. Automobile taxes 
have yielded to the State Treasury $258,665, and 24,326 
operator licenses have been granted. Hudson popu- 
larity in Maine has helped to establish this good record. 

? 9 

Pau R. McKenney, formerly president and general 
manager of the McKenney-Devlin Company, Frank R. 
Mitchell, formerly with the Burroughs Adding Machine 
Company, and Buckley H. Gallagher, who graduated 
to the metropolis of the State from Grand Rapids, 
Mich., where he was associated with L. E. Colgrove, 
Hudson dealer in that city and territory, are now selling 
Hudsons for the Bemb-Robinson Company, Michigan 
state distribuors. 

"Hudson Service — Day and Night" is the slogan of 
the Bemb-Robinson Company, Michigan distributors 
of Hudsons, who have earned a reputation of giving the 
best service in Detroit. Service in the State is assisted 
by the use of a traveling service man. C. A. Engdahl 
is the Bemb-Robinson trouble expert. 




This Hudson owned by Francis Evans won first 

prize in the Disease Prevention Day Parade 

recently held in Columbus, Ind. 



One of the rigid business rules of Harry S. Houpt, 
president of the Hudson Motor Car Company of New 
York, is to keep his demonstrating cars in perfect 
condition, both mechanically and in appearance. In 
order to do this Mr. Houpt finds it is necessary every 
little while to put new demonstrators into service. It 
is his custom to offer those which have been in use at 
reduced prices, after they have been thoroughly over- 
hauled. His next regular sale of demonstrating cars 
comprising machines which have been used by the 
New York, Brooklyn, and wholesale branches, will take 
place in a few days. 

Over one-third of the exhibitors of automobiles who 
have secured space for the National Automobile Shows 
at New York and Chicago are from Michigan. Up to 
the present time 32 exhibitors have secured space. Of 
course, the Hudson will be there. 

The Odgen Motor Car Company, Hudson distribu- 
tors in Ogden, Utah, announces the opening of their 
new garage and sales room in the Kiesel building at 
2331-33 Hudson Avenue. Mr. L. L. Hains, manager 
of the Ogden Motor Car Company, states that they 
will enter the repair business just as soon as the 
necessary machinery is installed, also that all equip- 
ment required for a first-class garage will be found there. 
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SELLING POWER OF LETTERS 

VALUE OF THE "FOLLOW-UP" LETTER AS A BUSINESS GETTER. 
DEALERS WHO NEGLECT TO USE THEM ARE LOSING BUSINESS. 



SOME Hudson dealers are not using the letters sent them 
weekly with the Triangle. 

They are making no effort to "follow up" prospects, 
except in a limited way by personal and telephone calls. 

Dealers have told us that "they did not believe in 
letters/' that the only way they could sell cars was by seeing 
the prospects personally. 

Yet a little thought will prove that the man who is 
neglecting to use the mails to keep his prospects "warm" 
is missing many sales that he otherwise might have. 

Every Dealer Should Have a List of Prospects. 

Every dealer should collect a large and carefully cor- 
rected list of prospects. From these regular prospects will 
come the bulk of his business. 

A certain dealer is making 90 per cent of his sales to 
persons whom he had on his prospect mailing list, and to 
whom he has been REGULARLY sending Triangle and 
other letters. 

Now and then a chance buyer will "drop out of the 
clouds;" but the bulk of the business must be "dug up." 

A dealer who aims to sell 50 cars in the year should 
have a list of certainly not less than 500 prospects. The 
percentage of sales to number of prospects varies greatly. 
Some dealers, with a select list of prospects, will sell 1 man 
in 3 or 1 in 5. Others, who do not check their lists so closely, 
will sell not more than 1 in 12 or even 1 in 15. Then, too, 
other conditions affect sales. A prospect list of 10 to 1 is 
reasonably safe. 

Now, a dealer who sells 50 cars in a year does not usually 
have very many salesmen. And to make personal calls 
on 500 people takes time. The result is that many of the 
prospects are overlooked, or are not seen as often, or when 
they should be. And in the meantime the Hudson dealer 
is forgotten, a competitor slips in, and the sale is lost. 

Just here lies the value of the well-written and persistent 
follow-up letter. 

But the letters must be good and they must keep going. 



The Factory Furnishes the Proper Letters. 

Very few men can write really good follow-up letters. 
Nor do we expect dealers to write their own letters. In 
the advertising department at the factory we have a man 
who is a letter "expert." It is part of his work to write 
letters that will sell Hudson cars. He probably would not 
do as well as you in selling cars by a personal appeal; but 
he can and does help dealers to sell cars by laying the 
foundation for the dealer's personal work. 

One of these letters you will find each week enclosed 
with your copy of the Triangle. And you can have 
others written for you SPECIALLY if you want them. 

You can't possibly call regularly on 500 people. But 
you can reach them all, with strong selling talks on the 
Hudson, once a week or oftcner. 

These letters are not supposed to close sales. Their 
object is simply to keep up the interest of the prospect, and 
to bring him into the show-room. Having done that they 
have accomplished their purpose. It is then up to you to 
close the sale. 

Now, the man who has been influenced by our adver- 
tising, and by these letters, is 80 per cent sold when he 
walks into your salesroom. You will find it easy to do the 
remaining 20 per cent of the selling work. You ought to 
sell the majority of these prospects who have been so 
attracted. 

We Want All Dealers to Use Many Letters. 

We want every Hudson dealer to use these circular 
letters. We know so well what they will accomplish that 
if we can get every one of the dealers making good use of 
them it will add very much to the sales of Hudson cars. 

You can send follow-up letters out promptly and regu- 
larly, at very slight expense. The letters must be right. 
They must be clear and clean; name and address must 
match perfectly with the body of the letter. They pull 
best when signed in ink with a personal signature. 

Any dealer who wants special suggestions or help in 
this connection can get it at once by writing the Triangle. 
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HUDSON MAKES 74 MILES CONTINUOUS CLIMB UP MOUNTAINS 

CAPTAIN J. C.MITCHELL, manager of the Ei Camino 
Car Co., distributor of the Hudson for Santa Barbara 
County, Calif., has just received fromW. A. McKennon 
of Shreveport, La., a long letter describing his trip through 
the beautiful Yosemite Valley. There 
the car, as it has everywhere else, 
showed its mountain climbing abilities. 
The letter, in part, follows: 

"It almost seemed as though our 
Hudson should appreciate as much 
as we did the grandeur of this view, 
because it never had in ail of our long 
trip from Shreveport, La., to California, 
negotiated anything like the tremen- 
dous heights which one attains in 
driving to Glacier Point, at an elevation 
of one and one-half miles above the sea. 

"To be sure we had put the Hudson 
through experiences on our trip across 
Texas, New Mexico and Arizona which 
were about as strenuous as any car ever 
had, and had negotiated days of driving 
in the Texas bottom lands where we 



were in mud up to our hubs, and later had fought the sands 
of New Mexico and had climbed the transcontinental divide 
to more than 8,000 feet elevation in Arizona, but with all 
that strenuous going we had not subjected the car to such 
a severe test as when we pulled up 
the SEVENTY-FOUR MILE CON- 
TINUOUS CLIMB which the trip to 
Glacier Point involves. 

"The most essential feature of a 
successful trip to any of the national 
parks in California is a POWERFUL, 
COMFORTABLE CAR which will 
not overheat on the long grades which 
must be climbed in accomplishing 
the elevations in each park." 

Capt. Mitchell had the complete 
letter published in local papers. He 
personally informed many California 
prospects by letter and by word of what 
the Hudson had done as a hill 
climber in their own State. A power- 
ful car is a necessity for automobile 
touring there. 
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r A LWAYS think, al- 
^"^ways talk, always act 
"good times." In the end 
you will be right. Then 
all will say : "He told us 
so." The optimist always 
cashes in. 
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FIRM NOW A TRIANGLE 

THE Henley-Kimball Co., distributors of 
Hudson motor cars in the Boston terri- 
tory, is now a triangular firm as far as the 
number of its members are concerned. Fred 
A. Ordway has recently joined the organi- 
zation in the capacity of vice-president. 
A. B. Henley is president and G. B. Kimball, 
treasurer and general manager. 



G. B. Kimball A. B. Henley 

F. A. Ordway 

In the acquistion of Mr. Ordway, the 
Henley-Kimball Co., widely known through- 
out the New England territory as its most 
progressive dealers, gets a real salesman. 
He has made a scientific study of his subject. 
He puts his theories into productive practices. 

Mr. Ordway will have an active hand in 
the intensive sales plans of the company 
during the coming year. This includes letters, 
circulars, newspaper advertising and the 



other 101 ways of reaching the prospect. No 
way of getting his name on the dotted line 
will be overlooked. 

Mr. Ordway is more than enthusiastic 
about his new connections. All three mem- 
bers of the firm declare that 1916 is going to 
be the greatest Hudson year ever in their 
particular territory. 
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TWO HUSTLERS IN SPRINGFIELD 

MERWIX MORRIS heads the Hudson 
Sales Company, a new firm distributing 
Hudsonsin Springfield. 111., and vicinity. 

The Hudson Sales Company is located at 
428 South Fourth Street, in the heart of the 
city. 

The personnel of this new Hudson Sales 
Company is composed of members of the well- 
known merchants, Poflenberger & Morris. 
They have for many years been leading men 
of Edinburg and rawnee. Both are well 
versed in the art of motor-car service to the 
customer. 

Merwin Morris is in active charge of the 
Hudson Sales Company. He has a host of 
friends in and around Springfield. All are 
welcoming him to a career in this city. It is 
safe to say that in his hands the policy estab- 
lished some twenty-five years ago by h-s firm, 
that of keeping their customers satisfied, will 
be maintained here. 
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THE man who sells 
something that adds to 
the happiness o£ our lives 
never need fear to look 
his customers in the eye. 
And he is honored by 
his fellow men. 
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NEW SPOKANE HUDSON FIRM 

JOHN DORAN and Harry Twitehell, two 
Pacific coast hustlers, have joined forces 
in Spokane. They are already to ride the 
crest of the Hudson wave. This strong, ener- 
getic combination promises to put a Hudson 
on the top of every hill in and around Spokane. 
Mr. Twitehell will be in personal charge of 
Hudson sales. He will be assisted in the city 



Harry Twiichell 

by Clarence 8. Brown. Frank McDonald will 
take care of the outside territory. There is a 
lot of it in Washington. 

R. G. Wilson, formerly with the Hawkins- 
Twitchell Company, will look after Hudson 
service, joining the force already employed 
by Mr. Doran. Hereafter an all-night service 
will be given. Under the new plan every 
Hudson will be inspected twice a month and 
adjustments made and defective parts re- 
placed free of charge. 

Mr. Twitehell firmly declares that he will 
hang up a record for Hudson sales that will 
make all distributors put on their glasses and 
look twice. His reputation as a salesman 
backs up this assertion. 
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My Dear Son: 



October 30, 1915. 



Undoubtedly you thoroughly appreciate the fact that as a Hudson 
dealer you enjoy a wonderful opportunity, an opportunity that I 
believe is greater than that enjoyed by a dealer handling any other 
make of car. In saying this I am not overlooking the fact that other 
cars have been good sellers and that other dealers have made money. 
But knowing as I do something of the policies of the owners and 
managers of the Hudson Motor Car Company, I feel quite safe in 
making the statement that no other dealers enjoy similar advantages. 

The heads of the company are young men. They are able and 
ambitious men. They have demonstrated their ability by what they 
have done during the past few years. They are just beginning to 
show something of the ambition that they have. They are, it seems 
to me, determined to make the Hudson Company not only a leader 
among successful companies, but perhaps the biggest of them all. 

There is no reason whatever why this condition should not be 
attained. Certainly they are leaders in engineering. Their policy 
has been both capable and consistent. They have not been led away 
by novelties or experiments, yet neither have they been ultra-con- 
servative. 

Quite a considerable number of motor-car manufacturers, who 
have dashed recklessly into the adoption of novelties and experiments, 
have been badlv stung. They have found this habit expensive in 
money and costly in reputation. 

The Hudson has not been, as some people seem to think, merely 
"lucky" in avoiding such things. It has avoided these things because 
of discernment, because of clear vision, and of exhaustive tests. That 
is why the features brought out in the Hudson are invariably a success. 
Other companies that have obstinately clung to outworn methods 
have eventually been forced to swallow their chagrin and acknowledge 
the Hudson the master engineer. It is not necessary for me to mention 
these features. You will recall a dozen of them merely by my calling 
attention to it. 

This engineering leadership is one of the reasons why a Hudson 
dealer has a tremendous advantage over any other. After all the 
chassis is the car, just as they say of a camera that it is all in the lens. 

It is easy enough to build bodies, either conservative in design or 
novel in outline. But these are merely excrescences in a way. They 
are the super-structure. It is the foundation of motor, transmission, 
frame and other component parts of the chassis that really makes or 
mars the car. 

Then too with this splendid product to build upon, the Hudson 
has been logically merchandised. By that I mean that its sales plan 
is built on solid ground. 



It is not a car that is known only in one section or that depends 
only upon the personality and energy of its dealers to push it. 

Wherever automobiles are sold, the Hudson is known and re- 
spected. Men who own higher-priced cars and cars that are some- 
times alluded to as "high grade" are a unit in their admiration of the 
Hudson. It never seems to occur to them that a Hudson can be 
bought for perhaps one-third of the cost of their cars. They recognize 
it as a worthy equal. 

Every man who buys a lower priced car has his ideas and his eyes 
fixed on the Hudson. He envies the Hudson. It is the car he would 
buy if he could. 

The Hudson, therefore, if any car can be said to be a self-seller, is 
that car. People come into the Hudson dealer's salesroom already 
99 per cent convinced that this is the car they want. True, the 
Hudson dealer may not always make the sale, but if he does not it is 
due to some outside reason and not to the car itself. 

The Hudson sales machine is perfectly organized. The factory 
is keenly observant of conditions all over the world. Particularly is 
it conversant with American motor-car demands and markets. 

The company always is ready and willing to assist dealers in every 
possible way. Its great aim and object is to see that its dealers 
'make good." The dealers with whom it is best pleased are the men 
who are the most successful and who are making the biggest profit. 

It has been my observation that many dealers do not $et as 
much help from their factory as the factory is ready and willing to 
give them. You should feel always the idea of partnership with the 
company. If you help them they will help you. No responsible 
manufacturer will hesitate to go the limit in aiding his distributor 
and dealer organization. 

Stand in, therefore, with your factory. Consult with it. Ask 
its advice. Take your problems to it. Gain its confidence. Give 
it yours. 

Your success or your failure will hinge in large measure on the suc- 
cess of the company back of you. You have engaged passage on the 
Hudson ship. You have entrusted your business future to an im- 
portant degree to the Hudson company. It would be foolish and 
futile to mutiny or embarass the navigating officers while in mid- 



I commend this to you as a parting thought. 



DAD. 



This Closes This Series of 



'Dad" Letters. 

— Editor. 



CONFIDENCE U tKe W- 
dation on which business 
rests. The man in whom 
confidence is lacking cannot produce 
results. It is only when the public 
has confidence in you and your 
goods that you can sell them. It is 
well to gain the confidence of every 
person in your community. A 
man or woman may not he a pros- 
p ct today, hut tomorrow may tell 
another story. Win their confi- 
dence and the sale is twice as easy. 



HUDSON MAKES 
HISTORIC TOUR 

RICHARD J. TON, who distributes Hud- 
sons in Roseland,Ill., has just completed 
a long auto tour through Indiana, Ohio 
and Kentucky. Stops were made at historic 
places only throughout these states. The 
Hudson rested for a while near the cabin at 
Beechland. Here Thomas Lincoln, father of 
Abraham Lincoln, was married to Nancy 
Hanks, June 12, 1806. 

The cabin is now owned by the Mercer 
County Historical Society and stands in 
Harrodsburg, Ky. Harrodsburg is two years 
older than our nation. The Hudson party was 
greeted at the Ashland Stock Farm, the home 
of Henry Clay. 

Mr.Ton states that the tour was splendid all 
the way. The Hudson did its part with a 
perfect score. No mechanical attention to 
the car was needed along the entire trip. 



ASEA captain could not navi- 
gate his ship without charts 
showing harhor soundings. 
The captain of a sales campaign 
will find figures of previous years' 
sales and complete data of his terri- 
tory just as useful. Don't waste 
your selling powder. Make every 
shot count. Select the prospects 
that offer the most prominent tar- 
gets. But always keep the distant 
ones in mind. One never can tell 
when they will get in range. 
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The T. C. Power Company, Hudson distributors in 
Helena, Montana, have established a branch in Boze- 
man, at 16 South Black avenue. The new Hudson 
station occupies the most desirable location for auto- 
mobile distnbution in the city. South Black avenue 
is the main thoroughfare and No. 16 is in the midst 
of the business district. The Hudson display room 
is 25x60, well finished and up to the Hudson standard. 
R. L. Diggs is manager of the Bozeman branch and 
promises to establish a Hudson sales record for this 
size city. 



R. L. Diggs in his Hudson 

Secretary of the Treasury William Gibbs McAdoo 
and Mrs. McAdoo, formerly Miss Eleanor Wilson, 
daughter of the President, rode in a Hudson from 
the Union Station, St. Louis, to the Goltra mansion 
The Hudson was driven by a representative of the 
Hudson-Phillips Motor Car Company, Hudson dis- 
tributors in St. Louis. During the MeAdoos' visit 
with Mrs. Goltra the Hudson was used exclusively. 
They were delighted with the easy-riding qualities 
of the Hudson. 

The Hudson-Brace Motor Company, distributors 
of Hudsons in Kansas City, Missouri, report that 
twenty-five automobiles bearing one hundred and 
twenty-five men started on the annual trade tour of 
the Kansas City Motor Car Dealers' Association. 
The tour lasted six days, included eighteen towns of 
fair size in Kansas and Missouri and covered about 
600 miles. The tour was in the interest of good 
roads, as well as the automobile business. The 
line-up naturally included Hudsons. 

•f * 

Harry Scott, of the Harry A. Scott & Companyt 
Hudson distributors in Kalamazoo, Michigan, has 
recently added to his garage service a large service 
car, which he keeps for the use of his customers. The 
car has a motor of 150 horse power, and is one of the 
best service machines in this city. "We contem- 
plate giving our customers garage efficiency," says 
Mr. Scott. As evidence he displays his new service 
car. 

E. II. Vincent, a Dctroitcr, back from his trans- 
continental trip in a Hudson, reports that trans- 
continental touring is still very popular. The traffic 
over the National Old Trails is as heavy as at any 
time during the past few months. 



Globe Trotter, Cone, is now an enthusiastic 
possessor of a Hudson. Cone is a resident of Hart- 
ford, Conn., and has reached the H3rd year of his life. 
The present European war was responsible for his 
discontinuation of continental travelling. George 
D. Knox, who distributes Hudsons in this territory, 
reports a sale of si Hudson to Mr. Cone's nephew, 
W. R. C. Corson, a consulting engineer in Hartford. 
This is a case where one Hudson sold another. 

Ex-United States Senator E. J. Burkett, Lincoln, 
Nebraska, has presented his daughters with a Hudson 
Cabriolet. Ex-Senator Burkett is known as a shrewd 
buyer and undoubtedly used his skill in this purchase. 

The latest report shows 2,070,903 automobiles regis- 
tered in the United States. 



The Henley-Kimball Company, 

Boston, Mass. 
Gentlemen: 

Just a line to say that the Hudson which I purchased 
from you on the 24th, proved thoroughly satisfactory 
in every respect. We are touring the continent en 
route to San Francisco. We experienced no disap- 
pointments whether the Hudson was swimming wash- 
outs, climbing perpendicular mountains, or dusting 
many high-power cars. With the greatest of pleasure 
I sign this letter. 

Very sincerely yours, 

W. W. Dubyshire, Jr. 

"This is just a sample of the correspondence we 
receive daily from Hudson owners," states Mr. Henley. 
"We feel proud to know that the Hudson pleases 
owners after they put them through the 'test'." 

Six hundred motor cars containing 2,400 boosters 
for the Wolverine paved way between Grand Rapids 
and Detroit, were greeted by 800 Detroit-owned 
motor cars containing members of the Board of Com- 
merce and other motor enthusiasts. Detroit was the 
termination of the scheduled run from Grand Rapids. 
Great preparations for entertainment were made in 
Detroit for the caravan. The good roads event was 
a real success. 

Jack C. Filler, well known in Springfield automobile 
circles has joined the sales force of the Hudson Sales 
Company, Hudson distributors in Springfield, Illinois 
and vicinity. 



The Lord Auto Company, Hudson distributors in 
Lincoln, Neb., report a sale to Dr. R. L. Smith who is 
a prominent physician in Lincoln. This sale makes a 
good addition to their list of doctors owning Cabriolets. 



Constable George W. Lyons, Los Angeles, Cali- 
fornia, has completed a long trip through the north. 
Lyons is known in police circles as the "Gunless 
Constable." He earned this title during his twenty 
years of service in Los Angeles county by making 
more than 1,000 arrests and never in one instance has 
he "packed" a gun. Lyons has a tremendously strong 
personality and this characteristic has carried him 
through many close calls with the most desperate 
criminals. On his trip to the north Mr. Lyons drove 
a Hudson which already had been driven more than 
35,000 miles. He reports a trouble-free trip, not even 
having had a puncture on the entire journey of 
1,600 miles. 

The participants in the eighth annual reliability 
tour of the Automobile Club of St. Louis, were ban- 
queted by Governor Elliott W. Major in his mansion 
in Jefferson City, Missouri. C. P. Van Graafeiland, 
of the Central National Bank, of St. Louis, piloted a 
Hudson in the run. The new Central Hotel was the 
official hotel for the tourists while at Jefferson City. 
The Hudson is well known to the Missouri Governor 
and his staff. They rode a Hudson en route to the 
recent laying of the cornerstone of Missouri's new 
capitol at Jefferson City. 

W. D. Sweet and F. W. Van Antwerp were appointed 
committee men by President Titchener, for the Thanks- 
giving week automobile show to be held in the State 
Armory at Binghamton, N. V., November 22-27. 
Both men are from the New York Sales Company, 
Inc., Hudson distributors in Binghamton. The 
latest Hudson models will be exhibited there. 

"The great State Fair held at Nashville was a fine 
example of an automobile show," states J. S. Fraser, of 
the Imperial Motor Car Company, Hudson distribu- 
tors in Nashville, Tennessee. The Hudson stood out 
like diamonds in the glare of the big arcs. The big 
automobile building was filled to its capacity through- 
out the entire week of the show. 



At a celebration called The Cattlemen's Carnival, 
a riding and roping contest, a Hudson was used for 
"Bulldogging" a steer. Steer "Bulldogging" is 
regularly performed by a man leaping from a running 
horse and grabbing the steer by the horns, then the 
task of throwing him and holding the steer by the 
teeth is up to the "Bulldoggcr." The Hudson was 
used because of the greater variety of speeds attain- 
able, thus allowing a more exciting mount for the 
"Bulldoggcr." John L. Burnside, cattle ranger of 
Garden City, Kansas, states that this is the second 
time this stunt was successfully executed before 
officials of the annual celebration. Usually the 
Hudson is driven at 35 miles per hour before the leap 
to the maddened steer is made. 

"I have run my 1916 Hudson over 4,000 miles with- 
out having the car touched. The Hudson cannot be 
beat." This is John W. Cronk's opinion of his Hudson. 
Cronk with his brother manage to gather a good pro- 
portion of the "Gold Specie" in Montour, Iowa, by 
selling lumber, coal, livestock and grain. 

A complete line of Hudsons was exhibited at the 
Pittsburgh Eleventh Monster Automobile Show at 
Motor Square Garden. Fifty other American motor car 
manufacturers were represented. "The show was a 
success from every standpoint and much favorable 
comment was given the Hudson," states Eddie Bald, 
who delivers Hudsons in Pittsburgh and vicinity. 

Detroit manufactures more than one-half of the 
automobiles made in the world, according to the Michi- 
gan Manufacturing and Financial Record. Approxi- 
mately 67% of automobiles are made in Detroit. 
Hudson is one of the great team of automobiles that 
makes such a record possible. 

The Henley-Kimball Company, Hudson distributors 
for the state of Maine, report delivery of one hundred 
and fifty -two Hudsons since June 10 of this year. 
C. G. Abbott is now state manager. 



Dr. J. Wilson Shiels in his Hudson Cabriolet 

Dr. J. Wilson Shiels. one of San Francisco's most 
prominent surgeons is now a firm convert to the 
Hudson Cabriolet. Dr. Shiels bears the distinction 
of being the first owner and driver of an automobile 
in San Francisco. The Doctor's choice of a Hudson 
Cabriolet assures others of the same profession the 
correctness of this model for such service. 
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PERHAPS the greatest reason why Hudson dealers suc- 
ceed is because the car itself has been such a signal and 
remarkable success. 

"Nothing succeeds like success." Success is magnetic. 
It is hypnotic, it is psychological. It is so positive, so 
powerful, that it irresistibly attracts to itself the same 
qualities. 

The world worships success, 
anything is the beginning, 
has been made, the rest is 

With the placing of his 
on a Hudson contract, the 
car dealer at once becomes 
possessed of a tremendous in- 
crease to his capital. Most of 
them thoroughly realize this. 
There are, however, occasion- 
ally, new dealers who do not 
seem to quite appreciate this 
fact in all its importance. 

The mere fact that a dealer 
has become connected with 
the dynamic and successful 
Hudson car, practically in- 
sures his success. 

Known Everywher 

Another big reason why Hudson 
because they are handling a car that 
Motor-car dealers as a whole perhaps 
importance of this condition. It use 
dealer could make a car a good seller 
section, even though it was but little 
however, has been found to be a wron 

The car that is^easy to sell, the o 
one that makes the most profit for its uioiuuuiw, *o mc v,<m mav ^ 
nationally and universally known. People now-a-days are 
great travelers. Constantly they are moving backwards The Sign 
and forwards, to and fro. A thousand miles today 
is of less importance than was ten miles a hundred years ago. 

Hence the knowledge of a motor-car is widely disseminated. 
Everybody knows what his friends and his friend's friends are buying 
and using. 

When a man from Montana, from California or from Texas 
walks down the streets of New York and sees the Hudson standing 
before popular hotels and imposing residences, it gives him an added 
feeling of respect for the car. He goes back to his home town and 
reports what he has seen. 

Hudson owners in that particular locality acquire added distinct- 
iveness because of this condition. This helps the sale of the car and 
makes its ownership more desirable to people who are aware of the 
fact. 

Newspaper and magazine reading is a universal habit, and the 
newspapers are ubiquitous. Big city papers are spread over the en- 
tire country. Motor-car publications are read everywhere. 

All these agencies spread a knowledge of the Hudson, which 
tends to make the car better known, better appreciated, and more 
highly desired. 



Successfully Advertised 

The Hudson, while perhaps not the biggest advertiser 
in point of mere dollar measure, is still the most impressive 
advertiser of ail the world's motor-cars. Its advertising 
for years has been unique, distinctive, and absolutely 
original. Hence it has been strongly suggestive and un- 
~™„n^i ;« Uc ,oi ftn producing power. 

j radiator is of household knowledge. 

l the United States recognizes the 

ons and a kind of copy is used that 
and distinctiveness to the Hudson, 

3 with strong persuasive arguments. 

pretty picture advertising, or adver- 

sake of abstract ideas. The first de- 

the Hudson advertising department 

is that the advertising shall be 

actively sales- producing. This, 

after all, is the true test of the 

alue of an advertisement. 

r the coming year the advertising appropri- 

n of the Hudson is bigger than its biggest pre- 
campaign. It is stronger in tone than it ever 

n. It is more striking in design and in appeal. 

ne division of agricultural advertising, ap- 
the farmer buyer, the Hudson Company is 

erhaps twice as much money as is expended 

3r companies for their entire appropriation, 
tional mediums gives a circulation of over 

irchase appeals monthly. Its message will 

Ty man, woman and child in the United 

ut the entire year of 1916. 

Liberal Contract 

5 money. 

y does not want to have in its organiza- 
iot successful and prosperous. 
xuu ^v^» F «,* v v^.v^^ily realizes that the more money its dealers 
make for themselves, the more money they will make for 
of Success the factory. 

The Hudson dealer who is most welcome at the factory 
is the man who is making the largest annual profit. 

The dealer who is unwelcome, who is uncertain of his future, is 
the one who is not making liberal annual profit. 

This for the reason that the Company thoroughly well realizes 
that any up-to-date, energetic and alert dealer, who represents the 
Hudson line and yet fails to make a good profit cannot for that very 
reason be giving to the line the attention that it merits. 

Fortunately for the Company and for the dealer, there are but 
few Hudson representatives who are not thus successful. In districts 
where this condition prevails, the Company is rapidly and ener- 
getically bringing up the grade of its dealers to the High Hudson 
standard. 

The Company expects big things of its dealers, but it also makes 
it possible for them to achieve big things. 

If a dealer who has been fortunate enough to secure a contract 
with the Hudson Company cannot make a success of his contract and 
of the car in any locality of the United States, it unquestionably is 
due to the fault of the individual dealer and not of the car, of the 
contract or of the Company. 
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TO HOLD the cards often means to win the game. 
To bid for a high count without having the ace may 
invite disaster. Bluff rarely succeeds in the game 
of business. 

Hudson dealers who stand "ace-high" must possess 
the three qualities — Assets, Character and Energy. 

Cash or Its Equivalent 

The first need of the motor-car dealer is cash or its 
equivalent. 

Bank credit is the same as cash. And bank credit — 
fortunately — is available on the basis of several vari- 
eties of collateral. 

The late J. Pierpont Morgan stated before a Com- 
mittee of Congress that Character was an excellent foun- 
dation for bank credit. He would rather, he stated, 
lend money on this than on some more commonly ac- 
cepted security. 

Many a Hudson dealer who now possesses a consid- 
erable bank account began with only good character 
as an Asset. No young man need hesitate to undertake 
a Hudson contract of reasonable size because of the lack of 
cash if he have Character as an endorser on his bank paper. 

There are thousands of op- 
portunities for sub -dealers in 
ail parts of the country. The 
field is limited only by the in- 
telligence and determination 
of the individual. 

The Hudson Motor Car 
Company is constantly in 
search of more small-contract 
dealers. Organization is the 
Open Sesame to success in 
modern business. With an or- 
ganization covering every 
country cross-roads in Ameri- 
ca, distribution to take care ( 
becomes assured. 

This is a success-hint to sale 
aspire to become dealers. Whe 
young men of Character who 
this field? 

Training is entirely an acquire 

Given the will and the he — 



many possess it in a more or less dormant condition — 
success as an executive or organizer is comparatively easy. 

The Hudson Sales Department stands ready to act 
as guide and mentor to all who seek its aid. It admits 
that it does not know ail there is to know about selling 
motor-cars. But it knows enough, acquired through 
experience and observation, to justify it in offering to pilot 
would-be dealers to the port of success. 

A readiness to learn, a willingness to be guided, is the 
most of the battle. 

There are many Hudson dealers who started a few 
years ago on a "shoe string" who now are strong finan- 
cially and in every other way. They dared and they 
won. And they credit their success very largely to hav- 
ing stuck close to the company's ideas. Not always 
have they agreed with the men at the head of the sales 
department. But where there was a difference of opinion 
they were big enough to take the company's advice. And 
nine times in ten this was found correct. 
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Back of bankable assets, character and training, stands 
the Energy that triumphs over every obstacle. 

"Early to bed and early to 
rise" is today more honored 
in the breach than in the 
observance. Some dealers and 
salesmen who like to "take 
things easy" might learn a 
lesson by droping in at the 
factory at Detroit any morning 
at 6:30 a. m. They would find 
men at their desks whose 
salary runs into five figures. 

These men make everything 

subservient to WINNING 

THE GAME. Nothing 

daunts them. Nothing stops 

them. They are out to conquer 

under any and all conditions. 

Successful dealers, now on 

"Easy Street," have trodden 

some have reached the goal with 

others have found the pathway 

one and all HAVE ARRIVED. 

v v. urttinued on Page J) 
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THE HUDSON FEATURES COUNTY FAIRS 
AND HARVEST FESTIVALS 



when 1 was a seedling, 1 heard 

my grandfather talk about the 

good old days at the county 

Fairs. Prize pumpkins were in their glory then. Folks used to come 

for miles and miles around to gaze at them. And I remember, 

too, that he often spoke of your grandfather, Mr. Squash. Even the 

corn, apples, cabbages and cucumbers had their sincere admirers. 

"Up to about fifteen years ago your kindred and my kindred 
reigned supreme. But one day," said the pumpkin with a catch in 
his voice, as he wiped a tear from his eye, "some one brought to a 
county fair a new-fangled device called an 'horseless carriage.' The 
news flew around like wildfire. Never had there been such crowds at 
the county fair before. Everyone came to see the horseless carriage. 
They gazed at it in awe. They could hardly believe their senses when 
they saw it move. But move it did, and here we are, deserted and 
alone, while the crowd that once used to admire our forefathers now 
gathers about the Hudson motor car exhibit." 

Yes ; it is true. Folks don't go to county fairs any more to look at 
pumpkins. Anyone can own a pumpkin. There are only two uses to 
which a pumpkin can be put. One is to make pies of it, the other is 
this: If one raises enough pumpkins he can buy an automobile. 

Watch the crowds at any county fair or any festival parade. They 
are looking at the Hudson exhibit or for the Hudson float. 

Guy Smith, Hudson distributor at Omaha, made thousands look 



The yacht and the triangle In the Ak-Sar-Ben parade at Omaha 



laminar with motor cars. The 
boat conveyed the well-known 
idea of the yacht line body. The 
picture of this float has appeared on the films all over the country. 

Harry Petty of the Petty Auto Company, Red Oak, Iowa, knows 
the tastes of its inhabitants. In the county fair parade, he filled his 
Hudson with pretty girls. 

Boys make noise. This is not an attempt at a rhyme. "Home 
Coming Week" parade at Missouri Valley, Iowa, was a success from 
every standpoint. A Hudson owned by Foote & Sahn was the cynosure 
of all eyes. It was loaded to the guards with good, healthy, leather- 
lunged American boys. They made the welkin and ear-drums ring. 

The Ritter Automobile Company of Madison, Wis., exhibited a 
line of Hudsons at the Dane County fair, held in the company's home 
city. The array of Hudsons was the one big attraction. 

County fair time also was taken advantage of by the Auto Service 
Company at the Menominee festival. A big sign on the outside of 
the Hudson tent announced its location. No one could miss that sign. 

On these occasions, the several dealers used the regular prospect 
blanks on which were recorded the names of those to whom the Hudson 
catalogues could afterwards be sent. Interest in the Hudson exhibi- 
tions was heightened by their beautiful appearance. The cars were 
kept in that spick and span condition that is always sure to make a 
good impression. 
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MODERN VERSIONS OF OLD SAYINGS 

Learning is ever in the freshness of its youth, even for the 

old. — Aeschylus. 
Nearly every day brings forth a new wrinkle in selling 

Hudson cars even for the most experienced dealer. 

Nothing is so difficult that it may be found out by seeking. — 

Terence. 
A prospect may hide his light under a bushel but the 

tireless Hudson dealer is sure to find him. 
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DO NOT STICK TO THE TRENCHES. 

MARCH ON ! 

* I 'HE army that never leaves its trenches to give 

battle to the foe never achieves an offensive 

victory. The business that is always marking time 

gets lost in the rut of its own making. March on ! 
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HUDSON LEADS WAY FOR EAST MICHIGAN PIKE 



01 ine party uecame mireu, me nuason was canea on 
to pull it out. It did so with ease. It made the entire trip of 700 
miles with a perfect score. Not an adjustment was made. One car 
had to abandon the trip. 

From the standpoint of good roads, the tour was a pronounced 
success. The keenest interest was shown every where, not only by 
officials of cities, towns and villages along the way, but by farmers. 
Some of them drove 10 to 15 miles to be on hand at the meeting 
nights. And many of these miles were mud and water. In many of 
the counties traversed, improvements had already been made to the 
highways. Other good roads were in process of construction and others 
were in contemplation for the civilizing touch of the big steam roller. 

The start was made in Detroit, 60 miles from the southern 
boundary of the State, and the turn-back was not made until Macki- 

SELF-STARTING HUDSON COUPE 
ESSENTIALLY A WOMAN'S CAR 

IT is said of American men by European critics that they pamper 
their wives, that they shower them with too many comforts and 

even luxuries. But the viewpoint of the foreigner is inspired 
mostly by envy. Far from being "mollycoddlesses," American 
women have minds of their own. American women are charmingly 
forceful, delightfully assertive and independent. 

Nothing is more indicative of the self-reliant spirit in the American 
woman than the demand for the Hudson coupe. Two or three years 
ago, women who wanted a distinctive car, gratified their desire with 
an electric. But the perfection of the self-starter for gasoline cars 
turned the demand into another channel and today the Hudson coupe 
is the closed car preferred by women who seek charm, elegance and 
tasteful distinctiveness in automobiles. 

The snail-like electric never was expressive of the characteristic 
American women. It had just two appeals, ease of operation and 
elegance of finish. The woman who once has driven, or even seen, 
a Hudson coupe never again will drive an electric and feel satisfied. 
The self -starting Hudson coupe is EASIER to operate. Its appearance 
and finish, interior and exterior, is far more elegant than that of any 
electric. It comfortably seats four persons. And last, but by no 
means least, its speed — so easily regulated — appeals to the spirit of 
adventure in the modern American woman. 

It is essentially a woman's car. For the afternoon tea, reception 
or matinee, or the evening's function, it provides a highly refined, 
swift, sure and absolutely reliable means of conveyance. The demand 
for it is livelier than ever. 



ine west Aiicnigau riKe, running mrougn me great iruic Den oi 
the State, extends from Mackinaw City on the north to St. Joseph in 
the southwestern part of the State. Thus Mackinaw City is at the 
apex of an inverted "V" with reference to the East and West Michigan 
pikes. These two are joined at the base by a more or less improved 
system of highways extending from Detroit to Kalamazoo and thence 
to St. Joseph. The two sides of the inverted "V" also will be connected 
farther up the State by the Wolverine Paved Way. 



ACE-HIGH HUDSON DEALERS 

{Continued from page r) 

Well-thought-out and well-directed energy is the lubri- 
cant that makes the whole motor hum. 

The energy that jumps up and down on the same spot 
counts for little. To get each step WELL AHEAD 
of the one that went before is what wins races. 

To recognize errors and not to make the same one 
twice is calculated to produce efficiency. 

Old-fashioned WORK is hard to beat. To keep plug- 
ging away day in and day out, always heading straight 
for the goal, will sooner or later count heavily. 



The Aristocratic Hudson Coupe aod Views Showing Luxury of Interior 
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L. T. Hudson, vice-president of the Hudson-Phillips 
Motor Car Company, Hudson distributors in St. Louis, 
completed the most extraordinary trip he ever experi- 
enced when he piloted his Hudson to Washington, 
Mo., and return. He made the entire distance, 57.8 
miles in one hour and 31 minutes on high gear. This 
feat caused much astonishment in the town and was 
instrumental in placing two new orders for Hudson, 
before Mr. Hudson left on the return trip. 



Peverill Motor Sales Company, Hudson distributors 
in Waterloo, Iowa, have news that W. J. Peverill and 
J. A. Brown have reached their destination, Los 
Angeles, which finishes an overland trip from Waterloo 
to that point in their Hudsons. No trouble was ex- 
perienced. Not a drop of water was added to the 
radiators of either Hudson for the entire trip. The 
water that was in the radiators was drained into the 
Pacific Ocean. The southern route, known as the 
Santa Fe trail, was taken. The total of 2,507 miles 
was covered with a gasoline consumption of 165 
gallons per Hudson. The expense of the tour was less 
than one-third of the railroad fare. One Hudson was 
brand new, the other had been driven 3,000 miles. 

* 4 

Oscar Pollock, Hudson distributor in Fremont, Neb- 
raska, has leased the new building recently erected in 
East Fourth Street by W. C. Mercer, for a garage and 
show room. 

The Hudson-Phillips Motor Car Company, Hudson 
distributors in St. Louis, Mo., and vicinity, have 
ordered the building of a distributing station and show 
room in Alton, Illinois. The new station will be 
known as the Hudson Automobile Company, Alton 
headquarters. The building is to be completed before 
next spring. A. C. Brown, Alton distributor for the 
Hudson-Phillips Motor Car Company, will have charge 
of this new station. 

A Hudson was selected for the demonstration of the 
new safety pick-up fender, recently held on a public 
thoroughfare in New York. The easy control of the 
Hudson was responsible for its choice over many other 
makes of automobiles. 



"We are making extensive preparations to push 
Hudsons. Our traveling force will be increased. 
Every man we employ to sell Hudsons is a high-class 
man in this field. Hudson is our leader and the 
Southern Motor Company will do all that is in their 
power to keep it supreme." This good news comes 
from Louisville, Ky., where the Southern Motors 
Company distributes Hudsons. 



The Hudson-Phillips Motor Company, distributors 
of Hudsons in St. Louis, state that the automobile de- 
partment of the office of the secretary of state of 
Missouri reports that during the month of September 
324 cars were licensed to operate in St. Louis. This 
report includes 46 makes of automobiles. 

The Rotary Club, of Albany, N. Y., held its annual 
picnic at the Waldorf Farm, Albany. Twenty-nine 
automobiles were present, of which nine were Hudsons. 
This is a pretty good indication of the value of member- 
ship in the Rotary Club for such benefit as it may be 
to Hudson distributors and dealers. 

The Hudson-Jones Automobile Company, Hudson 
distributors in Des Moines, Iowa, announce the com- 
pletion of their new garage in the Des Moines auto- 
mobile section, 1214 Locust Street.The building is 
50 x 168 and two stories. The show room occupies a 
space 50 x 50 feet, with a tiled floor. It is finished in 
soft, harmonious colors. The architectural effect is 

E leasing. The service department is in the rear of the 
uilding and is perfectly equipped. 

* II 

Early drawings for space at the National Shows, to be 
held in the Grand Central Palace, New York, December 
31-January 8, and in the Coliseum and First Regiment 
Armory, Chicago, January 22-29, indicate that the 
number of exhibitors at the sixteenth annual events 
will be as large, if not larger, than any of the previous 
displays. More than 92 manufacturers were repre- 
sented at the first allotment of spaces for the two shows 
at the headquarters of the National Automobile 
Chamber of Commerce, New York City. The Hudson 
will be exhibited at both shows. 



The Rose-Fosdick Company, Hudson distributors in 
Dallas, Tex., is out for the first prize at the coming 
Texas State Fair. "Our Hudson exhibits at previous 
fairs have proved the value of the exposition," says 
W. F. Rose. 



Construction Expert in His Hudson 

Mr. I. B. Colley, Zanesville, Ohio, purchased a 
Hudson from C. A. Fritz, Hudson distributor for that 
territory. Mr. Frits is proud of this sale because Mr. 
Colley is an authority on automobile construction. The 
Hudson was chosen after having thoroughly tried out, 
over the same road, the several six and eight cylinder 
cars on the market. 

4 * 

Pasadena automobile dealers are making great prepa- 
rations for the annual Hotel Maryland automobile 
show to be held in Pasadena November 17. The 
Monroe Motor Car Company, Hudson distributors in 
this territory, will place on exhibition a complete line 
of Hudsons. 

Donald G. Small has joined the Hudson-Stuyvesant 
Company, Hudson distributors in Cleveland, Ohio, as 
branch manager. Mr. Small, for the past two years, 
has been in active service with the Hudson Motor Car 
Company at the factory in Detroit. 

Mr. T. J. Butler, demonstrator for the Robinson 
Motor Car Company, Hudson distributors in Columbus, 
Miss., has recovered sufficiently to resume a part of his 
duties with the company. Mr. Butler's Hudson was 
wrecked while crossing a bridge which gave way. He 
sustained a broken collar bone and other injuries which 
confined him to his home for several weeks. 

"Hudson tourists on their way to the San Francisco 
Exposition continue to pass through Lincoln," states 
C. A. Lord, of the Lord Auto Company, Hudson dis- 
tributors in Lincoln, Neb. "They pause long enough 
to say 'Hello' and a lot of nice things about the 
Hudson." 



Turbutt L. Wright. Jr.. at the Wheel of His 
HUDSON in Park An tardea in 
Sao Paulo, Brazil. 

Turbutt L. Wright, son of Manager Wright of the 
"Cia. Industrial e de Automoveis Bon Retiro," Hudson 
distributors in Sao Paulo, Brazil, is soon to join the 
selling ranks of the "Hudson Big Family." Mr. 
Wright, Jr., an enthusiastic Hudsonite, is now in the 
United States completing his studies at Philadelphia. 
When he returns to Sao Paulo, he will be connected 
with the sales department of the "Cia. Bom Retiro." 
When not at work, Turbutt is usually seen enjoying his 
Hudson on the boulevards in the Sao Paulo Parks. 

* 4 

A. L. Paine, of the National Lumber & Manufactur- 
ing Company, of Hoquiam, Wash., now owns a Hudson 
Cabriolet. Mr. Paine is Hoquiam's biggest lumber 
magnate. Until he purchased a Hudson, Paine piloted 
the highest price American automobiles. The North- 
west Motor Company, Seattle, who closed the sale, 
consider this a blue ribbon transaction because Paine 
already had tried out the best cars in the market. In 
part Mr. Paine writes: "The Hudson fills a long-felt 
want, and you can count on the Paine family to be a 
good booster for the Hudson. I am thoroughly satisfied 
with the purchase." 

Four regulations for greater motor-car safety were 
adopted by the first annual convention of the Safety 
First Federation recently held in Detroit. These regu- 
lations covered: Standard license plates and methods 
of attaching them, standard gear shift gates or pro- 
gression, standard location for engine and car numbers 
and anti-glaring provision for head lights. 

The Doran-Twitehell Company, Hudson distributors 
in Spokane, Wash., closed a contract with Kiehn & 
& Koch, of Ritzville, for the Ritzville territory. Kiehn 
A Koch ordered 10 cars, Mr. Koch taking a delivery of a 
demonstrator. He drove the Hudson to Ritzville in 
3 hours and 40 minutes, using five gallons of gasoline 
and one quart of lubricant. The Hudson made the 
run via Deep Creek, Waukon and Sprague. 



"A Hudson Limousine passed through Chipley today. 
This is the first car of this kind I ever saw. I can't help 
but write to express my opinion. It is a wonder. Cars 
that cost far more have nothing on this. I want to say 
I am proud to be on the Hudson list and to enjoy 
Hudson reputation. I know that I am on the safe 
side." — A. L. Miller, Hudson distributor in Chipley, 
Florida. 
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THANKSGIVING LETTERS 
FROM THE BIG FAMILY 

-QflRST of all I am thankful that I am 
J \ alive and well these progressive times. 
I am thankful that each Hudson we sell 
stays sold. I am thankful that each Hud- 
son owner is a booster. That helps some, 
seeing I had the first car in the county of 
Nobles. Everyone who sells Hudson cars, 
has, I am sure, something to be thankful 
for in this eventful year. — J. A. Saxon, The 
Motor Inn, Worthington, Minn. 

\\\& are thankful that we took on the 
VU Hudson line two years ago. We have 
sold cars of different makes for twelve 
years and we find the Hudson by far the 
best proposition we ever had. The results 
of the season just closing certainly justify 
us in being more than ordinarily thank- 
ful. And from what I hear aoout the 
prospects for next year we will have more 
reason. — J. C Stoughton, The Sloughton 
Co., Whitefield, N. H. 

^E take pleasure in advising that one 
of the best assets of our business 
is the possession of the Hudson agency for 
this territory and we are very thankful 
for that. We are thankful for the better 
times in store when we will receive our 
next Hudson. Strengthened with such a 
feeling, we are well able to resist the alluring 
offers of other factories. — Normandin Cam- 
pen Co. , San Jose, Calif. 

J^^HE time is at hand when we feel we 
V J should send greetings to show our 
thankfulness for our success in the last 
four years. We are thankful that we 
started with the Hudson at that time with 
a capital of $£,000 and to-day we are in- 
corporated for $50,000. It is pleasing to 
know that you are leaders, not followers, 
and we feel assured you will continue to 
lead. — Green & Sibley, Lynn, Mass. 

S the Thanksgiving season draws near 
we are more thankful than ever be- 
Tore that we live in the United States. We 
also are thankful that we are in the busi- 
ness of selling Hudson automobiles, a busi- 
ness that to our minds gives assurance 
of a greater future than ever. Never has 
the immediate future for business looked so 
bright in our country. — Collins Plow Co., 
Quincy, III. 

gT the approach of Thanksgiving, a 
time designated by the chief executive 
of our great country, calling on all to give 
thanks for such favors as Divine Providence 
has bestowed on us, we join with our fellow 
men in offering our thanks for such blessings 
as good health and great prosperity. Our 
special thanks go to our friends directing 
the Hudson Motor Car Company. — Semmes 
Motor Co., Inc., Washington, D. C. 

/T^E are thankful that we are living in 
VL/ a land of Freedom, Peace, Pros- 
perity and Plenty. We are thankful that 
we are a part of the great Hudson organiza- 
tion and are contributing to the health 
and happiness of proud, contented owners 
of Hudson cars. We are thankful because we 
believe that the year 1916 will offer greater 
opportunity to Hudson dealers. — R. J. Ton, 
Roseland Auto Sales Co., Chicago. 

IT is especially fitting at the close of 
the busy summer season and at this 
Thanksgiving time to write you what I per- 
sonally and my customers collectively think 
of your efforts in the production of a motor 
car. We arc all of us very thankful to 
your engineering and production departments 
for the masterpiece which you produced 
in the Hudson. — L. E. Colgrove, Grand 
Rajrids, Mich. 



Frank M. Foote, county agent, United States 
department of agriculture for the co-operative ex- 
tension work in agricultural home economics for the 
state of West Virginia awarded C. C. Rose $5.00 as a 
prize for the best decorated automobile in the parade. 
Mr. Rose drove a Hudson which was decorated with 
yellow chrysanthemums. 



H. C. Weiole 



Lee Weber 



At a recent fair held in Wilson, Kansas, Lee Weber 
and H. C. Weinle, salesmen for the Salina Auto- 
mobile Company, who distribute Hudsons in Salina, 
Kansas, demonstrated to thousands the Hudson 
models. "We have been attending the county fairs 
this fall and are doing some real good work towards 
advancing Hudson sales," states Manager A. J. 
Cleveland. 

* * 

Edward Higgins, purchased a Hudson 17 weeks ago 
from R.W. Powers, who distributes the Hudson in Provi- 
dence, R. I. Higgins has run his car 16,422 miles in 
that time. The up-keep expense to date is 60 cts. for 
two bolts and a grease cup. "This is a remarkable 
showing for the Hudson construction, "writes R. W. 
Powers. 

J. E. Hamblin, Portland, Maine, has just completed 
a 1,300- mile tour in his Hudson Cabriolet. During the 
entire trip Mr. Hamblin did not shift gears in any 
place. Considering that the tour was made through 
the Adirondacks, the Hudson accomplished "some 
stunt." 

W. M. Dilsaver, in a Hudson completed his trip over 
the mountains and sands from Chicago, 111., to Jack- 
sonville, Florida. This route is known as the Dixie 
Highway. 

The Hudson carried six people and averaged 10 
miles per gallon of gasoline and eighty miles per quart 
of oil. 

* * 

Detroit, Michigan, the home of the motor car, now 
has a population of 740,000. This report is according 
to figures compiled by the R. L. Polk & Company, 
publishers of the Detroit City Directory. 



United States Brigadier General H. A. Reed and 
family, snapped by E. H. Nichols, during their "ser- 
vice stay" at Nichol's Garage, Liberty, New York. 
General Reed is a resident of Porto Rico. He is a 
man of wide experience, having toured many foreign 
countries with cars of foreign manufacture. General 
Reed selected the Hudson without question. 



A clipping from the Ogdensburg, New York paper, 
states that a Hudson, as the pilot car, broke all exist- 
ing records by covering the sixty miles from Ottawa, 
Ontario, to Prescott in two hours. This is pro- 
nounced fast traveling considering the condition of the 
highways. All the other cars, fifteen in number, 
took from three to four hours to cover the same dis- 
tance. 

C. M. Arms, a real estate dealer, in Roanoke, Va , 
now pilots a Hudson. Arms has owned thirty-six 
automobiles previous to his Hudson purchase. "After 
my experience with all these automobiles, I decided 
the Hudson was the best buy," states Mr. Arms. 
The Virginia Motor Car Company, Hudson dis- 
tributors in Roanoke, Va., closed the sale. 

Secretary of State Vaughan estimates that the 
total value of automobiles in Michigan is $91,000,000. 
He figures that the average value of each of the 113,800 
automobiles is approximately $800. Secretary 
Vaughan estimates that there will be more than 
150,000 automobiles in the State of Michigan by 1916. 



Mayor William Hale Thompson (x) ready to enter 
Hudson Touring Sedan 

Mayor William Hale Thompson, of Chicago, likes 
the Hudson. Mr. Thompson and his official staff 
were carried by the Hudson during their stay in 
Billings, Mont., where they were entertained by the 
Chamber of Commerce. "We never have shown a 
car in Billings, which has attracted as much attention 
as does the Hudson," writes R. E. Stoner, of the 
Billings Public Motor Sales Company. 

4 * 

A. A. Lcderman, who distributes the Hudson in Utica, 
New York, reports the sale of a Hudson to H. P. 
Snyder, Little Falls, New York. Mr. Snyder is a 
New York manufacturer and representative in Con- 
gress. 

* * 

The Hudson-Jones Automobile Company, Hudson 
distributors in Des Moines, Iowa, received a post 
card from W. B. Starkey as follows: 

"Four hundred miles on our trip and not the slight- 
est trouble. Encountered lots of hills, but they were 
all easy for the Hudson. We certainly are delighted 
with our purchase." W. B. Starkey. 

* II 

G. H. Scott, who has been at the head of the largest 
company handling used cars in Philadelphia, Pa., 
now is connected with the Hudson-Phillips Company, 
Hudson distributors in St. Louis, Mo., as assistant in 
the used car department. 
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I AM very thankful to say that I am 
selling the Hudson. I think it is, 
without a doubt, the best buy on the market 
at the price for the consumer. I have 
sold Hudsons for six years and they have 
given A No. 1 service. And during that 
time the factory has shown in every way 
its willingness to help sell cars. This is 
worth a great deal to us. — G. T. Reeves, 
Reeves Automobile Co., Oltumwa, la. 



/T^ E approach the Thanksgiving with 
vjy all the feeling characteristic of the 
time. We represent one of the notable 
companies of the automobile industry. Let 
us all have the vision to see a splendid or- 
ganization working the territory to its 
fullest capacity that in another year at this 
time we may have a greater feeling of satis- 
faction. — H. E. Stowell, Stowell Motor Car 
Co., Syracuse, N. Y. 
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iOMEONE has said that the difference between 
an optimist and a pessimist is that one believes 
in horse shoes and the other in black cats. 

This is looking at it from the "Old Mother 
Witch" angle. 

To get right down to a practical, brass-tack 
basis, the difference between an optimist and a 
pessimist is this: 
An optimist is a worker, a pessimist is a shirker. An 
optimist likes work, a pessimist hates work. 

Triumph and toil are twins. There is no triumph for 
the man who does not toil. 

The Worker Wins 

The man who wins is the man who works — the man 
who toils while the next man shirks. Which takes us right 
back to where we started talking about the optimist and 
the pessimist. 

Because the optimist likes work, likes toil, he wins. 
The triumph is his. 

The one cardinal element of success is work. 

Many a man w r ith no personality, or talking ability, 
has made a success of life just by plain, hard work. He is 
the sticker. He is the man who plugs along day after 
day. He is the get-there man. He has his mind made up 
that nothing is going to stop him. 

Work is effort, physical or mental. The man who is 
seeking triumph always is looking for the best means of 
concentrating his efforts. He wishes to make every 
blow count. 

Neatness A Good Investment 

If he realizes he is without a distinctive personality, 
he remedies that. Personality can be created as well as 
anything else. It requires less effort to be well clothed 
and to keep a salesroom in neat order than it does to be 
untidy in dress and allow dirt and papers to collect in the 
show room. Hundreds of energetic merchants who 
lacked an appealing personality have learned the "dollar's" 
value of this lesson. Personality along with effort, in- 
telligent'y directed is a combination that cannot be beaten. 

There are men in your town who are looked upon as 
natural leaders. These men are leaders for just one 
reason. They have a personality. They are self-ad- 
vertisers. They talk intelligently. The mind of each is 



a store-house of knowledge and they do not let it stay 
there until their brains are moss-grown. They let the 
town know that they know something more than the 
average man. 

Measure Yourself 

Measure yourself with these men. It will not take a 
minute to discover whether or not you have a personality. 
If you have not, it will not take long to create one. 

You will do this because you are a worker. You like 
toil. You desire triumph. Triumph is the desire of 
every Hudson dealer. And there is no reason why the 
goal should not be achieved. 

Make up your mind that you are going to get there 
and you will get there. Do not forget that triumph and 
toil are twins. 

To make your triumph certain it is necessary that 
you surround yourself with men who are just as deter- 
mined as you are. If there is a pessimist in your ranks 
you may be sure he is a shirker. If you can not make an 
optimist of him, turn him loose. Let him join the black 
army of croakers. 

Hold War Conference 

There will remain then in your organization all live 
wires. They will be men with a punch. Each will have a 
distinctive and appealing personality. It will be suf- 
ficiently distinctive to harmonize with the distinctive 
Hudson. 

Get your army around a big table and lay out your 
plans of war. Place a big map of your territory before 
them. Give to your sales force all the information that 
you have, and make them give what they have. 

When they leave the conference of war, they must 
have a definite idea in mind as to where they are going to 
look for prospects. They must have fixed ideas as to 
how they are going to turn these prospects into buyers. 
And they must realize that each buyer must be kept sold 
on the Hudson. 

It is up to you, Mr. Distributor, to do this. You 
are the teacher. You are the general in command. You 
must see that your army works intelligently. It is to 
your interest to guide its efforts. 

This is Preparedness. Preparedness means toil, means 
work, means effort. Each means Triumph. 

You must Triumph. 
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"COLD WEATHER ADVICE" VIA MAIL A FEATURE 
OF HUDSON DISTRIBUTOR'S SERVICE 



minium 



The Imposing and Efficient Hudson-Phillips Service Corps. 



THIS is the time of the year when the inexperienced motorist, 
and many who have owned a car for a number of years, begins 
to ponder over the question of what to do to make the car run 
right during the winter. 

Of course this information is to be found in the Hudson Owners' 
Bulletin. Often the busy owner of a car has not the time or inclina- 
tion to look it up even though he knows he can save money by doing 
so. Procrastination not only is the thief of time, but it is a luxurious 
habit that many motor car owners have. They put off reading the 
"cold weather dope" until trouble comes. Then they hurry to the 
dealer to find out what to do. Often they lose the use of the car. 

All dealers know the Hudson will endure anything in the frigid 
line that any other car will stand and much that many will not. 
But they realize it has to be given the ordinary care given any mechan- 
ism to insure efficiency. 

The Hudson-Phillips Motor Car Company, of St. Louis, Mo., is 
going to beat the procrastinating owner to it this fall. In fact they 
are going to beat the wise owners, too. They are sending out the 
following letter to all those who have bought Hudsons, equipped with 
electric starters, from them: 

"As the cold weather comes on, the most important 
item in connection with the operation of your automobile 
will be the battery. 

"The self-starter is nothing but a mechanical device 
operated by electricity which cranks your motor, and the 
storage battery contains only a definite, fixed amount of 
power. 

"You would not needlessly and aimlessly spin a 
motor if you were cranking it by hand and when you do 
this with your self-starter you are exhausting your 
current and the result will be that the starter won't work. 



"A great deal of battery energy is wasted in cool 
weather by trying to operate your car before the motor 
is warm enough to develop its power and consequently 
the motor is killed several times using energy making 
several starts instead of one. 

"From now on always close your strangler before 
attempting to start your motor at all, and when it is 
started, speed the motor up running idle, until the motor 
is warm enough for the throttle to be opened wide and 
the motor speeded at a rapid rate without popping for 
the lack of gasoline. When your motor is warmed up 
to this point, which means that the intake is sufficiently 
warm to vaporize the gasoline and give you gas instead 
of raw gasoline, then the motor will have sufficient 
power to pull the car without killing the motor. In 
severe weather it sometimes takes as much as from 5 to 
10 minutes to get the motor warm and you are in reality 
saving time in warming your motor thoroughly before 
operating your car, instead of limping along with a cold 
motor. 

"It is our desire and intention to give our customers 
battery service that will keep them running regardless 
of their own mistakes, but it will require co-operation on 
the part of the owners to avoid congestion and delays 
when severe cold snaps occur. 

"Yours very truly, 

"Hudson-Phillips Motor Car Co., 
"JHP-G "Service Department." 

The Hudson-Phillips Company believes this letter will please all 
its owners, whether they are looking for the information or not. 
Many other Hudson dealers are sending out letters along similar lines. 



THIRTEEN HUDSONS IN 
USE BY RUSSIANOFFICIALS 

MORE than 100 Hudson cars are employ- 
ed on the various battle fronts in 
Europe. They are being used in civil 
and relief service. Thirty are in Red Cross 
service on the English lines at the front. 

The picture shows three of thirteen Hudsons 
recently sent to Petrograd. Because of its 
easy-riding qualities, the Hudson is well 
adapted for ambulance work. These speedy, 
powerful cars have been the means of saving 
the lives of many soldiers. 

Hudsons are performing errands of mercy 
on the Austrian battle fronts, on the Russian 
battle fronts, from Servia all along the line to 
the North Sea. 
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COURTESY COUNTS BEFORE 
AND AFTER SALE 

COURTESY counts just as much after a 
sale as it does before. 

This is the belief of W. G. Welbon of 
the Welbon Motor Car Company of Cin- 
cinnati. He distributes the Hudson car in 
that important territory. 

Mr. Welbon not only preaches courtesy, 
but practices it as well. 

Just before the recent automobile show held 
by all the dealers in Cincinnati, he sent to 
each of 300 Hudson owners two tickets. The 
show was held in Music Hall. 

Along with the tickets he sent a letter. It 
closed as follows: 

"We shall be pleased to have you see our 
exhibit which consists of closed cars only, as 
the entire line of Hudson open cars is sold out 
all over the country." 

Besides extending an unlooked-for courtesy 
to Hudson car owners, Mr. Welbon brought 
them to the one place where he could show 
to the best advantage the Hudson line of 
closed cars. They could compare the Hudson 
with all other closed cars. Several sales were 
made as the result of these invitations. The 
closed car exhibit brought forcibly to the 
minds of owners the fact that winter is 
near. They took the hint. 

A week previous to the show, sixteen dis- 
tributors combined in taking a page adver- 
tisement in a newspaper. Sixteen cars were 
shown with their trade slogan only. There 
was no other means of identification. A prize 
of $10 in gold was offered to the one naming 
the automobiles pictured. It was won by 
Julia Grace of Covington, Ky. The com- 
pleted advertisement revealing the names of 
the cars appeared on the opening day of the 
show. The contest created a great deal of 
interest, and brought many persons to the 
hall. 

The Hudson, as usual, was the center of an 
admiring throng each evening of the Exposi- 
tion. Mr. Weloon, who is treasurer of the 
Exposition organization, received many com- 
pliments on the fine appearance of the 
Hudson line. 

Mr. Welbon sent out 600 tickets in all, at 
a cost of 50 cents each. He considered the 
money well spent from an advertising stand- 
point. 



HUDSON EXPERT 
COMPLIMENTED 

OLLIE SAVIN of the Hudson-Phillips 
Motor Company has just been made 
the recipient of a fine compliment by 
the Automobile Club of St. Louis. Recently 
the club had its eighth annual Automobile 
Reliability Tour. At its conclusion, each car 
was inspected to determine what harm 
physically z if any, the tour had worked on it. 

S. S. Pingree, chairman of the Technical 
Committee, selected Mr. Savin to inspect all 
cars for carburetion and ignition. The ap- 
pointment was made only after a careful con- 
sideration of all experts available in these 
branches of motor-car mechanics. The ap- 
pointment met with the cordial approvement 
of all the tourists. 

The Hudson-Phillips Company is making 
the most of the fact that Mr. Savin was 
chosen for this post. The appointment 
proved that Hudson owners in and around 
St. Louis get the best service available. 
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WHEN skill, tact and diplomacy 
are employed, the most effective, 
the most decisive results are at- 
tained in every phase of selling. They 
are the ingredients of subtlety that 
conserve energy and effort in selling. 
They are the factors that differentiate 
mere selling from real salesmanship. 



No hill too high, no mud too deep 
for the Hudson; no country so big 
the Hudson can not cross it. 



TO SELL HUDSONS ONLY 

" ^T"*HE Hudson line has been so attractive 
X to us that we are going to sell the 
Hudson exclusively ? and we figure that 
we can get a better business by doing this, 
and feel that we can make enough profit from 
the Hudson without having another line." 

This is an excerpt from a letter written to 
the Hudson Motor Car Company recently by 
the Rose-Fosdick Company, Hudson distrib- 
utors in Dallas, Texas. They believe in plan- 
ning ahead. Everything is being done to 
make 1916 a season crowned with a glowing 
success. The salesroom has been repainted 
and new furniture added. They have put on 
two extra salesmen. One will work on closed 
jobs exclusively. An increase also has been 
made in the service department. 



ESTABLISHES NEW DEPART- 
MENT TO INCREASE SALES 

WJ. BRACE, of the Hudson -Brace 
• Motor Car Company, Kansas City, 
Mo., is planning the establishment of 
a correspondence department which he be- 
lieves will add greatly to the effectiveness of 
his organization. 

An experienced correspondent will have 
charge of this department and it will be his 
duty to release the 42-centimeter- word guns 
in the form of circulars, letters, publicity and 
advertising. He also will look after the cor- 
respondence that does not pertain to any 
particular department. 

Mr. Brace's idea of using this system is, 
that if he finds, for instance, that "Brown 
county" in his territory is not producing, he 
will tell his man at the head of the corre- 
spondence department to get busy and con- 
centrate on Brown county until business in it 
has been put in the proper condition. Mr. 
Brace is a staunch believer in circular letters 
and other printed matter and believes that 
the man at the head of this department will 
more than pay for himself. 



HUDSONS AT HIGHEST CAR 
POINT IN CALIFORNIA 

ON a recent trip of two Hudson owners, 
A. C. Johnson, cashier of the Whittier 
National Bank, and George L. Hazzard, 
a capitalist and real estate operator of Whit- 
tier, California, drove their Hudsons to 
the summit of the Lee Vining creek grade, 
crossing the Sierra mountains at an elevation 
of 9,996 feet. 

This is the highest point in the state of 
California to be reached by an automobile. 
The trip of these Hudson owners comprised 
2,000 miles through the wildest part of 
northern California. 

In a letter to Walter J. Bemb, Detroit 
distributor, Mr. Johnson writes that he has 
been driving Hudson cars for many years. 
In company with Mr. Hazzard he has taken 
many long and strenuous trips. This trip, 
particularly that portion along the crest and 
crossing back and forth from one side of the 
Sierras to the other, a distance of 2,000 miles, 
is perhaps the most interesting as well as the 
most strenuous motor car trip that could be 
selected in California. 



MANAGER BUSBY CRIES— 
"MORE ROOM!" 

THERE seems to be no end to the growth 
of the Louis Geyler Company, Chicago 
distributors for the Hudson. After out- 
growing its local headquarters and moving 
into the big building at 25th Street and 
Michigan Avenue, the concern again was 
compelled to take additional space at 26th 
Street and Wabash Avenue. Now Sales Man- 
ager F. M. Busby is crying for more room. 

" Peoria is in the heart of a great, rich belt 
and our business there has grown to such an 
extent," said President Geyler, "that we have 
established a branch there. In order to give 
the best service, the kind that has made our 
concern popular here and the kind that every 
city should have, we have decided to have our 
own building in Peoria, modelled after the best 
in Chicago. The building is pretentious and 
efficient and occupies a site 70 feet wide and 
100 feet deep." 



A SALES force should be organized 
so that its routine report will give 
one a detailed analysis of the 
entire market at frequent intervals. 
Lose touch with your territory and you 
lose sales. 
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M. L. Carter and Mr. and Mrs. Livingston, of New 
York City, in their Hudson have just finished a cross- 
country journey to San Diego. "I have driven many 
makes of cars, but never found one that performed so 
well in a cross-continental trip as the Hudson," 
states Mr. Livingston. "The only time that the 
hood of the car was raised was to put in lubricat- 
ing oil in the motor. We averaged better than 150 
miles per quart and better than fifteen miles per 
gallon of gasoline. There is nothing that I can say 
that would do the Hudson full justice, and I stand 
ready at all times to boost the Hudson car." 

The eight-day Broadway Automobile Show held re- 
cently in Los Angeles, California, eclipsed anything of 
its kind ever before attempted on the Pacific slope, 
writes Harry L. Arnold, distributor in Los Angeles. 
There were 78,000 paid admissions. It is claimed that 
a quarter of these were prospects, as only those inter- 
ested in motor cars attended the show. Pleasure cars 
only were exhibited. A complete line of Hudsons 
was on show. 

I. E. Cray, who distributes Hudsons in Concord. 
Mass., has opened a new garage in North Main street. 



This Hudson carried away first honors at a recent 
parade in Twin Falls, Idaho. The Hudson was 
trimmed by the Johnson Auto Sales Company, who 
distribute the Hudson in Twin Falls. "Without 
exception the Hudson was the best looking car in the 
parade," writes Manager E. S. Johnson. 



J. F. Gomery, of the Gomery-Schwartz Motor Car 
Company, Inc., Hudson distributors in Philadelphia, 
was appointed on the show committee as secretary 
and treasurer for the annual automobile show to be 
held during the week of January 8-15. "Philadelphia 
will have an automobile exhibit this winter far more 
worthy of the size of the city and the importance of 
the industries in its midst than has been the ease in 
the past years," states J. F. Gomery. 

A Hudson piloted by Bill Jones, who distributes the 
Hudson in Chattanooga, Tennessee, lead the parade 
"Automobile Dav" during the annual Chattanooga 
District Fair. The automobile section at the fair 
consisted of four huge canvas tents which covered 100 
different makes of automobiles. The Hudson not only 
lead the parade, states Jones, but lead in popularity at 
the fair as well. The Chattanooga Automobile Asso- 
ciation was responsible for the success of the fair. 

* * 

Asheville, N. C, held its first automobile show 
November 4. The opening of the fair in the old 
Dreamland Theatre found a crowd of motor en- 
thusiasts ready and anxious to inspect the offerings 
of the several auto manufacturers. The show was 
officially opened by Mayor J. E. Rankin. The Ashe- 
ville Automobile Company exhibited a complete line 
of Hudsons. 

Frederick W. Clark, president of the Clark Paper 
& Mfg. Company, Rochester, N. Y., has just com- 
pleted a sixteen-hundred-mile trip through the 
states of New York, Pennsylvania and New Jersey. 
"The Hudson is an ideal car for touring," states Mr. 
Clark, "and as far as being economical in fuel con- 
sumption, is second to none." 

The Semmes Motor Company, Washington distrib- 
utors of the Hudson, reports a sale of a Hudson Cabriolet 
to Dr. H. H. Hazen, and a Hudson Touring Sedan to 
Dr. G. G. Patton. "We find the doctors good pros- 
pects to work on," states Mr. Semmes, "it does not 
take long to convince them that the Hudson closed 
car models are correctly fashioned for use in their 
profession. 



Full page reproduction from the Sacramento Union 
issue of Oct. 14th. The entire lower half of the 

Sage was advertising space purchased bv Arnold 
iros., Hudson distributors in Sacramento, Cal. The 
portion outlined in red is the "Free Publicity" ob- 
tained. The capturing of the famous $1,000 Valvoline 
Trophy by the HUDSON, offered a good chance for 
such publicity and in the case of the Arnold Bros . it 
seemed important enough to occupy an entire half 
page in the form of an advertisement. This is a good 
example showing how and when to grasp the chance 
to get free publicity in connection with your paid 
advertising. Always manage to get publicity when 
you place advertising and in this way. you will secure 
the best results and boost HUDSON sales. 

W. D. Brookover, who sells Hudsons in Wheeling, 
W. Va., and owner of the Standard Garage in the 
Morgan building on Main street, has leased the build 
ing now occupied by Curtis Leap. 

L. H. Briggs, of Lewiston, Idaho, signed a 10-car 
contract and will handle the Hudson exclusively in 
Nez Perce and Asotin counties. 

An analysis of the registrations of automobiles and 
motor trucks in the state of Rhode Island up to Octo- 
ber first shows a total of 14,017 vehicles in use. This 
report includes 254 Hudsons. 



HUDSON CLIMBS TO DEVIL'S TOWER 



ONE of the freaks of Nature fashioned ages ago by some terrific 
force is Devil's Tower in Wyoming. It is 83 miles from Dead- 
wood, S. D. 
C. R. Wagner, of the Hudson Motor Sales Company, Deadwood, 
made this trip in a Hudson carrying ten passengers. Four were 
children. The Hudson negotiated the many hills in the 165 miles 
of travel, without difficulty. On the way the party was caught in a 
severe snow storm. The picture was taken at the base of the ridge 
from which Devil's Tower rises. 



HE NEVER MAKES PROMISES 

APROMINENT Hudson dealer who always has in progress an 
intelligent study of motor car salesmanship, has discovered the 
wisdom of not making service promises. He gained it from an 
experience common to almost every household. His wife had ordered 
a gown for a special occasion. The saleswoman promised "faithfully" 
to have the alterations made in ample time. It was impossible for 
the women in the workshop to do the work by the hour fixed. Not 
only was Mrs. Dealer disappointed, but she never traded at that 
particular store again. 

The dealer sat down and thought it over. He remembered making 
promises to many owners regarding service. Often, he was unable 
to make good his word because it was a physical impossibility to do so. So 
he had a sign lettered and conspicuously placed in his show rooms. It read : 

WE NEVER PROMISE 

Promises usually are forced out of us and at best are 
only temporary expediencies. 

Frequently they are made to cover the impossible. 

Nearly all disputes and misunderstandings grow out of 
promises made under such conditions. 

Your anxiety to have your car repaired by a certain 
hour, and our desire to accommodate you, often leads to 
promises that we cannot fulfill. 

So we do not promise. 

W r c are sincerely interested in getting your work out as 
quickly as possible. We consider your needs as we consider 
our own. We have but one thing to sell — Service. Let us 
do the best we can. We will not overlook you — and then 
you will not feel we have deceived you or made you feel that 
we are unreliable. 

If we say your work will be out on Tuesday and you, by 
insistence, persuade us to promise it on Saturday when we 
know it an impossible thing to do, it has made liars of us 
and we lose your respect — that we value most of all. 
Its fairness was manifest to each Hudson owner who required 
service. It convinced them the dealer was honestly trying to do his 
best and it made friends for him. 
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SELLING HUDSON CARS IS A MATTER OF PRIDE 



EVERYBODY in Sioux Falls, S. D., knows John P. Bleeg. He is 
head of the company of the same name. It distributes Hudson 
cars in that vast territory. Mr. Bleeg is the man towards the 
front of the picture. The other gentleman is M. O. Thompson, 
manager of the company. 

"There is one thing above all that I like about the Hudson," 



says Mr. Bleeg. "That is its quality. I sell only Hudson cars. I am 

fomg to stick to them. I know that when I sell a man a Hudson, 
am bringing a new joy into his life and the members of his family. 
I am proud to meet him on the street. I know he has received more 
than full value for his money. He is pleased with his purchase. I 
am pleased also. Selling Hudsons is a square deal all around." 



HOW MUCH GREATER NEXT YEAR? 

(Continued from page 1) 

They got the Hudson — and Success t 

It has everything behind it from Advertising, right down to the 
end of the alphabet. 

Selling Hudson cars is a great deal like selling fire insurance. 
The aggressive insurance agent requires only a short time to build 
up a business, providing he sells a policy in which the public has 
confidence. 

After he gets his business built up he lives on his renewals plus the 
new business he gets yearly. 

The Hudson is the car of SELF^ELLING QUALITIES. Sell- 
ing Hudsons is a great deal like selling insurance. The man who 



buys a Hudson buys it on its reputation. In due course of time 
he BUYS his SECOND Hudson just as a man renews his fire insur- 
ance policy— WITHOUT QUESTION. 

In Akron, Ohio, 92 Hudson owners have bought their second or 
more cars! 

CERTAINTY of future business SUCCESS, an ORGANIZA- 
TION that not only offers its counsel to, but is ready and willing 
to FIGHT for its dealers, the purchase of its product a SAFE ana 
PROFITABLE investment, a company that enjoys the confidence 
of and commands the respect of the WORLD, an automobile that 
almost SELLS itself— 

Any wonder that the Hudson distributor and dealer is the most 
contented business man in the land today? NONE! 



NOTHING CAN STOP A FACTORY THAT GROWS LIKE THIS 
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"WE WILL SELL THE HUDSON EXCLUSIVELY!" 



«*-r"*HE Hudson line has been so attractive to us that we are going 
X to sell the Hudson exclusively, and we figure that we can get a 
better business by doing this, and feel that we can make enough 
profit from the Hudson without having another line." 

This is an excerpt from a letter written to the Hudson Motor Car 
Company recently by the Rose-Fosdick Company, Hudson dis- 



tributors in Dallas, Texas. They believe in planning ahead. Every- 
thing is being done to make 1916 a season crowned by a glowing 
success. The salesroom has been repainted and new furniture added. 
They have put on two extra salesmen. One will work on closed jobs 
exclusively. An increase also has been made in the service de- 
partment. 




HUDSON SUCCESS 



THE Hudson is and always has been 
a huge success. So tremendous is its 
appeal and prestige that it carries its 
dealers with it. The most valuable franchise 
a motor-car dealer can have is the Hudson 
contract. Men who secured the Hudson 
representation a few years ago, and were 
successful in holding it, have become 
wealthy. Motor-car owners are a unit in 
their respect and admiration for the Hud- 
son. All men rate it a top-notch, high- 
grade car. The future promises to disclose 
even greater Hudson triumphs. All America 
is waiting to see what is to be the Hudson's 
next move. 



HUDSON WINS 



THE Hudson is a maker of history. It 
is the one car feared, envied, admired 
and copied by competitors. It always 
is ahead. Thousands of buyers wait to 
see what the Hudson shows before they 
decide. The Hudson ranks side by side 
with the costliest cars. It is the only car 
whose distinctiveness is unaffected by 
price. Men buy the Hudson because the 
name guarantees the qualities they seek in 
a motor-car. They don't ask whether it is 
a four, a six, an eight or a twelve. If it's 
a Hudson it's right. 



ha* 



36^ 



THERE IS FRUIT ON THE TREE ONLY FOR LIVE ONES 

KJEVER has the Tree of Opportunity 
L^l been so heavily laden for Hudson 
dealers as it is today. Men of broad- 
minded vision predict a wonderful era of 
prosperity. The rapid revival in business 
bears out their prophecies. The best is yet 
to come. 

The keen, the vigorous, the energetic, the 
wide-awake are getting ready now to garner 
the golden fruit of intelligent effort. They 
know that to win they must be prepared. 

The sleepers are those who lack the fore- 
sight to see what is coming. They think that 
enough of the fruits will come their way with- 
out effort. True, they may be awakened 
now and then from their comatose condition 
by the falling of an overlooked plum. But 
the dealers with the ladders and the axes of 
business are the ones who will get 99 per cent 
of the fruit. 
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To "automobile row" on upper Euclid avenue. 
Cleveland, Ohio, is to be added immediately another 
big structure to be used exclusively for motor car pur- 
poses. According to the terms of the transaction, 
handled by James H. McCall, real estate department 
Garfield Savings Bank Company, the Hudson-Stuy- 
vesant Motor Company, Hudson distributors in 
Cleveland and vicinity, took over a 99-year lease 
held by the Euclid Leasehold & Investment Company 
on a plot 50x189 feet at 2012 Euclid avenue. F. E. 
Stuyvesant, president and manager of the Hudson- 
Stuyvesant Motor Company, states that plans are 
now being prepared for the immediate erection of a 
four-story fireproof structure costing in the neighbor- 
hood of $75,000, covering the entire property. Com- 
pletion is scheduled for March 1, 1916. 

The show room of the Foley Motor Car Company, 
who distribute Hudsons in Newark, N. J., is still 
located at 37 William street, but anyone familiar 
with the place would hardly think so from the trans- 
formation that has been wrought by a force of work- 
men engaged in beautifying the Newark home of the 
Hudson car. The show room has been thoroughly 
renovated and decorated and a new lighting system 
installed. The color scheme of the decorations is 
white and pale blue with accompanying gold orna- 
mentations. Pale blue curtains of light materials 
are used to drape the windows and doors. The Foley 
Motor Car Company is the first of the Newark auto- 
mobile concerns to introduce this drapery effect. 



William M. Roddy, Press Representative "Peg 
O'My Heart." 

"My duties as press agent for the Peg O'My Heart 
Company," writes William M. Roddy, "takes me to 
many cities in a season. Since last August, I have 
made all my towns in a Hudson, and let me remark 
in passing that it is "some nifty little car." 



W. W. Walker, cashier of the Iowa Savings Bank, 
Esterville, Iowa, is pleased with his Hudson. "After 
driving the Hudson for several months." writes Mr. 
Walker, "wish to say that I am more pleased with it 
than any other automobile I have ever driven and really 
think that you have reached the limit in power, easy 
riding, completeness of equipment and beauty. I 
am a real Hudson Booster." 



The Camera's Catch in Gainesville, Fla. 

J. R. Fowler, who distributes Hudsons in Gaines- 
ville, Fla., keeps the photographer busy. Whenever 
he gets a suitable subject for a picture he wastes no 
time in calling the photographer. In this particular 
instance, Mr. Fowler lined up four Hudsons in front 
of his show room and secured a "corking" good pic- 
ture. "Besides obtaining a little publicity during 
the actual photographic period," writes Mr. Fowler, 
"I managed to get it in our local paper with a write-up." 
In this way he keeps the Hudson constantly in the 
minds of his prospects. 

N. B. Roper, a mechanical engineer from Peru, 
with his wife and Miss Carrie Hervey, passed through 
Los Angeles last week in their Hudson. They came 
from San Diego en route to San Francisco via the 
Coast road. They took delivery of their car at San 
Diego about two months ago and had already driven 
it 2,500 miles before leaving that city for San Francisco. 
After a visit at the exposition, they will drive up the 
north shore road and cross the Coast Range at Grant's 
Pass, visiting Crater Lake and returning to Cali- 
fornia by way of the Shasta route to Sacramento 
valley, then over the Sierras to Lake Tahoe and down 
on the east slope of the Sierras to Bridgeport and 
Mono Lake. From that point they will again cross 
the Sierras over the Tioga Pass and visit Yosemite 
Valley, then back to Los Angeles and San Diego. 
Mr. Roper has a year's leave of absence from his 
work in Peru and is enjoying his stay in the United 
States with his Hudson. 

The Collins Plow Company, who distribute Hud- 
sons in Quincy, Illinois, announce they have secured 
the services of A. N. Staats to look after service on 
Hudsons. Mr. Staats has had years of experience in 
automobile factories and is highly competent to render 
service for the Hudson. 



Among the most notable Hudson owners in the field 
of sport are Fielding H. Yost, famous foot ball coach 
of the University of Michigan, and the equally well 
known Percy Haughton, for several years the guiding 
genius of the Harvard foot ball squad. Haughton is a 
little ahead of Yost, due to the fact that he now is 
driving his third Hudson while Yost still drives his 
first. 

* * 

Ben F. Glines, Detroit, Mich., is a Hudson owner 
carrying license plate No. 3. Ben evidently was 
anxious to drive his Hudson and undoubtedly was 
"right on the job" to secure his license. There are 
113,800 automobiles registered in Michigan. 

"The annual motor show held in the State armory, 
Providence, by the Rhode Island Automobile Dealers* 
Association, was a success," writes R. W. Powers, 
distributor of Hudsons in that territory- Powers 
exhibited a complete line of Hudsons. The attendance 
on the opening evening ran above 10,000. A large 
number of attendants directed visitors about explain- 
ing the show in general. The auditorium was dec- 
orated to represent a palm garden. The effect was 
heightened by singing birds. The passenger cars 
were exhibited on the main floor and the commercial 
vehicles in the basement. 



E. O. Allyne, is wholesale salesman and road repre- 
sentative for the Harold L. Arnold organisation, 
southern California. He visits associate dealers and 
assists them in their Hudson sales. Through Mr. 
Allyne's efforts 24 Hudsons have been sold since June 
twelfth of this year and during the year previous 
this hustler placed about 50 Hudson cars in tne same 
territory. He has been the means of advancing 
Hudson sales in southern California to the high point 
they now hold in the Hudson records for the Golden 
State. 



HUDSON PROSPECTS OUR GUESTS AT THE NEW YORK AUTO SHOW 



THE automobile shows, which have much to do with firing the 
spark of desire in the breasts of prospects, are with us again. 
The great New York show will be held in Grand Central Palace 
from December 31 to January 8, inclusive. The New York show 
draws thousands of visitors from the eastern section of the country. 
No doubt among them will be many PROSPECTIVE PUR- 
CHASERS of Hudsons. 

The factory will be pleased to have them as its guests at the 
New York show. Let us know WHO they are and WHERE they 
will stop. The factory will send each one of YOUR prospects a 
beautifully engraved invitation to attend the Hudson exhibit. Once 
there every effort will be made to bring them to a closing point. 

Enclosed in this number of the Triangle is a blank sheet. 
On this please give the names of your prospects who will attend the 
show — or whether they will be in New York during the show — and 
their New York hotel address. If you do not know the New York 



address send in the home address, but only in case you do not know 
the former. 

Imagine the favorable impression it will excite in their minds 
when they receive the handsomely engraved invitation to visit the 
HUDSON exhibit. 

The factory will take them in hand there. 

In order that you may be prepared to entertain your prospects, 
be sure and let us have their names by return mail. 

Please do not allow a moment's delay to interfere with our co- 
operation with you in this. 

Send the name by return mail. 

NOTE: Believing that there will be few if any prospects west 
of the Mississippi River, dealers in that section are not receiving 
these blanks in the Triangle. But should there be any of your 
prospects west of the Mississippi who will be in New York during 
the show, or who will attend the show there, write the factory today 
for blanks. 
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NEW HUDSON SUPER- 

A WONDERFUL MOTOR CAR FOR WHICH ALL THE WORLD HAS BEEN WATTING 



The Hudson Super-Six Phaeton, Seven Passenger. 
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The Hudson Super-Six 

T will the Hudson do? This is the question that the motor-car 

>rld has been asking for the past two or three months. Hudson dis- 

butors, dealers and salesmen whose confidence in the company is 

impregnable because it has been justified in the past by one success after 

another, have been satisfied to let time answer the question. 

They have seen one maker bring out an eight, another a twelve and 
still others, motors acclaimed far and wide as the last word in engineering 
perfection. Inventive genius, it was said, in them, had surpassed itself. 

All Familiar Figures Now 

All those types are familar figures now*. Unless the Hudson brought out 
something so distinctive, so radical, the impression became general, no more 
worlds w r ere left to conquer. But the Hudson felt that the field of achievement 
had not yet yielded alL Quietly it w r as working on the development of a new 
idea. As it progressed from one stage of accomplishment to a higher stage, 
rumors that something startling w*as to come from the Hudson factory became 
current. 

The veil of mystery that surrounded the development and perfection of its 
idea remained impenetrable. But at last the veil is lifted and there stands 
revealed to the world — 

THE HUDSON SUPER-SIX. 

Super-Six ! 

Rightly named! 

A motor car FAR ABOVE and BEYOND all other sixes or ANY OTHER 
type of motor design. 

In every detail, the Super-Six is all that the name implies. 

The wildest rumor that you have heard about it is TAME compared with 
the TRUTH. The Super-Six begins a revolution. 

No engineering staff has contributed MORE to the industry than the 
Hudson. None commands more respect. It has to its credit more than one 
history-making car. But the Super-Six is its supreme achievement. 

Our famous Six -40 of last year w r as a new' type Light Six that FORCED 
OUT all other types. It quadrupled production and gave us FIRST PLACE 
among fine cars. It heralded a new era in motor-car building. 

Eights and Twelves Rejected 

The Super-Six not only transcends our last year's Light Six, but ALL 
other makes of MOTORS. A chasm of advancement separates the Super-Six 
from all other engine design. 

It is the reason why the Hudson company REJECTED the EIGHT and 
TWELVE after building, buying and TESTING both. 
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Above All Other Cars 



XT IS the reason why last fall, the Hudson company STOPPED PRO- 
DUCTION at the crest of its success, why thousands of Hudson 
sales were SACRIFICED at the height of an over-demand. 
The Super-Six is the reason why in the past few months the factory has been 
DOUBLED. For enlargement and equipment, $1,500,000 have been expended. 

"Super" means OVER, ABOVE, BEYOND. 

In the first shop tests, the Super-Six motor by its amazing demonstration 
of power suggested its over and "above-ness." 

FIFTY per cent increase in SPEED and EIGHTY per cent increase in 
POWER over the Hudson 6-40, itself a monument of perfection among sixes. 

Seventy-Six Horse Power 

SEVENTY-SIX HORSE POWER without adding to the size of, or adding 
to the number of cylinders. 

It develops the highest power per cubic inch displacement obtained in 
ANY motor built. 

The story of what it did in a road test, reads more like a romance than a 
plain statement of FACT. 

In a track test, under the supervision of American Automobile Association 
officials, it broke EVERY RECORD for STOCK CARS with engines of ANY 
type. You can imagine what a sensation THIS STORY will create when it 
comes out — soon, too. 

The Super-Six — a wealth of power, flexibility, ease of control, quick accel- 
eration and reserve capacity for difficult roads or hills. 

Creeps on high gear, picks up quickly, mounts hills on high gear, avoids 
changing gears on rough roads. 

EVERY present REASON for the eight or twelve has VANISHED. 

Super-Six Stands First 

This means that the Hudson Super-Six as an engineering accomplishment 
stands FIRST today among the motor cars of the WORLD. It excels them 
ALL and that means supremacy in every sort of performance. 

And the car ITSELF soon will prove all that we have said here — and 
MORE! 

In beauty, luxury and finish, the apex has been reached in the Hudson 
Super-Six. The car LOOKS the supremacy that the motor GIVES it. In 
both open and closed bodies, it is a masterpiece in harmony and distinctiveness. 

The complete story of the Super-Six will amaze and startle YOU. It will 
amaze and startle the WORLD. 

Because this car is above and beyond ALL other cars, it will bring TENS 
OF THOUSANDS from lesser cars to— 

THE HUDSON SUPER-SIX. 
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HUDSON SERVICE INSPECTION 

'T^HE new Hudson Service Inspec- 

tion Plan will be announced in 

a short time. Watch for it! 
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OFF FOR BIRD-OF-PARADISE LAND ! 



JOHN H. Ganzel, manager of the Brooklyn Team in the Federal 
League, who started on a trip from Rochester, N. Y., to Honolulu 
some time ago, arrived at San Francisco this week. The "Big 
Chief" of the Brook-Feds is making the continental part of the 
journey in a Hudson that he purchased from Ailing & Miles in the 
Kodak city. 

Ailing & Miles saw that Mr. Ganzel got a great send off from 
in front of their salesroom. The Brooklyn manager is accompanied 
on the trip by Mrs. Ganzel, a Miss Bruce, and his mechanician, 
Travis. From San Francisco, the party will motor to Seattle where 
they board a ship for the Hawaiian Islands. 

Because of the prominence of Ganzel in the baseball world, the 
factory sent out for national publication a story about the trip and 
GanzePs views on the baseball situation. It was published all over 
the United States. Not only did Ailing & Miles get considerable 
publicity in their own city, but they were instrumental, through in- 
forming the factory about the trip, in getting widespread publicity 
for the Hudson. 

In a letter to E. V. Rippingille, service manager, Mr. Ganzel 
writes in part about the fine performance of the car as follows : 

"We arrived in San Francisco after a most wonderful trip. The 
Hudson car made every point of interest, no matter how high they 
were along the road, without any trouble. 

"We weighed 5,810 pounds trie way we were loaded and it seems a 
remarkable thing to think we came through without any engine trouble 
whatever. In fact my mechanic, Travis, never put a wrench on the 
engine from the time we left Rochester until we arrived in San Fran- 
cisco. 

"I called on all the Hudson dealers from Detroit to San Francisco 
and in most cases received a royal reception. On arriving here I 
called on Mr. Ramsay who was looking for us and I want to say that 
I am more than pleased with the reception he gave us.'' 



How Ailing & Miles Advertised the Hudson in Which John Ganzel 
and Party Made Their Trip. 



THEY MEET SENATORS AND 
CONGRESSMEN EVERY DAY! 



THE Semmes Motor Company. Incorporated, has been formed by 
amalgamating the three well-known Washington firms, Con- 
gressional Garage Company, Semmes-Kneessi Company and 
Semmes Motor Line. 

The new company has been incorporated under the laws of 
Delaware with a capital stock of $150,000. The officers are C. W. 
Semmes, president; Howard G. Kneessi, first vice-president and 
treasurer; Raphael Semmes, second vice-president and secretary. 

The Congressional Garage Company was formed five years ago. 
The Semmes Motor Line has been operating passenger motor omni- 
busses over the roads of southern Maryland since 1912. Three 
routes are covered, with Brandywine, Leonardtown and La Plata 
as the respective termini. 

The Semmes-Kneessi Company was organized two years ago, 
taking the Hudson for Washington. 

The officers of the new company were the organizers of the three 
separate concerns which have been operated between them on a part- 
nership basis. 

The Hudson will be pushed harder than ever, and the motor /bus 
line continued in operation with some improvements and extensions. 

Plans for a large salesroom at 1132 and 1134 Connecticut avenue 
are in the hands of an architect. 

The service station for Hudsons will remain at 1214 V street, 
northwest, with Congressional Garage, at 626 Pennsylvania south- 
east, continuing for the care and operation of the trucks and the 
depot for the motor line. 



THE going may not be good on rainy days, but do not 
forget that the weather never stops Uncle Sam's mails. 
Rainy days, snowy days and muddy days are fine days 
for letter writing. Those are the days on which you ought 
to get busy with your circular letters. 



SELF-INTEREST always comes first. But did you ever 
stop to think just what self-interest means? If you put 
the interests of your customers first, you will find that 
you are best serving your own interests. Think this over. 
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THE NEW YORK AUTOMOBILE SHOW 

GRAND CENTRAL PALACE, DECEMBER 31 TO JANUARY 8, INCLUSIVE 

Suggestions to All Hudson Distributors and Dealers East of the Mississippi and All Others Who Will Attend the Show 

'"THE Hudson Super-Six will get its baptism of admiration at the New York Auto- 
mobile Show, which is to be held in Grand Central Palace, New York City, beginning 

Friday, December 31, at 2 p. m. and continuing until Saturday, January 8, closing at 

10.30 p. m. The new Super-Six will usher in the New Year. 

The Hudson Motor Car Company, as usual, will be represented at the exhibition by 

a number of its officers, traveling factory representatives and attaches of the sales, 

advertising and service departments. 



Offices have been engaged at the Hotel 
Belmont, Forty-second street and Park 
avenue. The location is an ideal one. 
The Belmont is only a few minutes' walk 
from Grand Central Palace and is located 
across the street from the Grand Central 
Station. Also it is quite convenient to the 
Grand Central Subway Station. 

THE OFFICE HOURS 

The Hudson offices in the Belmont will 
be open from 10 a.m. until 12.30 p. m. and 
from 2 p. m. until 5 p. m. every day dur- 
ing the show. 

Mr. Winningham and Mr. Morse will 
be at the office in the Belmont most of the 
time during office hours. Members of the 
advertising and sales staff also will be 
found here during the day. 

The traveling factory representative for 
your district will divide his time between 
the Hudson booth in Grand Central 
Palace and the offices in the Belmont. 

E. V. Rippingille, service manager, also 
will be present at the show and will 
divide his time between the exhibit and 
the offices. He will be prepared to take 
up any phase of the new service inspection 
plan or any other matter that you may 
wish to discuss with him. 

TO VISITING DEALERS 

Make your presence known as soon as 
possible after your arrival in New York. 
We can make your visit to the Show 



much more enjoyable and satisfactory to 
you if we can have a few minutes' con- 
versation with you. 

Please feel that you will be more than 
welcome both at the Hudson booth in 
Grand Central Palace and also at the 
offices in the Belmont. If you do not see 
a familiar face just step up to the first 
Hudson man you meet and he will be glad 
to direct you to the man you wish to see. 

SEND US ADVANCE NOTICE 

It would make matters easier all around 
if you would fill out and mail, as soon as 
possible, the card enclosed with this issue 
of the Triangle. 

Knowing in advance when to expect 
yourself or the representative of your 
organization will enable us to arrange our 
time to suit your convenience and con- 
clude any matters of business with as little 
delay as possible. 

THE HUDSON POST OFFICE 

Mail may be addressed in your name 
care of the Hudson Motor Car Company 
at the Belmont Hotel. Telegrams the 
same. We urge you to make full use of our 
offices and equipment. A stenographer 
will be at your service during office hours. 
Complete files of the New York papers 
will be on hand daily. Local and long 
distance telephone messages may be sent 
from and received at the Hudson offices. 
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| THE SUPER-SIX AND YOUR HOME SHOW j 
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THE season of the automobile show is now at hand. In every 
citv or town that holds an automobile show, the Hudson dis- 
tributor or dealer should see that the new Super-Six, seven- 
passenger car, plays the star part. For obvious reasons, it is up to 
you to make the Hudson Super-Six the talk of the exhibition. And 
not only should it be the center of each day's show activities, but 
all the city or all the town should be made to read or talk about it. 

Practically the sole purpose of the shows is to get publicity of 
one kind or another. Newspapers give a large amount of space to 
motor car shows. The social element in a city takes them up and 
makes of them, at least on one night, an occasion on which the promi- 
nent persons of the city meet and discuss motor cars. The sale of a 
new Hudson Super-Six to one of the leading men or women in your 
city or town means that many others will follow his or her example. 

It may be that the Hudson distributor or dealer will have to fill 
the position of manager or secretary of a show. Usually this is a 
thankless task and is avoided. But if you are selected for one of 
these offices, do your work enthusiastically. Work as though it 
were a real pleasure and make yourself just as prominent as you can. 
If you fill an official position with a show you naturally will attract 
attention to the new Hudson Super-Six. 

Courtesy First 

The new Hudson Super-Six is certain to create a tremendous 
sensation everywhere. Hundreds, and in some instances thousands 
of persons, will visit the Hudson exhibit. Each one should be taken 
care of courteously and quickly. Questions should be answered 
cheerfully and smilingly. Do not overlook the fact that orders are 
to be taken and that is one of the great reasons these shows are con- 
ducted. Give the prospect or inquirer from another city just as 
much and as courteous attention as you would give to a resident 
of your own. While shows primarily are to create local interest, do 
not forget that they exert influence outside of your own city. Each 
show in some measure is for the good of all. 

Keep close tab on the persons who pay repeated visits to the 
Hudson booth. This usually is evidence that they are more than 
ordinarily interested. Particular pains should therefore be put forth 
to see that they receive proper attention. No courteous means 
should be overlooked to obtain their names and addresses. 

Do not argue. Many visitors will wish to start an argument. 
Salesmen should strictly avoid any appearance of this kind. Argu- 
ments always attract crowds and tend to make the situation ridiculous. 

Seven-Passenger Car 

Talk the Hudson Super-Six seven-passen- 
ger car. Don't talk about any other car. 
Evade the question in some way if an opinion 
should be asked on another car. Neither 
commend nor condemn it. Let the visitors 
investigate other cars for themselves. 

Every salesman should be thoroughly in- 
formed on prices so he can answer at once any 
questions that may be asked him in this con- 
nection. The salesman should have this in- 
formation in his pocket so that he may re- 
fresh his memory at a moment's notice, if 
necessary. 

Seat the prospect in the Super-Six. Sales- 
men should not sit in the cars, but it is much 
better to stand at the side. This will have a 
tendency to shorten the length of the time 
the visitor sits in the car thus enabling others 
who may wish to do so to test the seating 
comforts and qualities. 

The Show Catalog 

The factory soon will distribute an advance 
edition of a catalog to be known as "The 
Show Catalog." This is a book of about 32 
pages, 6x8 inches in size, attractively gotten 
up and containing illustrations of the full 
line of cars with prices and other information. 



Coming Automobile Shows 


Deo. 31-Jan. 8 


.New York, N. Y. 


Jan. 7 


.Milwaukee, Wis. 


Jan. 6-15 


.Philadelphia, Pa. 


Jan. 8-15 


.Cleveland, Ohio. 


Jan, 17-24 


.Wilmington, Del. 


Jan. 17-22 


.Rochester, N. Y. 


Jan. 18-22 


. Lancaster, Pa. 


Jan. 18-22 


.Baltimore, Md. 


Jan. 22-30 


.Montreal, Can. 


Jan. 22-29 


.Chicago, 111. 


Jan. 23-30 


.Portland, Ore. 


Jan. 24-29 


.Buffalo, N. Y. 


Jan. 29-Feb. 5 


.Columbus, Ohio. 


Jan. 29-Feb. 5 


.Minneapolis, Minn. 


Feb. 7-12 


.Kansas City, Mo. 


Feb. 9-12 


.Peoria, 111. 


Feb. 14-19 


.Des Moines, la. 


Feb. 19-26 


.Newark, N. J. 


Feb. 20-27 


.Grand Rapids, Mich. 


Feb. 21-26 


.Louisville, Ky. 


Feb. 21-26 


.Omaha, Nebr. 


Feb. 21-26 


.Syracuse, N. Y. 


Feb. 21-26 


.South Bethlehem, Pa. 


Feb. 29-March 4 


.Fort Dodge, la. 


March 4-1 1 


.Boston, Mass. 


March 28-April 3 


.Manchester, N. H. 


\X7HAT methods did you use at your show 
VY to sell the Hudson Super-Six? Write the 


Editor of the Triangle. 



In each copy of the book is a postal card designed to be used by 
the person receiving the catalog. It is to be mailed to his nearest 
dealer and is to state the car in which he is interested. These catalogs 
will be enclosed in envelopes. A supply will be sent each dealer for 
mailing to prospects. 

The large catalog will be ready for distribution about the middle 
of January. It will contain a great deal of valuable information 
about the new Hudson Super-Six. This is a very expensive book 
and should not be distributed generally at shows. Use the small 
catalog for show distribution. 

Full details concerning advertising are now in course of prepara- 
tion and will be sent you shortly. The national advertising begins 
with an announcement in the Saturday Evening Post, January 1, 
1916. Until that time it is essential that the present mystery sur- 
rounding the new Hudson Super-Six be continued. 

Newspaper Publicity 

Every available opportunity should be taken advantage of at 
show time to get newspaper publicity. A great deal of this is now 
in course of preparation, but in some instances will have to be changed 
slightly to meet local conditions. 

There are so many extraordinary features about the new Hudson 
Super-Six seven-passenger car that it offers an almost unlimited field 
for newspaper publicity. This is being taken advantage of by the 
advertising department at the factory. A wealth of stories will be 
sent you on request. In many cases this publicity will carry photo- 
graphs. You should make every effort to get before the public 
pictorial reproductions of the new Super-Six. Please bear in mind 
that this publicity will be sent to each distributor or dealer and that 
it will be up to him to see that the newspapers get it. As all shows 
of any consequence are thoroughly covered by the newspapers, this 
will be an easy matter. 

Amongst other show material we are preparing a small booklet 
in the form of a Triangle. This is punched and provided with a 
string, looped through the edge of the Triangle. This is for show 
distribution and can be tied to the coats of passers-by. As it is 
striking in color and appearance, it will strongly advertise the Hudson. 
Also it contains illustrations of all the Super-Six models with com- 
plete description and prices, so that in effect it is a small catalog. 
Another booklet for show distribution is called, "Six Little Cylinders." 
It emphasizes the point that from "Six Little Cylinders" is obtained 
the wonderful 76 H. P. 

Souvenir Postal Cards 

A supply of souvenir postal cards is being 
prepared for show distribution and for use 
in dealers' show rooms. These are an inex- 
pensive and effective way of advertising. 

Distributors and dealers should write the 
advertising department in plenty of time 
previous to their respective shows for a 
complete outfit of printed matter. It is very 
important that you do this. We will see 
that a full supply of material is sent you. 

The new Hudson Super-Six and the in- 
formation you get about it in the catalog and 
other printed matter will furnish many talk- 
ing points. It is necessary for each salesman 
to acquaint himself as quickly as possible 
with the vital new features of the latest 
Hudson creation. 

Do not talk about the Super-Six as a speed 
marvel. It has such tremendous power, 
not for speed purposes, but for reserve power 
to overcome the conditions that it may meet 
on the worst roads or in mounting the high- 
est hills. An automobile no longer is solely 
a pleasure vehicle, a toy for the amusement 
of the family. It is a necessity. The man 
who owns a motorcar uses it largely for busi- 
ness purposes and it gives him a higher 
standmg among his friends. 
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E3 JUST WHISPER THIS TO SANTA CLAUS 
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NO matter how long one may sit down and think it over nothing 
will fit the Christmas stocking quite as well as — no, not a 
Super-Six — but a receipt from the Hudson distributor or dealer 
showing that a substantial payment down has been made on one of 
the new beauties. Now that mother and the boys and girls are all 



so solicitous of your welfare, Mr. Distributor or Mr. Dealer, you 
can wager that similar little pre-Christmas dramas are being enacted 
in every household in your city. So just whisper to Santa — that is the 
prospect with a roll of Christmas fruit, "long green," that now is 
the time to put in an order for a Super-Six. 
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PROVING THAT THE RIGHT MEN 
CAN ALWAYS SELL THE HUDSON 



"DOC" CRAWFORD BUILDING LARGEST 
AUTOMOBILE ESTABLISHMENT IN U. S. 

t, 
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A Few Hudson* That Were in the Parade 

CHEERING news that A. E. Kirk of the Hutchinson Motor Car 
Company, of Hutchinson, Kansas, sends in from his territory! 
Fine work that J. E. Frazier, who distributes Hudsons, and 
Elmer J. Negy, salesman for the Hutchinson Motor Car Company, 
have done in rratt County! . 

A year or so ago Hudsons were few and far between in Pratt 
County. Today there are fifteen driven by as many satisfied owners. 
This shows what can be done in a short time by the right sort of men. 

The Hudsons in the picture were gotten together by Mr. Negy 
following a recent automobile parade in Pratt. He was unable to 
corral the others. 

Mr. Frazier and Mr. Negy never overlook an opportunity to 
advertise the Hudson and they have many good friends in the owners 
in Pratt County. All are boosters for the Hudson because they have 
the right car and are getting the right kind of service. 



THERE IS A REASON FOR THE CHICKEN 
IN THIS PICTURE 
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November 23, 1915. 



Very truly, 



A. T. Crawford. 



A Novel Fall Effecft for a Salesroom Carried Out by the 
Ritter Automobile Company 

THIS picture is not an illustration of that famous question, "Why 
does a chicken cross the road?" 

Quite to the contrary, as the following letter from the Ritter 
Automobile Company, distributors of the Hudson in Madison, Wis., 
indicates: 

"We are herewith enclosing you a photograph of our show room 
with fall decorations, which has caused a great deal of comment in 
this city. 

"The car as you will note is elevated 10 inches above the floor, 
and the gravel road built the entire length of the show room, showing 
as nearly as possible an actual road, the room being decorated with 
autumn leaves, oak and sumac. To make the scene true to life, we 
have an ordinary barn yard fowl mounted and set in a position just 
across the road, and in the act of crossing to the other side in front of 
the machine, which adds greatly to the attraction of the show room. 

"There you have it — the chicken adds greatly to the attraction 
of the show room." 



THE SUPER-SIX REFERENCE BOOK 

ALL distributors and dealers will receive a copy of the Super-Six 
Reference Book just ahead of the first shipment of new cars. A 
complete description of the new car, with numerous illustrations, 
will be compiled in this book, which will serve to acquaint you with 
the many Super-Six features. Watch for its coming. It will be of 
immense value to every man in your organization. 



SPREAD THE GOSPEL OF PROSPERITY 

ALONG with this issue of the Triangle goes a little booklet on 
prosperity and a circular letter explaining it. This story is 
merely another blow with the old-reminder hammer — don't 
forget it and don't forget to send it out. It takes a brave man to 
preach prosperity when there is so little of it that one can just about 
recognize it with a microscope. Now that it is actually here and the 
future promises so mucty, every Hudson distributor, dealer and sales- 
man should regard himself as the original "I-Told-You-So" prosperity 
man and do all he can to keep the ball a-rolling. 
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PIONEER WOMAN MOTORIST PURCHASES 



HUDSON CABRIOLET 






At the right, Mrs. Lilley's firsl car. a steam runabout, purchased in 1901 and decorated for a flower parade; in the oval a likeness of Mrs. Lilley. 
and below Mrs. Lilley standing beside her new Hudson about to start out for a ride 



X TRS-. J- F. Lilley, of Oakland, California, who has the honor of 

XV 1 being one of the first women motorists in this country, has just 

purchased for her own use a Hudson Cabriolet. 

Mrs. Lilley selected the Hudson after a careful examination of 

several makes of motor cars. She chose the Hudson because of its 



it she owned two gasoline cars, and then bought an electric. 

"Although I was urged to buy another electric," writes Mrs. 
Lilley, "one experience with that type of car was enough. The 
electric car was designed because men thought women were helpless 
creatures. Today, when in my Hudson I dash by some of my women 



AN entire page 
to the sale of 
one car, but not 
-without a good 
reason. It is this — 
the Hudson with its 
easily operated self- 
starter, is The Car 
for The American 
Woman. One dem- 
onstration of a 
Hudson to a woman 
now driving an 
electric, and she 
never -will be satis- 
fied until she owns 
a Hudson. 



Jurft another picture for good measure. 

j of operation, its speed, its comfort and its luxurious appointments. 

The Hudson Cabriolet, because it is a combination open and 
closed three-passenger car, is just as serviceable in the winter as in 
the summer time. The Hudson Cabriolet is Mrs. Lilley's fifth car. 
Her first was a little steam runabout purchased in 1901. Following 



They smile as they pass an eledrric car 

friends in an electric, I have to smile. The Hudson is so superior i n 
every way to the snail-like electric. The self starter does away with 
the cranking. I can dash around the city all day or out in the country 
for a hundred miles or so, if I wish. To be frank, I would not take 
another electric for a gift." 
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and a SUPER- 

to all the thou- 

the Hudson 

r Car Company 

heart of each 

one of its friends wells a note of gladness that will help 

swell the song of rejoicing that our country, blessed 

above all others, is singing today. 

East, West, North, South — Merry Christmas to you 
all! On this one day of days let us put aside all cares and 
problems. Let each one give fullest expression to a joy- 
filled heart. Let us give and receive in the spirit that 
predominates the day. 

Just a Year Ago 

Christmas always is Christmas — happy, merry, joyous. 
But not always does Christmas bring such a full measure 
of happiness as this Christmas of 1915. How vastly dif- 
ferent w r ere things one year ago today and how marvelous 
the change that has been wrought in twelve months. 

Surely the Christmas that we are celebrating today 
and that of last year present a striking contrast. It was 
dark then and industry was all but prostrate. But lo! 
almost in a night, it seemed a miraculous change came 
over the country. The toddling infant, Prosperity, grew 
with amazing rapidity and in a few short months became 
a giant in stature. 

A Glorious Dawn 

As far as man can see ahead now our stage is 
set for the revelation ( 
it is to arrive at th 
foretell. Those who i 
material prophecy tell 
the sun shall shine br 
But that is another stoi 

Christmas with its 
and glorious tumult re 
the year. The week 1 
New Years is given < 
"adjusting" gifts and i 
the effects of too muc 
other things good to eat 
week is the very hub < 
of life, the week of 
cheerfulness and fesi 
which each and every 
us should take part tl 
may enter the new year 
all the virility of 
newed youth. 

Let Us All Be 
Young Again 

Today let us all be 
boys and girls again. 

package for father. A necktie by all that's 
wonderful! Rarest of gifts. And here is some- 
thing for mother, a box of handkerchiefs. Just 
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what she wanted. She smiles her thanks. How strange 
that anyone should have thought of them. And that fat 
parcel over there on the right of the tree — a pair of 
skates for The Boy. And The Girl — brave the man who 
would attempt to chronicle what she gets. 

Happy day! Joyous day! Singing, ringing day — 
Christmas! How it simplifies the universal complexities 
of life. Calm and peaceful day — all our land at rest ! 
The spirit of content hovers over palace and cot. 

In Make-Belie ve Land 

And now that all of us are boys and girls again, just 
for today, back in the land of make-believe, was there 
ever a dawn like the dawn of Christmas? The darkness 
is yet over the land when the solemn and terrifying still- 
ness is broken by the deep tone of a distant bell. Evi- 
dently not all are asleep. There is a rustle nearby and a 
tousled head is reared above the comforters. Over there 
is another. 

Silently through the windows steals the gray of day. 
Safety first! The period of "being good" is over. Santa 
is gone, at least he can't be seen anywhere. What's that 
through the door — a Christmas tree! Out we pile! We 
laugh! We shout! Yep! Santa has been there! 

And now we leave the land of make-believe, to par- 
take of a bounteous repast. Around the groaning board 
are all those dear to us, the boys come home again, 
the girls come home again. All the commonplaces of 
life that have happened in a year are crowded into 
the conversation of a brief hour or two. The daily 
nress mav bear headlines a foot deep but what is 

eek that Willie had the 

y — Christmas. 

d Words, Kind Deeds 



re resting in the big 
\ The train of reflec- 
ently along bearing 
deeds and actions and 
forever. Some were 
t so good. 

d we stopped to dissect 
ze before, instead of 
>w many a harsh word 
lave been left unut- 
How many an un- 
>ss would have been 
tiered before birth? 
With the passing of the 
ars we realize more 
ban ever how far-reach- 
ing is kindness, the 
influence of a kind 
word or a noble deed. 
Truly, if the ghosts 
themselves on Christmas 
day were the impulses that shaped our daily lives, 
how much better men and women we would be; 
what a better place the old world would be to live in. 
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How Santa Solved a Christmas Problem 
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CLAUS, seated on a bench in 
:>rkshop, was buried in deepest 
ht. Around him were veritable 
tains of toys, some useful, some 
lental, some for little boys and 
_ s, and tons for the girls, too. 

There was everything and more there than you 

ever saw on the toy floor of a big department store. 
"Everybody/' mused Santa, with a glance that 

swept the room, "has been provided for except 

the distributors, dealers and 

salesmen who sell Hudson 

automobiles, and I'm stumped 

what to bring them. 

"They have all been such 

good boys, too. Unlike other 

boys who cut up all the time 

and are real good only a week 

or two before Christmas, these 

boys are real nice all the year 

around, and what is more they 

are hard, earnest workers. 



Beat Copper-toed Boots 



(Satnrafoa 



"Business is business,'* but men are men, 
Loving and working and dreaming, 

Toiling -with pencil or spade or pen, 
Roistering, planning, scheming. 



"Business is business,*' but he's a fool 
Whose business has grown to smother 

His faith in men and the golden rule 
His love for a friend and brother. 



"Really," continued Santa 
Claus, "I ought to do some- 
thing nice for the Hudson 
boys. Last year I brought 
them the Six-40 and I believe 
they were more pleased than if 
I had given each one a pair of 
copper-toed boots with red 
leather tops If I give them another Six-40 the 
edge will be taken from their joy when they 
tumble out on Christmas morning. 

"Ah! I have it!" cried Santa, and he rushed to 
the telephone operator. 

"Get the Hudson factory for me in Detroit 
right away!" he commanded. 

"At once Santa," replied the operator. 



"Business is business,** but life is life 
Though -we're all in the game to win it, 

Let's rest sometimes from the heat and strife, 
Let's try to be friends a minute. 



Let's seek to be comrades now and then 
And slip from our golden tether, 

''Business is business," but men are men 
And we're all good pals together. 




"Hello!" roared Santa, after connection had 
been established with the factory. 
"Hello Santa," came the reply. 

Santa Wears a Big Smile 

Just at this point Santa closed the door of the 
telephone booth and the reporter who represents 
the Triangle at the North Pole was unable to 
catch the name of the man with whom he conversed 
or the remainder of St. Nick's conversation. 

At any rate it must have 

been very gratifying, for pres- 
ently he emerged wearing an 
unusually big smile for his 
always good-natured counten- 
ance 

During the next few days 
there was much earnest con- 
versation among the officials 
of the Hudson Motor Car 
Company. Joint meetings of 
the board of strategy and all 
the engineers were held behind 
drawn shades at midnight. 

What happened from that 
time on until a few weeks ago 
is shrouded in the deepest 
mystery That some momen- 
tous undertaking was under 
way was certain. The atmos- 
phere was charged with ex- 
citement. 

Presently Santa Claus got a letter. He smiled 
when he saw who it was from. He chuckled 
as he got into the contents and before he reached 
the end he was laughing aloud with joy. 

The problem of what to give the Hudson boys 
had been solved. 

On your Christmas tree today — 
THE SUPER-SIX! 
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The Cratchit Family's Christmas Dinner 



PETER and the two ubiqui- 

ung Cratchits went to fetch the 

with which they soon returned 

procession. Such a bustle en- 

lat you might have thought a 

>f all birds. The two young 

Cratchits set chairs for everybody, not forgetting 

themselves, and mounting guard upon their posts, 

crammed spoons in their mouths, lest they should 

shriek for goose before their turn came to be helped. 

At last the dishes were set 

on, and grace was said. It was 
succeeded by a breathless 
pause, as Mrs. Cratchit, look- 
ing slowly all along the carving 
knife, prepared to plunge it in 
the breast. And when the 
long expected gush of stuffing 
issued forth, one murmur 
of delight arose all around the 
board. 



Never Such a Goose 
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There never was such a goose. 
Bob said he didn't believe 
there ever was such a goose 
cooked. Its tenderness, flavor, 
size and cheapness were the 
themes of universal admiration. 
With apple-sauce and mashed 
potatoes, it was a sufficient 
dinner for the whole family. 
Mrs. Cratchit said with great delight, surveying one 
small atom of bone upon the dish, they hadn't ate 
it all at last! Yet everyone had enough, and the 
youngest Cratchits in particular, were steeped in 
sage and onions to the eyebrows! But now, the 
plates being changed by Miss Belinda, Mrs. 
Cratchit left the room alone — too nervous to bear 
witnesses — to take the pudding up and bring it in. 



Who has lived -well, laughed often and 
loved much. 

Who has gained the respect o£ intelligent 
men and the love of little children. 

Who has filled his niche and accomplished 
his task. 

Who has left the world better than he 
found it, -whether by an improved poppy, a 
perfect poem, or a rescued soul. 

Who has never lacked appreciation of 
earth's beauty or failed to express it. 

Who has always looked for the best in 
others and given the best he had. 

Whose life "was an inspiration. 

Whose every-day speech -was a song. 

Whose memory a benediction. 



Suppose it should not be done enough ! Suppose 
it should break in turning out ! Suppose somebody 
should have got over the wall of the backyard, and 
stolen it, while they were merry with the goose! 
Suppositions at which the two young Cratchits 
became livid! All sorts of horrors were supposed. 
In half a minute Mrs. Cratchit entered — 
flushed, but smiling proudly — with the pudding 
like a speckled cannon ball so hard and firm blaz- 
ing in half of half-a-quartern of ignited brandy, 

and bedight with Christmas 

holly stuck into the top. 

Oh! the wonderful pudding! 
Bob Cratchit said, and calmly, 
too, that he regarded it as the 
greatest success achieved by 
Mrs. Cratchit since their mar- 
riage. Mrs. Cratchit said that 
now that the weight was off her 
mind, she would confess she 
had had her doubts about the 
quantity of flour. 



Bob Cratchit's Toast 



At last the dinner was all 
done and the fire made up. 
The compound in the jug being 
tasted, and considered perfect, 
apples and oranges were put 
upon the table. Then all the 
Cratchit family drew around 
the hearth; and at Bob 
Cratchit's elbow stood the family display of glass, 
two tumblers, and a custard cup without a handle. 
These held the hot stuff from the jug, however, 
as well as golden goblets would have done; and 
Bob served it out with beaming looks. Then 
Bob proposed: 

"A Merry Christmas to us all, my dears, God 
bless us!" Which all the family re-echoed. 
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P. J. Grant, of the contracting firm of Caulfield & 
Grant, purchased a Hudson Touring Sedan from A. L. 
Nelson, who distributes Hudsons in Erie, Pa. In re- 
ferring to this type, Grant says that the Touring Sedan 
bids fair to surpass in popularity even the famous 
Hudson Cabriolet. 

"The Hutchinson Motor Car Company, who dis- 
tribute the Hudsons in Hutchinson, Kans.,"has sold 139 
Hudsons in that territory since June 1," writes 
Manager A. E. Kirk. 

A Hudson Touring Sedan was sold by the Hudson- 
Brace Motor Company, Hudson distributors in Kansas 
City , to Alden B. Swift, of the Swift Packing Company 
of St. Joseph. This makes the fourth Hudson owned 
by Mr. Swift. 

William P. Tyler, secretary of the Automobile Trades 
Association of Colorado, has resigned to accept a selling 
position with the Tom Botterill Company, Hudson 
distributors in Denver, Colo. 

Eddie Bald, of the Eddie Bald Motor Car Company, 
distributors of the Hudson in Pittsburg, drove to 
Buffalo in less than ten hours with his family in a 
Hudson. The road conditions were bad. "The most 
unkept road," said Mr. Bald, "was in the vicinity of 
Butler and this in addition to being muddy was 
unusually slippery." 

During October and November a total of 440 auto- 
mobiles were licensed by the automobile department 
of the office of the secretary of state to operate in 
St. Louis. During October the total was 280 and during 
November 160. This report included many Hudsons. 

Fifteen hundred miles by automobile, from Elgin to 
St. Petersburg, Fla., is the trip made by Otis W. Hoyt 
in his Hudson. The party left Elgm the morning of 
October 30 and arrived at their destination at 4 o'clock 
the afternoon of November 13. The speedometer 
registered 1,550.3 miles, and the actual running time 
was 111 hours and 25 minutes. Poor roads were 
encountered on the third day of the trip, on account of 
a detour necessitated by repairs to a bridge on the 
Dixie Highway. Wash-outs were frequent and many 
small streams were forded. In one twenty-two mile 
stretch four automobiles had been towed out during 
the day on which the Hudson traversed the route. 
Interesting places visited on the route were Mount 
Eagle, the Cumberland mountains and Chickamauga 
battlefield. 

L. E. Colgrove, who distributes Hudsons in Grand 
Rapids, Mich., has moved to larger quarters in the 
Ionia Avenue Building. This change gives Mr. Col- 
grove considerable more room, a more centrally located 
show-room and is a move for the better in every respect. 
In speaking of his plans, Mr. Colgrove stated that he 
would be in a much better position to offer service to 
Hudson owners. 

No dealer on automobile row in Spokane, Wash., is 
more optimistic than Harry Twitchvil of the Doran- 
Twitchell Company, Inland-Empire distributors of the 
Hudson. With his business clothes laid aside and 
togged out in his hunting suit, high boots, cap and a 
real old-fashioned woolen shirt, Twitchell looked well 
satisfied and said he was. "I am out for a little recrea- 
tion." he declared. "I have sold 60 Hudsons since 
June 30th." Having recently purchased a high- 
powered, "sea-going yacht" at Lake Coeur d'Alene. 
Twitchell with a party of friends left for Coeur d'Alene 
to enjoy an extended hunting trip. 

A Hudson driven by Bernard Hayden, in the Hebener 
climbing contest of the Grave Yard hill at Utica, Ky., 
made the hill on high with eight passengers in the car. 

J. C. Hanford has been appointed Hudson dealer 
for Oakesdale, Washington. 



The Western Canada Motor Car Company, Ltd.. 
the home of the Hudson in Winnipeg, has a floor space 
of 3,400 square feet. It is fitted throughout in quarter 
cut oak. The floors are maple. The lighting system 
includes six 500-watt arc lamps. The garage, which is 
in the rear of the show rooms, has a floor space of 17,700 
square feet. On the second floor of the building are the 
large and modern workshops, stock room and electric 
charging plant. No expense has been spared to make 
this Hudson station one of the best and most attractive 
in Western Canada. 



(EljrtBtmaa Nujljt 

Hail to the night -when -we gather once 
more 
All the forms we love to meet ; 
When we've many a guest that's dear 
to our breast ; 
And the household dog at our feet. 
Who -would not be in the circle of glee. 

When heart to heart is yearning — 
When joy breathes out in the laughing 
shout 
While the Yule-tide log is burning? 

*Tis one of the fairy hours of life. 

When the world seems all of light ; 
For the thought of woe, or the name of 
a foe 
Ne'er darkens the festive night. 
When bursting mirth rings round the 
hearth. 
Oh ! where is the spirit that's mourn- 
ing ; 
While merry bells chime with the carol 
rhyme. 
And the Yule-tide log is burning ? 

Then is the time when the gray, old man 

Leaps back to the days of youth ; 
When brows and eyes bear no disguise. 

But flush and gleam -with truth. 
Oh! then is the time when the soul 
exults. 

And seems right heavenward turning; 
When we love and bless the hands we 
press, 

While the Yule-tide log is burriing. 



W. E. Dinneen, Cheyenne, Wyo., who distributes 
Hudsons in that vicinity, plans to enlarge his quarters 
by putting up a new building on an adjoining site. The 
new building will be used for a machine shop, thus mak- 
ing more room in the present place for salesroom and 
storage. 

The Salt Lake City "Tribune," November 28 issue, 
printed the following item about Hal. W. Smith, Hudson 
salesman for the Tom Botterill Automobile Company, 
Hudson distributors in Salt Lake City: 

"Among the well-known and old-time automobile 
salemen of the city perhaps none is better known to the 
motoring public than Hal. W. Smith of the Botterill 
Company. Smith has been prominently connected with 
the Botterill Company for several years, having had 
considerable automobile experience before forming 
Botterill connections. Mr. Smith has charge of the 
Hudson end of the Botterill business, and supervises all 
the Hudson sales. The popularity of that car in Salt 
Lake speaks well for his efforts in that direction." 



The American Motor Company, who distribute 
Hudsons in Battle Creek. Mich., has recently sold three 
coupes, one to C. P. Post, chairman of the board of 
directors of the Postum Cereal Company, one to H. E. 
Burt of the same company, and one to Dr. Thomas 
Relinsky. The selection of the Hudson Coupe by these 
three prominent residents of Battle Creek was made 
after a thorough investigation of similar models. 

* * 

Figures made public by the highway commission 
show an enormous increase in the number of motor 
vehicles registered in Massachusetts during the fiscal 
year which ended November 30. There now are regis- 
tered 90,673 automobiles, 1 1 ,960 commercial cars, 9,533 
motor cycles and 1,742 cars in the hands of manufacturers 
and dealers, making a total of 1 13.975 motor vehicles in 
Massachusetts. 

Nowadays ecclesiastics and motoring go hand in 
hand, and the minister of the gospel who does not own 
an automobile finds it difficult to keep up with the 
multitudinous demands upon him. That, at least, is 
the opinion of Rev. Baker P. Lee, one of the most 
noted pastors in Los Angeles, Cal. Mr. Lee is at the 
head of Christ Church, at Twelfth and Flower Streets. 
"I simply had to have a car from one end of the week to 
the other," states Mr. Lee, "and the element of con- 
tinuous use is the one thing that decided me in my 
selection of the Hudson. In the past four months I 
have driven it nearly 8,000 miles, and it has been on 
the go practically every day." 

? * 

Forty thousand people attended the Providence 
automobile show, November 12-20, and a decided 
stimulus to business resulted from the exhibition, 
writes R. W. Powers. Hudson distributor in Providence. 
A complete line of Hudsons was on display. 

9 ¥ 

A record-breaking variety of automobiles is scheduled 
for exhibition at the coming Cleveland automobile 
show, January 8-15, in the Wigmore Coliseum. Half a 
hundred makes are represented in the applications for 
space considered by the board of directors of the show 
company. Thus is more than ever were displayed before 
at a show in this city. The Hudson-Stuvvesant Motor 
Car Company, Hudson distributors in Cleveland, Ohio, 
have secured space for the exhibition of a complete line 
of Hudsons. 

Michigan's official "automobile blue book," the most 
pretentious work of its kind, is completed. It is in- 
tended as an aid for auto owners in figuring out license 
fees for next year. It contains the horse power rating 
and weight of 1,150 types of automobiles. Some date 
back to 1900. but the majority were built within the 
last three or four years. The data runs away back, as 
there are in use in Michigan many used cars. 

Prominent among the features of the Electrical 
Prosperity Exhibition, held in Louisville, Ky., during 
the week of December 6, was the exhibition of auto- 
mobiles. The booths included from one to three 
models of the various leading makes. Many sales were 
reported. The Southern Motors Company, Hudson 
distributors in Louisville, exhibited all the Hudson 
models. 

Harry S. Houpt, president of the Hudson Motor 
Car Company of New York has made a rather strik- 
ing addition to the decoration of his salesroom in the 
Circle Building in the shape of a fountain, which has 
for main decorative features figures of a cupid and 
a satyr. The latter holds aloft a large basin of ferns 
and other growing plants while underneath tiny 
streams of water flow from three lion heads into the 
basin underneath, which is filled with growing plants 
and goldfish. Mr. Houpt is a strong believer in the 
theory that an attractive salesroom aids materially 
in the sale of motor cars. The decorations in his 
stores are designed chiefly with a view of furnishing 
a suitable background for the Hudson, so that the 
cars stand out from the rest of the furnishings in very 
much the same manner as the masterpiece of some 
artist does when properly hung in a gallery. 
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President Chapin's Statement of 
Hudson Policy for the Year 1916 

INETEEN- SIXTEEN will mark the beginning of large quantity 
production from the Hudson factory. We shall build 30,000 cars during 
the year. An outline of our policies which will obtain for the year will 
interest you and help you plan your own campaign. 

The Car The story of the new Super-Six is a romance in itself. Some day soon 
we are going to get out a booklet telling how it was evolved. It is a 
new invention in the motor world. It gives us a new dominance, because 
no one else can use our design. To get these results, the Hudson car 
must be bought. 

The government has recognized the Super-Six motor by granting us 
a broad basic patent on its principles. 

Competition Our competitors have all dropped out of our class. It is their 
admission that we control the class between $1,000 and $2,000. As we 
have told you many times before, it is our intention to permanently 
dominate this class. 

Factory Hudson profits have gone into better facilities to make Hudson cars. 
We are building for the future as well as the present. Our Hudson 
account will be more valuable to you five, ten and twenty years from now 
than it is today. 

Sales Plans I want to assure you again that we contemplate no Hudson 
branches. Those of our dealers who the more firmly entrench them- 
selves in their territories by strong organizations, presentable sales rooms 
and efficient service stations, are assuring their positive future. 

Stock Jobbing There are twelve stockholders in the Hudson Company. We 
own the business, and are on the job. Our dealers can rest assured that 
we shall permanently continue this control. Hudson reputation is our 
first thought. 

The Season's Profits This is to be the big Hudson year. The factory and car 
will make good. The amount of your profits is simply up to you and 
your methods. I am sure that you are planning to make the most of 
the wonderful prospect for 1916. 

Our best wishes go with you. 
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THE CHICAGO AUTOMOBILE SHOW 

COLISEUM AND ARMORY, JANUARY 22 TO 29, INCLUSIVE 

EVERY distributor and dealer in the Chicago district, and especially those west of the 
Mississippi, should make it a point, if business permits, to be present at the Chicago 
Automobile Show. It will be held in the Coliseum and Armory from January 22 
to 29, inclusive. The Hudson exhibit will be located in the Coliseum and no doubt the 
Super-Six will create as tremendous a sensation there as it did in New York. 



Headquarters of the Hudson Motor Car Com- 
pany will be in the Hotel Congress. The Hudson 
offices in the Congress will be open from 10 A. M. 
until 12:30 P. M. and from 2 P. M. until 5 P. M. 
each day during the show. 

You Will Be Welcome 

You will be more than welcome both at the 
Hudson booth in the Coliseum and at the Hotel 
Congress. And you will be thrice welcome if you 
fill out and mail, as soon as possible, the enclosed 
card. Knowing in advance when to expect you or 
the representative of your company will enable us 
to arrange our time to suit your convenience and 
conclude any matters of business with the utmost 
dispatch. 

Make your presence known as soon as possible 
after your arrival in Chicago. If you do so your 
visit to the show will be much more enjoyable 
and satisfactory. A few minutes conversation with 
any one of the men on duty at the Hudson offices 
will give you much valuable information. 

About Your Mail 
Before leaving your home city you may direct 
any important mail addressed to you, care of the 



Hudson Motor Car Company, Hotel Congress, 
Chicago. Telegrams for our distributors and dealers 
may also be directed there. We shall be pleased 
to have you make full use of our offices and equip- 
ment. A stenographer will be at your service 
during office hours. Files of all the Chicago papers 
will be on hand daily, so that you may see just 
how much of a stir the Super-Six is creating in the 
newspapers. Local and long distance telephone 
messages may also be sent from and received at the 
Congress. 

The factory, as usual, will be represented by a 
host of attaches lead by Mr. Winningham and Mr. 
Morse. You will find both at the Congress during 
office hours and at the Coliseum in the evening. 
The traveling factory and sales, advertising and 
service department representatives will also be on 
duty at both places. 

E. V. Rippingille, service manager, will attend 
the show and will be prepared to take up any phase 
of the new service inspection plan that you do not 
understand, or he will take up any other matter you 
may wish to discuss. 
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PASTE THIS IN YOUR HAT FOR NEXT SUMMER'S USE 



Seventy-six walking and talking advertisements who participated in Hudson dealer's tour 
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*HE owner of a Hudson car is its best advertisement.' ' 

This is the business motto of R. D. Currie, of the Currie 
Motor Car Co., Hillsboro, Ohio. He has hit on the plan of 
having an annual Hudson touring party as one way of spreading the 
fame of the Hudson in his section. 

Each year he gets all the Hudson owners and their families 
together. They tour to some point in the country. Each family 
takes a basket dinner. The day's festivities are held in some important 
town in the territory. 



The long string of Hudsons winding through the country attracts 
a great deal of attention not only from persons living along the high- 
way, but from other motorists. Of course, the town in which the stop 
is made, is sure to notice the happy Hudson crowd. The editor of 
the local paper always is on hand. In a short time his paper lets 
everybody in and around town in on "the big news." 

Seventeen families, including 76 persons, participated in this sum- 
mer's trip. They arc talking about it yet. 
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ON WITH THE GOOD ROADS ! 



BIG FAMILY GOSSIP 



GOLFING JUST LIKE FISHING 



" Editor" Helena Osher 

THE jolly looking youn$ woman whose 
likeness appears here is Miss Helena 
Osher, with the E. V. Stratton Company, 
Hudson distributors in Albany, N. Y. There 
is a reason for Miss Osher's smile. The 
camera caught her only a moment or so after 
Mr. Stratton had told her that she had been 
appointed editor of the good roads publicity 
department. 

Miss Osher's appointment was the result of 
the "Good Roads" letter sent out recently by 
the Editor of the Triangle. She is going to 
see that the Triangle is supplied with good 
roads articles from her section of the state. 

Mr. Stratton is heartily in accord with the 
convictions entertained by the factory that 
good roads facilitate the sale of more Hudson 
cars. He not only takes an active interest in 
the good roads movement, but he also sees 
that plenty of Hudsons are sold throughout 
his territory so the good roads do not go 
entirely to waste. 



HE HAS HUDSON SPIRIT 

ONLY one year a Hudson dealer, but fired 
with the Hudson spirit and planning 
extensive alterations to his establish- 
ment! 

This is the brief record of G. L. Schulz, 
proprietor of Schulz Brothers, who distribute 
the Hudson in Cheboygan, Michigan. 

The picture shows the Schulz building in 
this thriving little city. An addition 26 feet 
wide and 76 feet deep, of concrete, is now 
being built. Next summer, Mr. Schulz plans 
remodeling the front of the building. This 
will give a large display window and addi- 
tional salesroom space. 

Mr. Schulz not only expects to do consid- 
erable Hudson business next season, but he 
already has promised to take the first Super- 
Six he can get. 



Salesroom of G. L. Schulz. 
Cheboygan, Mich. 



The Geyler Company, distributor of the Hudson 
in Chicago and vicinity plans to begin work im- 
mediately upon a three story fireproof annex to its 
Michigan avenue establishment, on the former site 
of the Nelson Morris homestead at the northeast 
corner of Twenty-fifth street and Indiana avenue. 

The old Morris home was raxed several months 
ago. The ground has a frontage of 80 feet in Indiana 
avenue and runs back 180 feet. When the new 
structure is ready for occupancy, the floor area avail- 
able for the Geyler Company will have been increased 
to about 8o,000 feet in the two buildings. It is ex- 
pected the coming year for the Geyler Company will 
be the best in its existence. 

The Hudson-Stuyvesant Motor Company, Hudson 
distributor in Cleveland, Ohio, has been granted a 
permit for new sales and service garage at 2012 Euclid 
avenue. It is to be a three-story brick and to cost 
$29,500. The Samuel Austin & Son Company has 
been awarded the contract. 

* * 

The Motor Sales Company who distribute Hudsons 
in Raleigh, N. C, will open a modern garage on Barnes 
street opposite the Southern depot. E. G. Barnes, 
the manager, is a progressive young business man 
and is to be congratulated on the success he has made. 

* * 

L. E. Colgrove, the Hudson man in Grand Rapids, 
has moved into larger quarters. He now has two 
floors with an electric elevator, instead of part of one 
floor, as at the old location. His selling staff is being 
increased. He has compiled a list of 1.000 prospects 
to whom he already is sending circular letters regarding 
the Super-Six. 

* * 

Captain W. S. Smith, U. S. X., is now the owner 
of a Hudson Cabriolet. Captain Smith has been 
given the task of sorting the wheat from the chaff 
in the thousands of suggestions for naval inventions 
that have poured in since the outbreak of the European 
war. The suggestions and O. K.'s by Captain Smith 
will lx> passed along for investigation and final approval 
by the Naval Advisory Board, of which Howard E. 
Coffin is a member. 

4 4 

On a recent trial trip, Frank S. West of the Ogden 
Motor Car Company, Ogden, Utah, took four pas- 
sengers in a Hudson and covered 497 miles of desert 
road in 15 hours. Mr. West used 35 gallons of gasoline 
on the trip, making an average of better than 14 
miles to the gallon. The entire trip was made with- 
out removing the radiator cap or replenishing the 
water supply. 

Mrs. O. E. Houck writes the Lord Auto Company 
from California after having made a tour in a Hudson 
that she made the trip, including difficult mountain 
roads, without trouble. Mrs. Houck says Cali- 
fornia is full of Hudsons and she is proud to be the 
owner of one. 

Detroit automobile owners to the number of 1.500 
have agreed to place their cars at the disposal of the 
war department in case they are needed for the de- 
fense of the nation. The forming of this motor car 
reserve is being taken up with the war department 
officials by the Wolverine Automobile Club and this 
organization has the honor of having originated the 
plan. 

More than two million automobiles are now regis- 
tered in the United States. Over 60% are made in 
Detroit. With the tremendous increase in pro- 
duction, it is estimated that the output for 1916 will 
reach the million mark for the United States. Motor 
car figures for the past year compiled and just an- 
nounced by Alfred Reeves, general manager of the 
automobile chamber of commerce, show the produc- 
tion to have been 703.527 cars valued (wholesale) at 
$523,463,803, which is an advance of 36 r ,' in the 
number of cars and more than 10% in the value over 
the previous twelve months. 

The Michigan Chicago- Detroit Highway Associa- 
tion was formed by good roads advocates in Battle 
Creek, Mich. A. B. Williams was made chairman 
and W. M. Bryant, of Kalamazoo, secretary. A call 
was issued for a general meeting to be held in Battle 
Creek to be attended by business men representing 
the seven counties to be included in the work. A 
systematic campaign in support of the building of a 
paved highway between Chicago and Detroit will be- 
taken up. 

* A 

"Every inch of space is now reported sold for the 
Columbus automobile show in Memorial Hall the 
week of January 29," writes the Standard Motor Car 
Company. "Much enthusiasm is being shown and 
everything points toward a splendid exhibition. We 
will have on exhibition a complete line of Hudsons." 



MEN are just as prone to brag about golf 
scores as they are about the fish they 
catch, but do not bring home. In cither 
case, seeing goes a long way towards believing. 

So, to find out whether some of his salesmen 
were such clever golfers as they claimed to be, 
Walter J. Bemb, president of the Bemb- 
Robinson Company, Detroit, gave a golf 
tournament on a Sunday at the Bloomfield 
Hills Country Club. All the experts were on 
hand, Retail Sales Manager White, Retail 
Salesmen Barden, Gregor, Wheat, Mitchell, 
Gallagher and Keith, and H. P. McQuiston, 
manager of the used -car department. 

The way t he' 'experts" "fell down"was heart- 
rending. One after another was humbled 
by Frank R. Mitchell, a new member of the 
organization. Eventually, he was conquered 
by Mr. Bemb, who thus became winner of 
the cup offered by himself. He presented it 
to Mr. Mitchell, the runner-up. 

The golf tournament, besides settling the 
assertions of many boasters, celebrated the 
end of a highly successful season involving the 
sale of a large number of cars. 



HATS OFF TO THE FLINT MEN 

TAKE off your hat to Aibertson & Lintz, 
who distribute the Hudson in Flint, 
Michigan. 
Flint, as you all know, is the home of 
several large automobile factories. To sell a 
car of such distinctiveness as the Hudson 
there, outdoes the fringing of coals to New 
Castle. Despite this, Aibertson & Lintz have 
sold more cars than any other Hudson dealer 
in Michigan with a 25-car contract. 

The reason for the success of the firm is its 
constant aggressiveness. Aibertson devotes 
his time to retail sales in the city, while Lintz, 
looks after the outside retail sales, and also 
after wholesale sales in Owosso and Lapeer. 
This live firm now is actively engaged in 
increasing its facilities. 



Salesroom of Aibertson & Lintz. 
Flint, Mich. 
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READ THIS AND BE A WISER MAN 



»ffl By WILLIAM WIELD SB- 



Manager Wholesale Department, Hudson Motor Car Company, of New York 



G)OD will is much hackneyed in discussing merchandising, but it is, nevertheless, a most 
important factor in handling the wholesale distribution of automobiles. Establish good 
will, reduce friction to a minimum, and the sub-dealer then becomes a cog in the wheel — 
helpful to the greatest results when properly carried along by a compelling force that has its 
beginning in a sound and just business policy established by the distributor. 

A sub-dealer who signs a contract with 
the idea that he has simplv been granted the 
privilege of selling HUDSON CARS— 
whether the contract be large or small — 
will never produce the same results for the 
distributor, nor will his bank balance show 
the same amount of profit to himself as one 
who has caught the "get there" spirit of the 
parent organization. 

The successful retail sales manager gets 
the most from his men in proportion to the 
confidence they have in the product, his 
ability to guide them, and last, but still im- 
portant, their confidence that he has a vital 
and equal personal interest in each sales- 
man's success. 

Everyone Must Pull 

Make each unit efficient, smooth out the 
creases, get every one pulling with equal 
force in the same direction, and you can't 
help flirting with a * 'Sales Record." 

Take an eight-oared shell and place a 
laggard between two good oarsmen and, if 
the stuff is in him, with the proper coaching 
he will soon pull a better and stronger oar 
than he ever dreamed he could. 

The personal equation can be made to 
count with the sub-dealer. Turn him 
loose to work as he will "hit or miss" and 
the minute his own enthusiasm dies out, 
or some snow blows in his face, you will not 
be burdened with orders from his section. 
Make him feel the full appreciation of his 
moral and physical obligation to the dis- 
tributor, and he will be more resourceful. 

The sub-dealer is really a partner in the 
big business. In exchange for his services 
he is given a liberal profit. He is granted 
these privileges because of the confidence 
of the distributor in his ability to make the 
greatest possible number of prospects proud 
HUDSON owners. 

Success and Big Profits 

The successful dealers are usually those 
that concentrate on one line. Their con- 
fidence in the Hudson attracts others to 
them. When a dealer can be made to see 
that it is not entirely a selfish motive that 
requires his best efforts in pushing Hudson 

sales, but that concentration plus energy brings SUCCESS AND BIG PROFITS, he is usually 
open to conviction. 

We look on our dealers as a most important part of our organization. Our headquarters 
are their headquarters — their success is our success — it is therefore of vital interest at all 
times that we protect and further their interest. We do not, however, believe that it is neces- 
sary in order to maintain good will, to carry all the dealer's burdens to keep him satisfied and 
enthusiastic. Helping the dealer to help himself is the best assistance that can be given him. 

Recently a successful dealer, whose business for the previous thirty days exceeded by 
50% any former record, complained that since the advertising placed by the factory in local 
papers had been discontinuea, the number of live prospects were decreasing. He had over- 
looked the fact that it was HIS duty to take a part of his increased profits and advertise in the 
local papers for a couple of weeks in order to boost Hudson interest. Another dealer com- 
plained that he had lost two straight sales because he had to wait one week for a small part 
to be shipped from the factory for his demonstrator. It was only a trifle, but he could not 
use the car. 

He Jumped at 20 Per Cent 

When asked if he had money to loan at 20% per week, he jumped at the chance and wanted 
to know where he could place it. Had he put it in a new demonstrator while he was waiting 
for the part, he would not have lost two sales and his increased profits would have compen- 
sated for the inconvenience. Had the same dealer brought the prospect to our office and 
there had not been a demonstrator in service, he would have been very ready to criticise. 

One of the most successful salesmen I know, talks car least of all. His main argument is the value to the 
owner of dealing with the wealthy and prominent and prosperous organization, which he represents. He has 



THE ROAD OF A MILLION 
CURVES 

WITH the opening of the Ridge Route 
the California State Highway Commis- 
sion presented to Southern California 
a road destined to become known throughout 
the west as one of the most remarkable high- 
ways in America. 

It is a road of a million curves and yet from 
nearly sea level it reaches the big pines of 
Tejon Pass by a route in general direction as 
straight as the crow flies. It leads the 
motorist by easy grades to an elevation of 
over 4,000 feet, but with the modern, well- 
designed Hudson this nearly mile-high sum- 
mit can be negotiated easily. 

To go from Los Angeles to Bakersfield on 
high gear and make the round trip in the 
same time that hitherto has been required 
for one way alone is now a possibility by the 
Ridge Route. 

One of the first automobiles to take advant- 
age of this high speed line was a Hudson sent 
over the road by Harold D. Arnold, distribu- 
tor of Hudson motor cars for Southern 
California. 



BUFFALO PLANS FINE SHOW 

"DUFFALO'S fourteenth annual automobile 
D show is being planned by the show com- 
mittee of the Buffalo Automobile Deal- 
ers' Association," writes E. G. Oliver, of the 
Hudson-Oliver Company, who distribute 
Hudsons in Buffalo, N. Y. The date of the 
exposition is January 24th to 29th, inclusive, 
and the exposition will take place at the 
Broadway auditorium. This year's show 
promises to be the largest ever planned 
in Buffalo and this is forecast by the 
deluge of applications that came to the show 
committee at the first meeting. The directors 
of the Buffalo show have always produced one 
of the finest decorative shows of the country 
and other cities have gone there for ideas of 
decoration. This year the purse strings will 
be loosened to a greater extent than in 
previous years. 



HERE'S A NEW HUDSON STUNT 

A POST-GRADUATE course in driving is 
now being given by the H. O. Harrison 
Company. Hudson distributors in San 
Francisco, Cal., to all owners of Hudsons. 
This course of instruction has just been in- 
augurated in connection with the service de- 
partment and is particularly for the benefit 
of owners who are driving their first cars, 
having had the customary lessons under the 
direction of one of the regular instructors 
and some practice in driving, but who have 
not yet become expert in the handling of 
their cars. 

H. P. Huddleston is the man in charge of 
this special course of instruction. Huddles- 
ton, who is superintendent of the splendidly 
organized service department of the H. O. 
Harrison Company, has incorporated these 
driving lessons in the regular monthly service 
on Hudson cars in order that drivers may 
have a better knowledge of their cars and 
become more expert in the handling of them, 
not only with reference to ease of operation 
and safety of control, but for economy in fuel 
consumption and general upkeep and main- 
tenance. 



talked this ho much that he simply radiates confi- 
dence. He imbues the customer with the idea that 
owning a Hudson is something to be mighty proud of. 
THIS is the spirit that should permeate the body of 
sub-dealers. To me each sub-dealer is a branch man- 
ager. If the good things in our systems, our selling 
methods and our business policies spell success for us. 
they should be his methods. He is a part of us. He 
is allotted his proportion of the work to reach the goal 
that we have set. Keeping him to this mark will ulti- 
mately yield a better dealer; a more successful dealer, 
and to him an equal proportion of the profits. 
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THIS is not a drawing of a gathering of Hudson dis- 
tributors and dealers. So you won't have to get down 
in the trenches and start anything. The picture was 
made this way merely to make you think a little harder 
about it. If it had been correctly drawn to represent the 
Hudson organization, nearly all alert and only a few sleep- 
ers, some of our friends might have felt flattered. 

And you know what flattery leads to — to the office 
chair, a big cigar, thoughts of what a live wire one is, fatness, 
and then to one of those physical culture fellows. Just 
now every one is in the pink of condition and right up on 
tip-toe. And you are going to stay there! 

Many New Dealers 

The debut of The Super-Six means that scores of new 
dealers have become members of the Big Hudson Family. 
The right hand of fellowship is out to each one of you 
from each man at the factory, from your distributor, from 
your brother dealers. 

We wish each newcomer the greatest possible measure 
of success, but also we wish to impress you with the fact 
that success will come only through effort on your part. 
We are always ready to help you; so is your distributor. 
If you get in a tight place, ask for advice. 

The Hudson organization has had years of experience 
selling motor cars and it can give you the right kind of 
advice— the kind that creates sales. 

The Tie That Binds 

One of the ways that The Hudson factory keeps in touch 
with its distributors and dealers is through The Triangle. 



The Hudson Triangle is the weekly "tie that binds." 
Each issue goes to nearly 5,000 persons. All get the same 
friendly message, but all do not get as much out of it as 
others because they do not try to apply it in their business. 

"How am I going to sell this car and to whom am I 
going to sell it?" 

This is one of the first questions that will come to your 
mind. 

But you will sell The Super-Six, because it is a Hud- 
son, and because you put your energy behind it. 

Read The Triangle 

Many of your selling hints will come from actual sales. 
Others will come from The Triangle and still others from 
other sources. 

Reading The Triangle therefore is not to be regarded 
as mere pastime. If you get one idea from an issue your 
time is profitably spent. It is just as much a part of your 
business to read it through from cover to cover as it is to 
open your doors in the morning. 

Thus the title of this little heart-to-heart chat, "The 
Hearing Ear and The Seeing Eye." 

Wide Open, Too 

Keep your ears open, also your eyes. 
You are our reporter in your territory. We want to 
hear from you. Send in the Hudson news. 
Take another look at the drawing. 
Just picture yourself as the man who is wide awake. 
Make your rivals look like sleepers. 
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SOME HUDSON HINTS FROM THE LOUIS GEYLER COMPANY 



THIS photograph shows how the Louis Geyler Company, 
Chicago, takes care of Hudson patrons and records Hudson sales. 
The sample form sheet, "Hudson Owners in Chicago and Suburbs, ' ' 
is self-explanatory. The tack heads in the two maps show where 
Hudsons have been sold. The letter at the right addressed to the 



ie other communication, the letter to 
ard directly beneath it and the card 
ft-hand corner. Perhaps, you will get 
vill benefit your business. The Geyler 



WHAT LINDSEY FISHEL SAYS 

"QJERVICE — honest, capable service — is, like honesty, the best 

^ policy. Not only that, but it is the only successful actuating 

principle — it is the Motor Company principle." 

This is the concluding paragraph of a booklet that the Motor Co., 

of Winston-Salem, N. C, has issued for the benefit, not only of its 

patrons, but also its employes. In it are treated many topics of 

interest ranging from courtesy to service. The very first paragraph 

in the book indicates the ideas of President Lindsey Fishel and the 

relations of his company to its patrons. It reads: "The Motor Co. 

is operated primarily for the convenience and benefit of its patrons." 

STRIKING SERVICE SAYINGS 

//JT is a mistake for any distributor or dealer to figure that the 
J[ service feature in connection with the sile of cars is a total loss. 
We figure that our new building will brin? to us many men who are 
contemplating the sale of their used cars and the purchase of new ones. 
We believe the acquaintanceships we will form and the service they 
will see given to Hudson cars will so impress them that we will be 
able to sell them their next automobile. Any distributor who does 
not have a complete service station has no conception of the enthu- 
siasm that it develops for the Hudson car among Hudson owners, and 
for prospects." — M. 0. Thompson, Manager of the John P. Bleeg 
Company, Sioux Falls, S. D. 
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GOSSIP? RIGHT HERE! 

The Enterprise Garage Company, of Wilbur, Wash., 
will sell Hudsons in Wilbur and vicinity. They signed 
a 10-car contract. 

T. W. Weaver and W. E. Henderson, Montgomery, 
Ala., have opened the Weaver-Henderson Auto Com- 
pany, at 206 Dexter avenue, and distributes the 
Hudson car in Montgomery and the adjoining counties. 

Harry S. Houpt, president of the Hudson Motor 
Car Company of New York, announces the promotions 
of De Witt Voorhis, assistant secretary and treasurer 
of the company, and H. C. Huber, at present con- 
troller of the organization. Mr. Voorhis will be made 
manager of the New Rochelle branch of the company, 
which on January 1 will open a salesroom at Alain 
street and Center avenue. Mr. Huber will then 
become assistant secretary and treasurer of the com- 
pany. 

F. F. Pernell, of the Motor Company, Hudson 
distributors in Winston-Salem, N. C, established a 
record for automobiling over mountain highways by 
making a trip from Winston-Salem to Asheville by 
way of Statesville, Mooresville and Charlotte on 
high gear. Temptations to change gears by Pernell 
were turned down when he realized that a record 
was at stake. The speedometer on Pernell's Hudson 
showed that he had traversed 261 miles. His running 
time was eight hours and eleven minutes. 



WHAT TO DO WHEN 
ORDERS ARE SLOW 

The thoughts in this article were furnished in an 
address by a manufacturer of automobiles, who is 
one of this country's best known personal salesmen 

A WELL-KNOWN SALESMAN told one 
of his secrets the other day. It was 
the secret of the way in which he re- 
vived confidence in his own ability to sell 
goods. 

Of course he only used this method of 
stimulating himself when sales were coming 
slow and when he was beginning to lose his 
enthusiasm. 

He would come back to his hotel some- 
times when he felt so blue that he did not 
care much whether the hotel fell on him or 
not. When he would get in one of these 
moods, he would get out his order book 
and go over the sales that he had made in 
the last month or so. He would re-count 
each sale, go over in his mind the pleasurable 
details of the methods he used and the 
talking points he worked in getting this 
order and that. 

He would go through the entire months. 
He might spend an hour or two hours run- 
ning through his order book, and each name 
and type of machine assisted him in re- 
juvenating his enthusiasm, for recounting 
the sales he had made and the schemes 
he made them with would bring back the 
old fire of energy that had been responsible 
for those very sales. 

How To Revive Enthusiasm 

So when you are down in the mouth and 
find the orders are coming hard, that the 
prospects you have are offering such re- 
sistance to buying that it is difficult to 
overcome them, then get out a list of the 
order sheets which tell the sales that you 
have made. 

Recount each sale, go over the details mi- 
nutely, and presently you will find that your 
enthusiasm over your own selling ability and 
over the selling point* which xoon these orders 
will actually rejuvenate you. 

It will build a new confidence in you and 
allow you to go out and make swifter prog- 
ress on the prospects you are now working. 
Try this scheme every week or so when 
you feel that your confidence is ebbing. 
The results will amaze you. 
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THE MAKING OF A HUDSON DEALER 



By HAL BRACE 



Of the Hudson-Brace Motor Co., Kansas City, Mo. 



IN our wholesale department we make it a point to go after the best dealer in the territory, 
where we are endeavoring to get Hudson representatives, and spend considerable time 

endeavoring to find out who that dealer might be. The difference between a good dealer 
and a poor one is several sales a season, and the difference between a good dealer who believes 
in Hudson service and a good one who does not, means several sales, also. 

In some communities, we have found good 
dealers who have made quite a success of 
selling a cheaper car. They did not believe 
that the Hudson could be marketed success- 
fully in their territory, owing to the fact that 
their prospects seemed to buy readily the 
cheaper cars that were offered, and made very 
little inquiry about better ones. We have 
also found that this type of dealer did not 
have enough confidence in the Hudson line, 
and its possibilities, to invest his money in a 
demonstrator. 

The Making of a Dealer 

In order to bring him up to this point, 
we make what is called a selling agreement 
with him, whereby he becomes our agent 
without obligating himself to carry a car in 
stock. This agreement, of course, carries a 
smaller discount than that shown on regular 
contract, and in this agreement we agree to 
adjust the price of all cars taken under same 
to the basis of the regular contract, should 
the dealer at any time during the term of the 
agreement desire to take on our line in the 
regular way. 

If the dealer commences with us on this 
basis, he immediately receives The Triangle, 
and other sales information from the factory, 
and commences to talk Hudson. The result 
is that he does not continue with us very long 
on the agreement basis, and soon becomes a 
full-fledged Hudson dealer, putting up a 
deposit, and having a car on his floor to show. 

The big point with this plan is that we get the dealer to talk Hudson and announce him- 
self as our agent. As soon as he becomes convinced that there is a sale in his territory for 
better cars, it is sure to be the Hudson, inasmuch as he has practically announced to his 
prospects that it his choice of a high-grade lightweight six-cylinder car. 

On every contract that we write, we enter the name of our dealer's bank and the party 
in that bank with whom the dealer transacts his business. It has been our experience that a 
poor salesman with plenty of capital is almost equal to a good salesman without it, and a 
good salesman with a banker behind him who will assist in carrying the load during the winter 
months, so that he can have cars to deliver in the spring, is a combination that is hard to 
beat. 

Our salesmen are instructed to call on these bankers whenever possible and we get out 
mailings from here to them, advising such points as the improvements now going on at the 
factory, etc., giving the banker the impression that the Hudson Motor Car Company is 
progressing and putting them in the frame of mind, whereby when it becomes necessary for 
our dealer to stock cars, the question of getting capital to do this will be more easily solved. 



HAVE YOU TOO 
MANY PROSPECTS? 

The Hand in the Deck is Always Better 
Than the One You Are Holding 

A PROSPEROUS HUDSON distributor 
discovered a weak spot in his organiza- 
tion and sought to locate its cause. 
It was found that he was getting more 
prospects than any of his competitors. 
People were coming in every day to look 
at the HUDSON car. He was following the 
usual plan of dividing the inquiries among 
his salesmen. 

Great interest was displayed on the part 
of the salesmen in these inquiries. The 

{>rospects of one day were immediately fol- 
owed up, and the distributor was at a great 
loss to know why he was selling such a small 
percentage of prospects, whereas when there 
were only a few prospects, there was a 
greater proportionate number of sales. 

He tried to solve the perplexing question 
for some time, and as a result of very care- 
ful analysis finally found the answer. It 
was based upon the psychological and 
natural condition that we have all ex- 
perienced. 

The thing which we are to get tomorrow is 
always better than the thing we have today. 

That is why the text at the head of this 
article is used. 

Don't Forget Yesterday's Prospects 

The prospects that came in last week 
were the most promising of any that had 
been received up to that time. The sales- 
men were enthusiastic about them. But 
the very next day new prospects came in 
and those of yesterday were forgotten. 

It only proves the situation that you find 
in any store where you buy seasonable mer- 
chandise. The clerk almost invariably says, 
4 These goods just came in," and instinctively 
he pushes the articles received today, over- 
looking those which were received last week, 
even though they were just as fashionable 
and just as desirable. 

You have seen mechanics in working on a 
car do this. They are grinding a valve and 
in doing so see a loose terminal on a spark 
plug. Instead of continuing the work they 
are at they drop it and give attention to the 
loose terminal. They go through life doing 
that — taking up one kind of work and 
dropping it before it is half finished and 
paying attention to something else. 

Concentration 

Salesmen do that. They start out with 
the greatest of enthusiasm on certain pros- 
pects and before they have discovered 
whether there is a possibility of a sale to 
those prospects they jump off on others. 

The lesson this teaches is concentration. 
Of course it is impossible to sell all your 
prospects. Out of ten persons who con- 
sider the Hudson, the very best salesman 
would not sell over a term of months more 
than six or seven. Assuming that he sells 
six and that if he works harder he might 
sell two more, it still would be impossible to 
close up all of the ten. 

Salesmen should be business managers of 
their own time. They should pick out their 
prospects and not drop one because a new 
one came in today, but keep after the most 
likely buyers. 

If you study the buyer and the influence 
you are having upon him you will soon 
be like a careful mason who chooses the 
rock that fits the place, not picking up the 
last one that is thrown before him, but the 
one that with the least effort fills the place 
that he has to fill. 
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WHERE HISTORY WAS MADE AT THE NEW YORK SHOW 



The Hudson Exhibit in Grand Central Palace 



story of the National Automobile 

ow in Grand Central Palace, New York, 

the story of the wonderful reception 

jorded The Super-Six. True, other 

•s were there, some 300 or so, but the 

• of cars was YOUR CAR. 

Of the 300,000 who were influenced 

the goddess, Motoria, to walk, subway 

motor to Grand Central Palace, 299,999, 

least so it seemed to the men in the 

idson booth, stopped to see, admire 

and ask questions about The Super-Six. 

All records for Hudson New York show sales were 

broken. Incidentally, The Super-Six set a new sales figure 

for any car at the show. Five minutes after the gong 

sounded on opening day, the first sale of the show was 

made from the Hudson exhibit, a beautiful black and white 

town car. In all, 176 cars were sold. 

Interest Never Flagged 

And the interest never flagged. Neither did the sales. 
Morning, noon and night the crowd was with The Super-Six. 
It got a truly amazing reception. It is an actual fact that 
on the next to the last day of the show, Friday, when 41,000 
persons passed through the gates, it was a physical impossi- 
bility for late-comers to get near the Hudson booth at all. 

One man who was not to be denied, ascended the stairs 
to the gallery, and viewed The Super-Six from that perch. 

The car was demonstrated to hundreds of prospective 
buyers who expressed themselves as delighted with its 
abundant reserve power, its flexibility, the ability to creep 
on high gear, to pick up quickly, to avoid changing gears on 
rough roads, the ability to mount hills — and there are 
plenty of them in and around New York — on high gear. 

There is no denser street traffic anywhere in the world 



than in New York. On its thoroughfares, The Super-Six 
showed its almost human pow r er to accelerate quickly, just 
as thoroughly as it had shown super-performances on the 
hills. It was away with the traffic before the man at the 
crossing had crooked his little finger. 

Even the nimble taxicabs had to take a back seat when 
it came to jumping, twisting and dodging about among the 
pillars supporting the elevated roads, and the hundreds of 
other vehicles in the streets. And anyone who has ridden 
in a New York taxicab — well, he got some ride. 

Many Distributors There 

Scores of distributors and dealers from the eastern 
states, from the south, from the west, from all over the country 
were at the show to note the reception accorded the car. 

"Never was there a car like this!" was the spontaneous 
exclamation of each after taking a Super-Six ride. All were 
amazed at the eagerness of New York to see the new member 
of the Hudson family. 

Five cars were shown, the phaeton, of course being given 
the place of honor, and receiving the greatest attention. 
The touring sedan, the all-year car, had many admirers as 
did the other body types. 

A Super-Six motor shared honors with the cars. With 
the exception of the town car in black and white, the Hudson 
had on the floor only such cars as every buyer will get. And 
they proved a magnet of sufficient drawing power to center 
the attention of show visitors. 

Why? 

Because the Hudson had something to show, a beautiful 
car with a motor that has stirred engineering circles to the 
depths, that is the talk of all those who saw it in New York 
and that soon is going to be the talk of the entire country. 
And that time is not very far away. 
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HOW THE NEW HUDSON SUPER-SIX WAS STAGED 



were given a private view of The Super-Six. On Thursday at noon, 
when the curtains were raised, the public got its first view of the new 
Hudson. The setting was superb. The car was in a great box-like 
frame lined with rose-colored velour, with rugs to match and a wealth 
of flowers about the salesroom. On Friday, December 31, the public 
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~* " was invited through newspaper advertising to view The Super-Six. 

In all more than 3,000 persons viewed the car. The highest attend- 
ance of any one day was 780 on the first day of the private exhibition. 
To make the picture complete, an almost full-size oil painting was 
advantageously placed. 
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WHY A BANKER 
BOUGHT A HUDSON 



NO bank can do business long or success- 
fully Without enjoying the confidence of 
the public. People deposit money in a 
bank because they believe it is solid; because 
they feel sure that it can go through the most 
severe financial storm safely. It makes a 
man feel proud to know that he has an account 
in a great, powerful bank, located in a building 
that alone gives one the impression of 
solidarity. 

Confidence Makes Banks 

Did it ever strike you why the leading 
business men of a town patronize the leading 
bank or banks? They have their funds on 
deposit there because that is the bank, or 
banks, in which they have the most con- 
fidence. Or in other words, the most suc- 
cessful bank is the one that gets the majority 
vote "of a town's confidence." 



The Automobile Show to be held in Columbus will 
open in Memorial Hall and continue through the week 
of January 29 to February 5. The committee in charge 
of this show is composed of Frank E. Avery, Anson B. 
Coatee, Ira P. Madden, Thomas E. Curtin, William 
Miller and J. P. Gordon, with O. G. Roberts assisting 
in many ways. These men, who have had the experi- 
ence necessary to make the show a success, announce 
that ail floor space in which motor cars alone are to be 
displayed has been sold. The Standard Motor Car 
Company will show The Super-Six. 

Preparations for "show week" in Chicago are being 
carried forward on a scale greater than ever before, due 
to the unprecedented prosperity that has come to 
branch houses and agencies along Chicago's automobile 
row. It is the custom to "doll up" the salesrooms to 
the extent of a general cleaning, but this season it is a 
case of complete decoration from top to basement. 
Practically every salesroom along Michigan avenue is 
undergoing renovating and decorating to receive the 
visitors that will come to Chicago. To show to what 
extent this work is carried on to make pleasant sur- 
roundings, a sample may be cited in the Louis Geyler 
Company, distributors of the Hudson, which is having 
installed on the main floor of the salesroom, a beautiful 
fountain. 

The Hudson-Stuyvesant Motor Company, Cleve- 
land, Ohio, will erect a four-story building at 2012 
Euclid avenue, which will be devoted to Hudson sales 
and service. The contract price is $40,000. The 
Samuel Austin & Son Company has the contract. The 
walls are up now to the first story. "We expect to 
occupy the new quarters about the middle of March," 
writes President F. E. Stuyvesant. 

J. T. Botkin, secretary of the State of Kansas, re- 
ports the registration of 70,000 automobiles. The 
roll call of automobiles in Kansas as reported March 
1. 1015 includes 879 Hudsons. 

9 * 

Seventy thousand cars have been licensed in Kansas. 
This list includes 879 Hudsons. 



Seeking something out of the ordinary for his show- 
room decoration, Louis Geyler, of the Louis Geyler 
Company, Chicago, has hit upon a novelty. He has 
brought the pine-tree idea to nis big Hudson building 
at Twenty-fifth street and Michigan avenue. With fifty 
pines brought from the mountains of New Hampshire 
and kept in good condition by a little secret utilised by 
Bohannon, the decorator, Mr. Geyler has transformed 
the main floor salesroom into a forest in miniature. 
Great quantities of moss were brought in from the 
South, and this has been twined around the roots of the 
"soughing pines" made to sough in approved fashion 
by streams of air from electric fans. The effect from 
the Michigan avenue entrance is that of entering a real 
forest. "I think the Hudson Super-Six certainly never 
had a more novel display than it nas in this salesroom," 
states Mr. Geyler. I know that it will repay my time 
and the expense to the company. I am satisfied myself 
that it is a showroom novelty never before tried by 
any one along 'Gasoline Row.' " 

At a meeting of the show committee for the annual 
auto show to be held at the Fifth Regiment Armory, 
January 18 to 22. under the auspices of the Auto- 
mobile Club of Maryland and the Baltimore Dealers' 
Association, final arrangements were made. The 
Lambert Auto Company has secured space for The 
Super-Six. 

Harold L. Arnold, Hudson distributor for southern 
California, received the following letter from J. H. 
Hutchison and wife, formerly of Ottumwa, Iowa: 

"Dear Mr. Arnold: Sinoe we saw you last we 
have been to San Francisco and back in our Hudson. 
We left here by way of the Coast route, stopping at 
Los Olivos the first night out after crossing San Marcos 
Pass, which is rather rough on the north side. 

"We spent the second night at King City and 
reached Oakland the following afternoon. There we 
met our very intimate friends, Dr. Fred Bowles and 
wife of Ottumwa, Iowa, with whom we attended the 
exposition. They accompanied us on our return 
trip, which was by way of the Inland route, with a 
side trip to the Yosemite Valley.'* 



Wm. C. Barry is president of the Rochester 
Trust and Safe Deposit Company. It is one 
of the largest and strongest trust companies 
in the state of New York. It has thousands 
of clients. They have confidence in Mr. 
Barry and the institution of which he is the 
head. 

The other day a salesman for Ailing & 
Miles called on Mr.' Barry and showed him a 

Picture of a cabriolet. The salesman asked 
. R. McCrae, sales manager for Ailing & 
Miles, to help bring the sale to a climax, in 
other words, the dotted line. 

Hudson Company Strong 

Mr. McCrae told Mr. Barry he would 
gladly explain to him all about the carburetor, 
rear axle, etc., but that first he wished to tell 
him about the strength of the Hudson Motor 
Car Company and its record. He did so. 
Mr. Barry then went out of the room and 
remained away about ten minutes. On his 
return he said he was not interested in the 
carburetor, axles, etc., that any company 
with the reputation and standing of the 
Hudson Motor Car Company undoubtedly 
built a good car, and that he would write out 
his check the minute the car was delivered. 

There is a lesson in this transaction for 
every man engaged in merchandising Hudson 
cars. You put your money in a bank in 
which you have confidence. Your customer 
buys a Hudson because he has confidence in 
the factory, the car, and in you. Incident- 
ally, why not try this little story on some of 
the bankers in your town. 



THE pur- 
chase of an 
automobile 
is the test of con- 
fidence. In 
n i n e ty-nine 
cases out of a 
hundred, the 
buyer has im- 
plicit faith in the 
mechanical per- 
fections of the 
Hudson. It is 
up to the seller 
to prove other 
Hudson merits 
by impressing 
them on him so 
forcibly that he 
never will forget 
them, that he 
feels he cannot 
get along with- 
out a Hudson. 



THE poets to 
the con- 
trary, a man 
is known by the 
clothes he wears. 
Just in the same 
way an automo- 
bile distributor 
is known by the 
automobile he 
seUs. Hudson 
sellers and own- 
ers stand out 
from the crowd. 



SPEED OF HUDSON SAVES LIVES 



THE speed and reliability of this Hudson in ambulance work have 
more than once been the means of saving life in and about 

Elizabeth, N. J. The car was sold by the Foley Motor Car 
Company of Newark, N. J., to the Alexian Brothers. It has been 
run more than 3,500 miles without expending a penny for mechanical 
trouble of any kind. 

Although the car weighs 4800 pounds, because of the solidly con- 
structed ambulance body, it averages a speed of 40 miles an hour 
During a riot at Chrome, N. J., the ambulance made a trip from that 
place to Elizabeth, 18 miles, with a load of eight persons in twenty- 
five minutes. The picture shows Rev. Brother Alban Bauer, super- 
intendent of the Alexian Brothers, driving the car. The physician with 
him is James E. Roach. Rev. Brother Bauer in a letter to the Foley 
Motor Car Company highly praised the performance of the Hudson. 



The Alexian Brothers' Ambulance 
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HERE IS THE STORY OF OPPORTUNITY 

A few days previous to the New Year, the Hudson Motor Car Company gave to 
the world its first message on The Super-Six. 

Short-visioned prophets said there would be nothing new at the New York show. 
When the doors of Grand Central palace were thrown open, thousands, not hun- 
dreds, asked: "Where is the Hudson Super-Six?" 

For seven days and seven nights it was the supreme center of attraction. 

Milwaukee, Philadelphia, Cleveland, Detroit — it was the same story at the 
shows there. It is going to be the same story at every show. The world has some- 
thing new to wonder about, something that it can put to practical use. 

At private exhibits, not hundreds, but thousands stormed the doors of distribu- 
tors' and dealers' salesrooms. 

The Super-Six creates almost as much excitement when first seen on the streets 
of a city, town or village as did the first automobile. At thousands of nightly fire- 
sides the topic of discussion is this new marvel of engineering. 

The automobile world has been staggered. Others are seeing markets swept 
from under their very feet since the advent of The Super-Six. 

Army and navy engineers, young men in engineering schools, are writing to 
the factory: "tell us all about your new, patented motor." 

Makers of boat and aeroplane motors want to know of it. 

The men at the factory, before The Super-Six was announced, felt that it would 
get a wonderful reception. They communicated their anticipations to every dis- 
tributor and dealer. 

Distributors, dealers and salesmen are face to face with an army of buyers and 
prospects. 

The public, quick to recognize superior merit in a moderate-priced car of dis- 
tinction, DEMANDS The Super-Six. 

Nothing else in the way of a motor car will satisfy them. This is the day when 
buyers insist on getting not only their money's worth. They want more. 

The demand for The Super-Six will continue. Every distributor and dealer 
who has been at the factory since the first of the year says so. They are jubilant. 
Never have they had such an opportunity. They are proud to be factors in such a 
monumental success. The factory, too, is proud of its achievement. 

In The Super-Six there is an opportunity big enough for us all. And it is an 
opportunity that can not get away. 
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GETTING READY TO DO BATTLE FOR THE SUPER-SIX 



tifullielvidere room of 
the Hotel As tor on the evening of Thursday, December 30, and was 
attended by more than 100 persons, including C. C. Winningham, 



Motor "Car Co., of New York. It took a great deal of persuasion to 
get Mr. Houpt to say anything, but he finally did, some of those 
good-fellow remarks, that everyone likes to hear. 



$2,500,000 FOR SALES AND SERVICE STATIONS 



The Neat Show Room of the T. C. Power Company, Helena, Mont. 



THE commodious new salesrooms just built by the T. C. Power 
Company, at Helena, Mont., are the concrete expression of an 
idea long held by Roy L. Diggs, sales manager of the concern : 
"Harmonious surroundings have a great deal to do with the suc- 
cessful selling of motor cars." 

The improvements recently completed in the building at 524 
North Main Street, give the Powers Company a large display and 
sales room, segregated from the garage, office quarters and parts 



department, making it practically new. 

No running cars are permitted in the salesroom. Here are several 
models of Hudson cars. One is stripped of the body. The prospect 
thus may see the working parts of the car. By glancing at its neigh- 
bor he can see all there is in motor car beauty. 

"We have the finest car — the Hudson. We have the salesroom. 
We give only the best service to our customers," writes Mr. Diggs. 
"That's why we are selling cars." 
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RE-ASSIGNMENT OF DUTIES 
IN SALES DEPARTMENT 

Service Department is taken over by Sales Division 
and Mr. Rippingille is made Assistant Sales Manager 

'THE routine work of the Sales Department, 
A which has been divided between Mr. Morse, 
sales manager, and the writer, will hereafter be 
under the direction of Mr. Morse. He will have 
charge of all matters concerning territories, the 
appointment of dealers, the allotment and ship- 
ment of cars, the employment and direction of 
district managers and sales office employees. 

The Service Department, which has been 
operated as a division of the Factory Production 
Organization, is now made a part of the Sales 
Division. 

Mr. E. V. Rippingille, who brought the Service 
Department up to its high degree of efficiency, 
now assumes the title of Assistant Sales Manager. 
He will continue his supervision of the service 
work, but the detail of that department will be 
under the immediate direction of Mr. Eugene 
Bemb, who has been Mr. Rippingille's assistant. 

As Assistant Sales Manager, Mr. Rippingille 
will assume the additional and broader responsi- 
bilities w r hich the position carries. He will assist 
Mr. Morse in the management of all details of the 
department, and in Mr. Morse's absence will be in 
authority. 

By relieving himself, through this arrange- 
ment, of all detail work, the Director of Sales and 
Advertising is left free to devote more time to the 
planning and development of the merchandising 
methods of the company. 



"SCOUT" O'HARA NOW 
TRAILS THE PROSPECTS 
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Director of Sales and Advertising. 



LEARN THE SUPER-SIX PRINCIPLE SO 
YOU CAN TALK INTELLIGENTLY 

EVERY man who has to do with the distribution of The Super- 
Six should learn all about it. It means money to you. 

Some men seem to think it a good joke because they do not 
understand the principle of balancing that gives The Super-Six 
motor its added power. They are inclined to joke about it with 
their friends and associates. As a matter of fact, it is a reflection 
on the intelligence of the Hudson representative. The laugh that 
follows his sally is not over The Super-Six. He is being laughed at. 

The man who doesn't know what he is talking about can not sell 
an article successfully over a long period of time. The article may 
be so good it sells itself. Sooner of later the joker will be left in 
the rut. 

Unless those who are selling The Super-Six understand it thor- 
oughly and can explain it intelligently, competitors will make it their 
business to explain it wrongly. The salesman who doesn't under- 
stand the principles of The Super-Six will not be able to meet these 
arguments. 

Salesmen must make it their business to understand this new 
principle. They must read Hudson Super-Six literature. They 
must read and absorb articles in the trade papers. They should 
take pride in being able to understand and explain it. The Hudson 
Super-Six Reference Book, "Automobile Topics" of January 15, 
"Motor Age" for January 20, "Automobile" of the same date, "The 
Horseless Age," "Scientific American," "Leslie's Weekly," "Ameri- 
can Motorist," and "Automobile Trade Journal" — each holds some- 
thing of vital interest about The Super-Six to YOU. 



F. H. O'Hara takes his parents for a Hudson ride on their 
Golden Wedding Anniversary. 

FIFTY years ago a happy young couple rode to church across the 
western plains in a wagon hauled by a yoke of steers, or as one 

might say, a "two-ox power cart." 

Recently this same couple, still smiling, still happy, still content, 
celebrated their golden wedding anniversary, but this time it was no 
ox-cart in which they rode. They were driven about in a luxurious 
Hudson, piloted by their stalwart son, F. H. O'Hara, who distributes 
the Hudson in and about Spaulding, Nebr. 

Mr. O'Hara was an early settler in that section of the country and 
was a guide and scout along with Buffalo Bill during the Indian up- 
rising. All the keenness and energy that he once put into tracking 
Indians now goes into selling Hudsons. 



WHERE IS PUYALLUP? 

NEXT to football and baseball, heckling college graduates and 
undergraduates is the day's most popular sport. Every once 
in a while, one sees in the daily newspapers a list of questions 
that college men are supposed to be able to answer. Some of these 
brain puzzlers follow: 

"Who is the most prominent carpenter in Constantinople?" 

"Who originated false teeth?" 

"Where is Puyallup?" 

"Where is Puyallup?" There is a corker. 

We are going to let you in on the secret of Puyallup. P. A. Berry, 
sales manager of the Pacific Car Company, Tacoma, Wash, is the 
man who made Puyallup famous. Puyallup is a town about 15 miles 
from Tacoma. It is full of "pep." Its chief claim to distinction, 
however, is that to reach it, one must go by sightseeing car. 

Berry had a used Hudson on his hands. He told a man that a 
sightseeing car run to Puyallup would be a big money-maker. So 
the car was lengthened, chassis and body. It now has four seats. 
This Hudson averages about 250 miles a day. Ordinarily it carries a 
load of 16 persons. It is making money for its owner. 

Some time you may have occasion to talk about the strength of 
the Hudson. Think of Puyallup. There a Hudson carries 16 persons 
on nearly every trip and on one it carried 43. 



Nothing out of the ordinary— carrying 20 persons 
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THE SUPER-SIX 

Uniformity in the Use of the Name 

WE should talk and write alike about 
the new Hudson creation. Speak of 
it as "The Super-Six" — without pre- 
fixing the word Huason unless absolutely 
necessary to do so. If we say "The Hudson 
Super-Six" the impression may be created 
that some other company is making a Super- 
Six. There is only one Super-Six and that 
is the Hudson Super-Six. Therefore if we 
all talk and write Super-Six every one will 
soon swing into the right idea. 

Of course there are many instances where 
the full name of the Hudson Super-Six must 
be used, but wherever possible it is strongly 
advised that verbally and in correspondence 
the car be referred to merely as "The Super- 
Six," always place a dash between the words 
Super arid Six, thus, Super-Six. 

Later on in speaking or writing of any 
record or test in which "The Super-Six" 
is mentioned, always designate the car as a 
seven-passenger car. Do not give the 
public the impression that "The Super-Six" 
is a speed car or anything of this sort. Pound 
home the fact that it is a regular, full-size, 
seven-passenger touring car. This also ap- 
plies to the Touring Sedan. Whenever you 
talk or write about the Touring Sedan 
always designate it as a seven-passenger car. 



LEST YOU FORGET! 



SAYRE AND HUDSON MAKE 
GOOD ON BET 

«D ET y° u 3200 against $100 you can't 
D do it." 

"I'll just call you on that." 

The dare was made by E. M. Baker, a 
prominent Portland, Oregon, business man. 
The acceptance was expressed by W. H. 
Sayre, one of the star salesmen of C. L. 
Boss & Co., distributors of the Hudson in 
this territory. 

The men had been discussing the possi- 
bility of driving an automobile from Port- 
land to Salem in less than two hours. Mr. 
Sayre believed he could put the Hudson over 
the road in one hour and 40 minutes and 
was willing to back his conviction with 
cash. The agreement specified that the 
Hudson should carry six passengers from the 
Portland courthouse to the Salem court- 
house within a total elapsed time of one 
hour and 40 minutes. 

Mr. Sayre jumped in his Hudson and lost 
no time hitting the West Side road via 
Tualatin, Newberg and West Salem. 
Exactly one hour and 33 minutes after the 
starting signal, he pulled up at the Salem 
courthouse after covering 57 miles. The 
car averaged better than 14 miles of travel 
to the gallon of gasoline and say , only a pint 
of water was used on the trip. 



THE greatest generals are those who 
lay out their plans of battle most 
carefully. The best salesmen are 
those who use the greatest care in 
planning their sales campaign for a 
year ahead, and sometimes even more. 



OF ALL the cars we have sold this year 99 out of a 100 have gone into the hands of owners 
so thoroughly satisfied with the Hudson product that we are constantly hearing from 
them on every hand in the way of additional sales brought about something like this: 
Remark from a prospect who came in last week: "I was talking with my friend James 
last week and when I told him I was purposing to buy another automobile, he said, 'why 
don't you go in and see Arnold and get a Hudson motor car? Arnold maintains a better 
service on his Hudson cars than you can get from any other dealer in California.' " One 
guess as to the author — Harold L. Arnold, Los Angeles. 



Some historic places in Kentucky visited by Richard J. Ton, of Roseland. III., in a Hudson 
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More Facts About The Super-Six 



[UCCESS is the one monarch accorded universal admiration. 

The Super-Six today is the monarch of the automobile world. Each pass- 
ing day merely serves to emphasize the far-reaching impression made by the new 
Hudson motor car. 

In the office of the United States patent commissioner NOW are 800 letters ask- 
ing for information about The Super-Six. Seven hundred copies of the application 
for patent, in which the details of The Super-Six principles were set forth, have been 
mailed inquirers. The government has ordered an additional thousand copies to sup- 
ply the demand. 

The Super-Six will revolutionize the gasoline motor. New triumphs in the air, 
on land and on the water are impending as a result of this invention. 

Among purchasers of The Super-Six are men in the foremost ranks of automo- 
bile engineers. 

Wholesale men, representing Hudson distributors, have the pick of dealers in 
their territory. Many of them have given up profitable accounts to get a Hudson 
contract. 

A motor-buying public, educated by millions of dollars' worth of advertising and 
experience with many makes of cars, demands The Super-Six. 

They are going to get a Hudson, and only a Hudson. 

They know the Hudson company in its patented motor offers something no other 
company in the world can offer. The Super-Six is the motor of long life, easy-run- 
ning qualities and general excellence for which the world has been waiting. 

At the end of this year 30,000 Super-Sixes WILL BE IN COMMISSION. Dis- 
tributors and dealers whose relations with the factory have extended over a long 
period of time KNOW this. The word of The Hudson Motor Car Company is re- 
garded by them as money in the bank. 

The close of this year will mark the greatest of all Hudson achievements. 

EVERY MAN in the vast Hudson organization, then, will be proud to say he 
had something to do with the success of The Super-Six. Every man — the man in the 
factory, who devotes his keen mind and deft fingers to the building of this car, the 
office man, the distributor and every one in his organization ! 

Item, Number Fifty-Two 

It is the last one in the Hudson Service Inspection Book. No doubt you have read item No. 1. 

But have you read Item No. 52? 
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FRISCO, I CALLED YOU UP TO SAY "HELLO" 



E. V. Stratton talks to Mayor Rolfe in San Francisco 



EV. STRATTON, of the E. V. Stratton Company, Inc., belongs to 
# the Albany Rotary club. Recently, the Albany Rotarians ar- 
ranged to talk over long-distance wires to the Rotarians in San 
Francisco. Because of the high cost of this kind of talking, only about 
15 or 20 on each end of the line took part in the neighborly chat. 



Success Greets New 
Service Plan 

The new Hudson Service Inspection already is 
an assured success. From every quarter we are 
receiving letters testifying to the enthusiastic adop- 
tion of the plan. 

And it is because of the beneficial results of the 
preparatory instruction accomplished by our Service 
Handbook during the past two seasons that we con- 
sider this new Service as far superior to all others. 

No matter how generous you may be or how 
much progress you already have made in perfecting 
your local service— one factor qualifies the result. 
That factor is the ability and intelligence of your 
service force. 

The day of the "motor wizard" is past. Cars are 
repaired and "fixed" on fundamental principles — not 
because some one man is more intelligent than an- 
other. 

The design of The Super-Six is RIGHT, as was 
the famous Six-40. 

The maintenance and repair of these cars is, or 
should be, uniform in every locality. There is no 
excuse that will protect the mechanic who makes 
mistakes when opportunities for education are fairly 
thrust on him. 

We have spent thousands of dollars to give Hud- 
son service fundamentals to the inexperienced and 
to temper the judgment of the expert. 

Real service to the owner commences in the shop 
— where the work is done. 

A workman who fails to read Hudson service 
literature may spoil the best service before it is 
started. Thus he not only limits his own earning 
capacity, but injures the business of the man by 
whom he is employed. 

Get these thoughts to your shop organization. 
Unless they understand the car THOROUGHLY 
YOU can't render adequate service. 

All who can read and are willing to study can 
help you give the kind of service that will earn an 
enviable reputation, not through advertisement, but 
by deeds. 

An under current of service repute among your 
owners is the greatest selling factor you can culti- 
vate. Educate your mechanics — it is a part of your 
selling scheme — and you reap the profits. 

Use the Hudson Service Inspection Book ALL 
THE TIME. 



A representative of the factory who happened to be in San Fran- 
cisco at the time asked for Mr. Stratton. He wanted to know how 
Hudsons were going in Albany, said they were selling fast in California. 
Thus was the Hudson advertised to the Rotarians on each end of the 
line. 



HOW WE PREPARED FOR THE SUPER-SIX 

By A. Sayer Brodhead, with Tom Botterill, Denver 



WHEN we first heard of the new series Hudson to be produced 
in large volume, we set to work to push out into virgin territory. 
A circular letter campaign of ten letters was inaugurated, and 
has brought compen- 
sating results. We 
also asked the editors 
of newspapers, in 
places where Hudson 
was not represented, 
for their recommend- 
at ion of a suitable 
man, one who was 
versed in modern mer- 
chandising methods 
and live to the power 
of publicity. Out of 
fifteen letters this 
brought nine replies, 
and two excellent new 
dealers were then ac- 
quired thru follow-up 
letters. One editor 
even suggested him- 
self. 

Perhaps, most ef- 
fective has been the 
method of personal 
presentation. Upon 
the records of past 
Hudson production, 
upon the prestige of 
the company, upon 

the reput at ion of Tom ! 

Botterill, and upon 
faith in the new car 
to come, we have not 
failed in a single in- 
stance to secure the 
best man in each lo- 
cality entered. 

The Hudson cars 
already here have 
made an unparalleled 
name under the severe 

mountain service. A. Sayer Brodhead 

With an active, wide- 
reaching organization, we shall see to it that its splendid name spreads 
to every nook and corner of the Rocky Mountain region. 



MODERN VERSIONS OF OLD SAYINGS 

According as the man is, so you must humor him. — Terence. 

Every Hudson dealer knows better than to antagonize a 
prospoft. 
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HERE IS A STORY FROM TEXAS BY STEINHARDT 
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This picture shows the contestants near the finish. 




WILLIAM STEINHARDT, of the Crockett Automobile Co., 
San Antonio, Texas, is responsible for this story of a race 
between a Hudson dealer in his territory and one of those speed- 
ster fellows who is always looking for trouble. The Hudson won, of 
course. Here is the story: 

"A young fellow in De Hanis had a car on the rear of which were 
boxes of bottled soda water. He was bragging that a Hudson could not 
follow him and arrive at the county seat, Hondo, ahead of him. Mr. 
Hudson Dealer, who is always willing to show that a Hudson can do 
things that any other car can do, immediately accepted the challenge. 



"To make the story short, the speed fiend naturally was out in 
the lead. But about five miles from the city he was being pressed so 
hard by Hudson Dealer that he began dumping off boxes of soda 
water. He thought Mr. Hudson dealer would have to stop and thro'w 
them out of the road or run over them and come to grief. But Mr. 
Dealer was not to be out-done. He picked them up and put them in 
the tonneau of the Hudson. Finally, when the speeder ran out of 
boxes of soda water bottles, Hudson Dealer over-took him and beat 
him into the county seat. 

"I have heard of sack races, potato races and three-legged races. 
I never heard of a handicap of this kind". 



ONLY A HUDSON CLIMBS IT 



WHO WILL HAVE 
THE HONOR? 



"Going Up" in New Mexico 

«TN the Triangle of October 23rd", writes 
JL R. F. Stuart, of the Nauman Motor Sales 
Co., El Paso, "we notice that E. H. 
Steininger of Colorado Springs, Colorado 
seems to have a little hill to climb. We wish 
to go on record right here that we have 
SOME hills in this country. The picture will 
substantiate our claims. 

"The present owner of this car is W. W. 
Cox, a cattleman and banker of Las Cruses, 
X. M. He stated that if we would let him 
take a Hudson and try it out on his ranch, 
he would either send the check for SI 450 or 
the car and a check for any damage back the 
next day. So the writer accompanied him 
to his ranch and over the grade. Mr. Cox 
owns five cars. He states the Hudson is the 
only one that has ever made the trips to and 
from his ranch to his complete satisfaction. 
Mr. Cox bought this car for his personal use. 



/^ET a picture of the 
first Hudson Super- 
Six owner in your terri- 
tory in the act of receiv- 
ing his first inspection 
card filled out. Send the 
picture to The Editor of 

The Triangle. 



THEIR IS NO REWARD, SAVE 
THE HONOR 



QUAPAW OIL COMPANY BUYS 
TWENTY-FIVE SUPER-SIX CARS 

TWENTY-FIVE of the new, patented 
76 horse-power Hudson Super-Sixes have 
just been sold to the Quapaw Oil and 
Gas Co., of Bartlesville, Okla., by the Mc- 
Clelland Gentry Motor Co., of Oklahoma 
City. At the present time, the company 
is using 27 cars of 18 different makes, which 
they have been testing for the past two 
years. As a result of The Super-Six pur- 
chase all those cars now in use have been 
offered for sale and the 25 Super-Sixes will 
be called on to do the work that the 27 have 
been doing. 

The sale was directly due to the fact 
that some time ago, the chief engineer of 
the company, and a number of its officials 
had a ride in a 1914 Hudson which had been 
run some 70,000 miles, which had changed 
hands four times, and still was doing all 
that it was called on to do in the oil fields, 
which is no weakling's task. 

The chief engineer accordingly went to 
Detroit and was shown about the leading 
automobile factories, where he closely scrut- 
inized methods of manufacture, material 
used and became acquainted with other 
vital factors of each make of car. Im- 
mediately on his return west, the deal with 
the McClelland-Gentry Motor Co., was 
closed. 

The 25 Super-Sixes will be operated along 
the company's pipe line from Kansas to the 
Coast. 



CHICAGO SHOW NOTES 



The new leaflet, "Hudson Super-Six, the Dynamic," 
has made a hit not only with salesmen but with pro- 
spective purchasers of cars. Its lucid explanation of 
The Super-Six principles and other interesting reading 
matter have proved a large aid to salesmanship. 

Among those registered at Hudson offices in Hotel 
Congress are W. J. Brace, G. W. Jones. A. H. Patterson, 
W. O. Jones. William Steinhardt. J. W. Goldsmith, Jr. 
G. S. Loomis, Guy L. Smith, E. T. Jones, P. J. Kalman, 
"Cy" Histed, A. T. Crawford and W. R. Katterjohn. 

Sales Manager E. C. Morse takes each distributor or 
dealer, as the case may be, into his sanctum and gives 
him an exhibition of super-enthusiasm certain to last 
for a long time. Mr. Morse impresses on each one these 
three essentials: the patented motor gives to Hudson 
buyers something that no other company can offer, 
that the season runs straight through from December 
to December, the same model the year around, and 
lastly that the peak of production will come in the 
spring and summer months when deliveries are most in 
demand. 



From Atlanta to California — members of the big 
Hudson family have come. It is expected that many 
more will be on hand before the end of the show. 
Many are getting their first Super-Six demonstration 
here. Their exclamations of wonder are music to the 
ears of the men in the sales department. 

Previous to the opening of the show, E. C. Morse 
presided at a gathering of Geyler and factory men in the 
establishment of Mr. Geyler. Assistant Sales Manager 
Rippingille gave a wonderfully clear explanation of the 
principles involved in The Super-Six. He illustrated his 
talk with black-board diagrams. Result — the cranks 
on mechanics who come around to ask hard questions 
are being floored with regularity. 

Sales Manager Busby of the Louis Geyler Company 
expressed himself today as highly gratified with the 
safes made thus far. They have been above his ex- 
pectations. Saturday night will tell whether the record 
of New York, 176 cars sold at retail, is to be beaten. 
The Chicago men are up on their toes all the time. 



The Super-Six show motor, as usual, is one of the 
great centers of attraction in the Coliseum. From the 
time the doors nre opened in the morning until they 
are closed at night, it is surrounded by crowds of 
questioners. More ladies have been observed about it 
here than in New York. 

The famous white and black town car has taken even 
better here than in New York. It was sold before the 
doors opened and could have been sold a half dozen 
times over. One of those eager to get the car is a 
prominent Michigan Avenue merchant who was out of 
the city when the show opened. He wired in an order 
for the car. 

"Doc" A. T. Crawford, with his big cow-puncher's 
hat, upset the Congress Monday evening. Everywhere 
he was a center of attraction. "Doc" said he didn't 
care, but the next morning, Tuesday, he bought a con- 
ventional stiff hat and put the other in moth balls. 
"Doc" received a telegram from Mrs. Crawford saying 
that business was fine. 

Chicago, January 25th. 
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M I called on one owner in particular," writes A. Sayer 
Brodhead, wholesale manager for Tom Botterill, 
Hudson distributor in Denver, "who is probably using 
his car under as severe conditions as any in this country. 
He testified to its complete satisfaction. The owner is 
J. A. Clay, general manager of the Western Colorado 
Power Company, Montrose, Colorado. He drives his 
Hudson about 700 miles a month, in the very heart of 
this mountain district. Mr. Clay seemed to be very 
glad to have us use his name; also offered to give us a 
number of prospects who had been attracted to the 
performance of his car." 



This Hudson took first prize in a recent gala week 

in Elberton, Ga. Mr. B. F. Burnett is the 

owner and resides in Bowman, Ga. 

The Hudson Motor Car Company, of Columbus, 
Ohio, is opening a branch in Mansfield, Ohio, in the 
Brucker Building in Park Avenue west. The Mansfield 
branch will be under the management of R. E. Moore- 
head of Columbus. 

Upon invitation of E. V. Stratton, about fifty 
members of the Rochester Rotary Club, immediately 
after the weekly luncheon on Friday, called at the 
Hudson showroom and spent an enjoyable half-hour 
looking over the new Hudson Super-Six. Mr. Stratton 
is holding a reception daily, the showroom being es- 
pecially decorated for the occasion. Carnations were 
given as favors to all the members who called. From 
the comments heard on every side, it was evident that 
the lines, detail finish and refinements of the new car 
met with unusual commendation. 

? * 

A. A. Lilly and W. H. Florentine have joined the 
Rose-Fosdick Company, Dallas, Texas, as Hudson 
combination road men. 

Asheville, N. C, had an automobile show that was 
an unparalleled success not only from the standpoint of 
excellent exhibits and decorations, but from an attend- 
ance and selling standpoint as well. The Hudson 
models received much favorable comment, and many 
sales were closed. 



The Harrington-Hudson Company, 348 Trumbull 
street, Hartford, Conn., has declared open house to all 
Hudson owners past, present and future, and the latter 
will be cordially received at the new Hudson showrooms 
by General Manager Daniel A. Harrington, Jr., and his 
efficient corps of assistants. The change in the Hudson 
organisation of Hartford and northern Connecticut, 
including Middletown county, was announced in "The 
Courant" last Sunday. The Hudson staff at the 
Harrington-Hudson Company's office will always be 
glad to see the Hudson owners, according to the policy 
of this company in other cities, and along with this 
good fellowship goes a sincere desire to be of material 
assistance. 

L. E. Colgrove, Hudson dealer, of Grand Rapids, 
Mich., sent to his friends, prospects and owners a nice 
little reminder in the shape of a portrait-cartoon 
accompanied by this clever little motto, "New Year's 
Greetings. You can't help having a Happy New Year 
if you drive a Hudson Super-Six." 

The Hudson-Stuyvesant Motor Company, 1914 
Euclid avenue, Cleveland, Ohio, is never satisfied with 
anything but the best in either men or materials, say 
its officials. That is why it went after and secured the 
services of two of the leading salesmen in the automobile 
business there. They are Fred E. Krum and H. H. 
Moore. 

Krum has had sixteen years' experience in garage, 
driving and sales work. He holds more trophies for 
endurance driving than any man in Cleveland. He has 
traveled as a mechanical expert and served one season 
with Barney Oldfield. Moore has been in the business 
seven years, most of which was as traveling represen- 
tative of motor concerns in the West. For the past year 
he has been in business for himself, but has decided to 
make the new connection, he says, because of his belief 
in the Hudson. 



This is the interpretation that Eddie Bald, of the 
Eddie Bald Motor Car Co., of Pittsburg, places on the 
Hudson triangle. When Mr. Bald sent in the triangle 
with a motto on each side, as shown, he forgot to fill 
the center. So the editor of The Triangle had that 
space filled in with a likeness of Mr. Bald. 



The Munroe Motor Company, where the Hudson 
is sold in Pasadena. California 

The Hudson-Phillips Motor Car Co., Hudson* dis- 
tributors in St. Louis, gave a banquet at the Planters 
Hotel for its employes. Plates were laid for 69 guests. 
In 1912, the Hudson-Phillips Company had three 
men in its employ and today they have 84. Mr. 
Phillips gave a nne talk on co-operation. 

The year 1915 will go down in history as an exceed- 
ingly prosperous period in the automobile business of 
Oregon. Up to the last count, a total of 23,581 auto- 
mobiles had been assigned 1915 license tags as com- 
pared with 16,347 for the year previous. This in- 
dicates that approximately 7,000 new cars were sold 
in Oregon during the twelvemonth. This showing is 
regarded as remarkable, in view of the population of 
the state and the proportion of increase that it sig- 
nifies. The people of Oregon have spent about 
$5,250,000 for new automobiles within the past year. 
This report includes 76 Hudsons. 

The Union Motor Company reports the sale of a 
Super-Six Hudson touring car to Dr. A. G. Payne, of 
Lexington, Ky. This will make the fourth Hudson Dr . 
Payne has owned. 

The magnificent new Hudson-Jones garage at 1212 
Locust Street, Des Moines, Iowa, was opened to the 
public January 8. Hundreds of persons visited the 
new Hudson station. Aside from the beauty of the 
new structure, of great interest was the new Hudson 
Super-Six which was on display. 



C. A. Gray and V. G. Armstrong will distribute 
the Hudson in Hollywood, Cal. They operate a 
service station at 6403 Hollywood Boulevard. 

The Sturm Motor Car Company, who distribute 
the Hudson in Tulsa, Oklahoma, has moved its sales 
room and service station to 309 East Second. The 
new quarters are much larger and the facilities greater. 

W. M. Brison is now connected with the J. H. 
Hoffmann Company, who distribute the Hudson in 
Muskogee, Okla., as salesman. 



Ready for Battle 

Here are four men from Toledo's motor row who 
pcrhap are the most uneasy, restless and anxious men 
in Toledo today, because they are oi* tip-toe ready for 
a big Super-Six season. They were calm just long 
enough for a photographer to snap the shutter. They 
are the big men in the Gamble Motor Car Company. 
Burton O. Gamble, head of the company, is seated. 
Those standing, left to right, are: Eugene Dautell 
and Edward C. Gernhard, in charge of the retail de- 
partment, and Theo. L. Herroder, manager of the 
wholesale business. 

News comes from the Crockett Automobile Com- 
pany that Hudson motor cars are increasing in num- 
ber in San Antonio as rapidly as the growth of the 
metropolis of Texas itself. "It is indeed gratifying to 
have so many satisfied Hudson owners," states William 
Steinhardt. "They bespeak the merits of Hudson 
cars more than anything we could say." 



President Harry S. Houpt, of the Hudson Motor 
Car Company, of New York is always up to the minute 
when it comes to service for his customers. Broadway 
and show visitors got a glimpse of his new service wagon. 
The body of the car, which was fitted to a Hudson 
Super-Six chassis, is designed somewhat on the lines 
of a police patrol wagon. It is finished in white enamel 
and is designed to render instant service to any Hudson 
car owner. In the car are extra tires, wheels, jacks, 
oil, gasoline, etc. All an owner has to do is telephone 
where he is and a car will come to his instant relief. 



Digitized byVjUUVlC 




uti 



ianflle 



VOLUME V. 



DETROIT. MICHIGAN, FEBRUARY 5. 1916. 



NUMBER 32 



Production on the Boom 

Material for 6,000 cars at factory and more coming; massive 
machines shipped by express to save time. 



^\\ ITH all the dispatch incident to such a gigantic task, the productive capacity of the factory is 
fly being enlarged. Neither men nor money is being spared. Night has been turned into day. 
Distributors and dealers who have been at the factory in the past few days were astonished. They 
could hardly realize that such a wonderful transformation could be brought about. And all in a few 
short weeks. 

"It is amazing," said one of the most prominent distributors in the country yesterday after an 
inspection trip through the factory. "A wonderful change in a few weeks. What I have seen today, 
the armies of men, the hundreds of machines, the hundreds of bodies and stacks of parts, reinforces 
my conviction that preparation is the keynote of business expansion. And I am sure that every Hudson 
distributor and dealer would feel the same if they could see what I have seen today." 

We wish that you could see — see the forests of wheels, belts and whirring pulleys, the hundreds of 
men, the mountains of materials, enough for 6,000 cars, the massive machines that came by express 
to save time, the lights of the machine shops blazing at night — 

But you can not, so we are bringing such small parts of the factory as we can crowd into picture 
to you. 

No camera ever made could reproduce the view down the front of the building — 601 feet of 
machines, belts, shafts and crowded with hundreds of men. You can see them in pictures 2, 4, 5, 6, 7, 
9, 12 and several others. 

Look at picture 24, hundreds on hundreds of frames. Try to count them. They are in a space, 
320 feet long by 65 feet wide, between buildings. 

Picture 10, a small section of the block test where 126 motors can be tried out at the same 
time. And they get a real test. 

Nos. 29 and 32, two of seven huge machines that came by express. Each weighs about seven tons. 
An elephant, and a big one, just sizes up nicely with that shown in 29. 

Even today we unloaded one giant machine that covered the length of two flat cars. And it came 
through by express train. 

Pictures 13, 14, 21 and 23 indicate something of our body stock. They show only small stretches 
of three great rooms, each 540 feet long by 60 feet wide. 

In 15, gasoline tanks; in 16, steering columns; in 20, rear axles; in 31, crank cases, merely a drop 
in the bucket to the entire stock. 

One of the problems of the day is the getting of material. On this score our mind is at ease. To 
the parts in the factory for the 6,000 cars, material is being added daily. It is coming in from every 
quarter. 

Production is being brought up without regard to expenditure. 

Wednesday last, 30 motor fly wheels were added to the daily output. 

Hardly a day goes by but an order is issued to put one or more machines in commission. 

Every nook and corner of the building is crowded. 

Only a few weeks ago, things were vastly different, great stretches of space with hardly a machine 
in place. 

This industrial miracle has been achieved since about September 1. 

A thousand pictures could not do justice to the transformation that has taken place. You would 
have to see the rush and bustle for yourself, to realize how production has leaped. 

And the apex is yet to come — more men, more machines, more lights at night. 

The 30,000 Super-Sixes are on the way! 
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WHAT DISTRIBUTORS AND DEALERS SAY 

ABOUT THE SUPER-SIX 



IT would take half a dozen TRIANGLES to record all the messages that have been sent the factory about 'the Super- 
Six. They are coming in by wire and letter. Distributors and dealers, who have been in Detroit lately, have 
brought verbal messages of amazement about the new car's reception. Here are a few that came ticking in over 
the wires and some that flowed from pen points : 



Detroit, January 5, 1916. 
Hudson Motor Car Co., 
Detroit, Mich. 

THE attendance at your exhibition has 
been nothing short of remarkable. 
We formerly considered ourselves for- 
tunate if fifty prospects came in each day. 
At this exhibition, however, over twelve 
hundred came in during the first two days 
and during the eight days this new car has 
been on exhibition, a daily average of three 
hundred has been counted, including Satur- 
day, a holiday and Sunday. The daily 
count is as follows: Tuesday, 730; Wednes- 
day, 546; Thursday, 450: Friday, 317; 
Saturday, about 50; Sunday, about 50; 
Monday, 153; Tuesday, 104, and they are 
still coming, today's total being nearly a 
hundred already. 

The Bemb-Robinson Company. 



Philadelphia, Pa., Jan. 14, 1916. 
Hudson Motor Car Co., 
Detroit, Mich. 

IN regard to the reception accorded The 
Super-Six at the Show, would say that 
the only automobile in the show was the 
Hudson from the looks of the crowds that 
are filling the booth at all times. The booth 
is absolutely packed from the time the show 
opens in the morning until the very last 
minute at night. We can hear the people 
saying, upon entering the building, "Where 
is the Hudson booth? I want to see the 
new Super-Six." On Tuesday we demon- 
strated to one hundred and twenty people; 
on Wednesday, to sixty-four, and on Thurs- 
day to seventy-two people. There was not 
one person out of all these prospects that 
was not absolutely astounded by the won- 
derful performance of The Super-Six. 

Gomery-Schwartz Motor Car Co. 



Columbus, Ohio, Jan. 11, 1916. 
Hudson Motor Car Company, 
Detroit, Mich. 

DISPLAYED Super-Six first time today. 
Weather cold and pouring rain. Pub- 
lic not invited. Giving private ex- 
hibition to list of one thousand names. 
Nearly one hundred visitors first five hours. 
Car is making as much of an impression on 
public as it did on the dealers who first 
saw it. We Hudson dealers have the oppor- 
tunity of our fives. The car is a better car 
and more attractive in every way than we 
had any reason to believe from what we 
had been told. 

The Standard Motor Car Company, 6 P. M. 
H.J.Schwartz, President. 



Louisville, Ky., Jan. 15, 1916. 
Hudson Motor Car Company, 
Detroit, Mich. 



HUDSON Super-Six on 
hibition yesterday and 
previous Hudson Model 
such widespread interest and 
many visitors. Have heard 
words of praise covering ai 
and performance. We predict 
Hudson has ever known. 

Southern Motors Company, 



Des Moines, Iowa, Jan. 13, 1916. 
Hudson Motor Car Company, 
Detroit, Mich. 

WE anticipated enthusiastic reception of 
our first Super-Six showing but re- 
sults were more than that. The uni- 
versal public opinion here fully concedes the 
superiority of this wonderful car. We ex- 
pected much and are not disappointed. 

Hudson-Jones Auto Co., 11.57 A. M. 



private ex- 
today. No 

ever created 
brought so 

nothing but 
finish 

biggest year 

1.30 P.M. 



Sioux Falls, S. D., Jan. 14, 1916. 
Hudson Motor Car Company, 
Detroit, Mich. 

THE attention accorded The Super-Six 
on its first appearance here can be 
likened only to a small boy's interest in 
the arrival of a circus. In spite of thirty 
below zero weather, hundreds have crowded 
our salesroom to see the car. The admira- 
tion and praise from the buying public is a 
marked contrast to the silence ot our com- 
petitors. 

John P. Bleeg Co., 4.58. 



San Francisco, Cal., Jan. 10, 1916. 
Hudson Motor Car Company, 
Detroit, Mich. 

HUDSON Super-Six has met with as- 
tounding reception way beyond our 
most sanguine hopes. Exhibition of 
car at Hotel St. Francis attended by over 
ten thousand people first four days, a high 
tribute to Hudson popularity and the new 
marvel motor. While eager for more par- 
ticulars on the scientific principle which 
brings about the additional power the public 
recognizes that a great engineering step has 
been made in the advancement of gasoline 
engines. The most gratifying thing to us 
is that the public insists on comparing The 
Super-Six with only the highest-priced 
motor cars on the market. It has literally 
left the ranks of former competition. 

H. O. Harrison Company. 



Toledo, Ohio, Jan. 11, 1916. 
Hudson Motor Car Company, 
Detroit, Mich. 

WE are the oldest dealers in Ohio. 
Never in our history has any new 
model created the sensation that has 
the new Hudson Super-Six. 

Gamble Motor Company, 1.16 P. M. 
T. L. Herroder, Wholesale Mgr. 



Chicago, 111. 
Hudson Motor Car Company, 
Detroit, Mich. 

THE Super-Six has created a sensation. 
Here in our eleven years of selling motor 
cars we have never had a new model 
that has been criticised less and compli- 
mented more than this latest creation of 
the Hudson Company. Every indication 
shows that we will undoubtedly do the 
biggest business in our career for the year 
nineteen sixteen. 

Louis Geyler Company. 



Helena, Mont., Jan. 6, 1916. 
Hudson Motor Car Company. 
Detroit, Mich. 

HUDSON Super-Six has scored a big hit 
with Montana motor car enthusiasts. 
Inquiries and requests for dealership 
most phenomenal in history of this con- 
cern. We are looking forward to a tre- 
mendous success for the Hudson Super-Six. 
Accept our hearty congratulations for such 
a phenomenal achievement. 

The T. C. Power Company. 



San Antonio, Texas, Jan. 14, 1916. 
Hudson Motor Car Company, 
Detroit, Mich. 

EVERY day since announcement in Post 
prospective buyers have thronged our 
showroom to see The Super-Six. Re- 
ceived car today. Some prospects were 
so eager to see it they insisted on going to 
freight depot. News of car's arrival spread 
like wild fire. By actual count had three 
hundred and seventy-eight visitors, among 
them a large number of competitors. Many 
visitors left as owners. By odds the biggest 
attendance ever created for us by any new 
Hudson model. This means more than 
ever before Hudson will again be the super- 
fine car seller. We congratulate you on its 
discovery and your tactful way of an- 
nouncing it.' 

Crockett Auto Company. 



Fort Wayne, Ind., Jan. 9, 1916. 
Hulett Law Motor Car Co., 
Indianapolis, Ind. 

SUPER-Six rightly named. Arrived home 
O. K. Drove car Detroit to Fort 
Wayne in four and one-half hours over 
rough roads, distance, a hundred and sev- 
enty-two miles. Made speed test of seventy 
miles per hour with top up and side curtains 
on, carrying three passengers besides myself. 
Congratulations and more than pleased. 

Chet Scuifer. 

Cleveland, Ohio, Jan. 15, 1916. 
Hudson Motor Car Co., 
Detroit, Mich. 

CLEVELAND show just closed. The 
Super-Six was a tremendous success. 
Twelve thousand visitors daily and 
most of them came to see the new Hudson 
car. We believe that we could sell the 
allotment for our entire territory at retail. 
The Hudson-Stuyvesant Motor Car Co. 



Terre Haute, Ind., Jan. 10, 1916. 
Hulett Law Motor Car Co., 
Indianapolis, Ind. 

MY expectations on The Super-Six have 
been very high, but the car itself 
surpassed them so much by its won- 
derful performance that I have no way to 
express my delight, I telephoned three 
people to come in this morning before 
putting the car in show and sold each of 
them. 

S. C. Hanna, 12.16 P. 
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Greater and Greater Grows Demand 

for The Super-Six 

THE present mid- winter demand for The Super- Six is nothing compared with 
what it will be later on. Spring, early summer, mid- summer, these are the 
seasons when buyers are most insistent. 

Spring demand will be a MURMUR, early summer a CHORUS, mid-summer 
a CLAMOR. 

Three or four months from now your salesroom will resemble a big department 
store on "special bargain day/ ' You will be waylaid on the streets by prospects who 
want to buy cars at once. Even the telephone in your home will ring at night. When 
you answer, you will hear the man at the other end say : "I want to buy a Super- Six.' * 

These predictions are based on what has HAPPENED BEFORE at the crest 
of Hudson buying seasons. 

Each distributor and dealer who has been at the factory in the past few days 
says he NEVER HAS EXPERIENCED such demand for a motor car. 

Demand is beyond all precedent now. It is EASY to prophesy what it will be at 
the height of the automobiling season. 

Briefly the answer is this : 

You are going to SELL MORE CARS than you have ever SOLD in any 
previous year. 

The demand that you meet today is GOING TO STAY RIGHT WITH YOU. 
It will be as faithful as your shadow. You are going to sell The Super- Six with less 
effort than any car ever was sold. 

You will sell more in April than you are selling now. You will sell more in 
June than you will in April. You will sell them all through the year. 

You know the reason— in its PATENTED MOTOR The Super-Six offers some- 
thing no other motor car in the world can offer the prospect. 

The man who has his mind made up to purchase a Super-Six will be a DIS- 
APPOINTED INDIVIDUAL if through impatience he selects some other make. 

His REGRET will be intensified each time a beautiful, powerful Super-Six 
PASSES HIM on the road. Dust in the face is the food on which regret thrives. 

The factory is BACK of you. 

When the CLAMOR POINT is reached, the factory will be POURING OUT cars. 

Do not let the fires of YOUR enthusiasm get cold. Keep up steam that you 
may be able to take the FULLEST ADVANTAGE this year of the biggest production 
of Hudson cars in history. 
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THE SUPER-SIX SCORES TRIUMPH AT CHICAGO 



The Hudson Booth at the Coliseum 



ONLY those who were fortunate enough to attend the Chicago 
automobile show can realize the enthusiasm for The Super-Six 
shown there. It was a Hudson triumph as great as that re- 
corded at New York. 

The Geyler organization during the show sold 88 cars at retail. 
Twenty-seven Hudson dealers in this territory took orders at the 
show for 103 cars, making the total of retail sales 191. 

The Super-Six had one of the choice locations, on the main aisle 
running north and south. But it was not necessary to place it where 
it could easily be seen. Hundreds sought The Super-Six. 

" Where is the new Hudson car, The Super-Six?" 

"This is the car we want to see. ,, 

"You have looked at all the rest, look at a good car." 

"So, this is The Super-Six!" 

"I don't see how they can turn out such a beautiful car for the 
money." 

"I've been delegated by a number of my friends to give your car 
a critical examination." 

"Tell me all about this wonderful motor." 

The foregoing are a few of the thousands of comments and queries 
heard about the Hudson exhibit. 

The salesmen for the Louis Geyler Company, Chicago distributors, 
devoted their time to the several cars, while the factory representa- 
tives presided at the exhibition motor. 



Both were kept more than busy. The salesmen were handing 
prospects in and out of the cars as fast as they could do so. The 
difficulty was to get them out after they had comfortably seated 
themselves. There always was a waiting list. Looked just like a 
line-up for the first game of the season. 

To the factory men fell the task of explaining the motor. A pre- 
show lecture by E. V. Rippingille, assistant sales manager, gave them 
some new and valuable ideas about Super-Six principles. They 
were ready for all comers. Among the earnest seekers of informa- 
tion were the usual sprinkling of those who thought they were well 
prepared to put the Hudson forces to rout. But they were 
routed instead. 

The Super-Six advertising that created such a furore in New 
York was equally effective in Chicago. It was so strong that others 
were forced to follow it. 

One of the humorous incidents of the show was the daily desertion 
of a neighboring booth by its salesmen. They visited the Hudson 
booth to hear what the Hudson men had to say. 

Louis Geyler, veteran dealer, at the conclusion of the show, said 
never before in all his experience had he seen such spontaneous 
demand for any motor car. 

"It* seems," said Mr. Geyler, "that every one wants to own a 
Super-Six." 



OWNER OF SUPER-SIX DRIVES CAR AND MAKES CHAUFFEUR SIT INSIDE 



OF the many amusing incidents that have arisen from the wonder- 
ful demand for The Super-Six none yet told beats the following 
by G. B. Kimball, of The Henley-Kimball Co., Boston, which has 
600 retail orders: 

"Here are two instances that show the popularity of The Super-Six. 
Last week a Boston man bought a new car for which he paid $2,120. 
On his way home he stopped in and took a ride in The Super-Six. 
He then turned the brand new car in to us, taking a shrinkage of $325. 
He will drive a Hudson in the future. 



"The rival company immediately bought back the new car at the 
price we gave for it, so it was equivalent to a cash sale for us. 

"The other one is this: The first Super-Six we delivered at retail 
in our territory was a Town Car. The purchaser is a Mr. Poole. 
Mr. Poole is so fascinated by the performance of this car that he and 
his wife sit in front and the chauffeur rides inside. He has shown the 
car to every friend he has in Brookline and has sent four men in here, 
all of whom have bought Super-Sixes. Mr. Poole came back two days 
later and ordered a Super-Six Touring Car for a later delivery. Thus 
five sales resulted from the first Super-Six delivered in Boston." 
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HE KNOWS THERE IS NO TRICK - 

ABOUT SUPER-SIX PERFORMANCE 

ONE of the younger advertising men of the country is James W. 
Kelch. He is known to newspaper publishers in New Orleans, 
New York, Chicago, St. Louis, Syracuse, Cleveland, Toledo, 
Cincinnati, Detroit and many other cities. And favorably, too, 
because he believes in making men and firms who never advertise 
invest money in newspaper space. Incidentally he has driven a half 
dozen or so cars of as many makes. A short time ago while in St. 
Louis, he wrote a letter to a newspaper friend in Cleveland. That part 
of interest to Hudson distributors and dealers follows: 

"I was out in one of the new cars (Hudson Super-Six) and we 
tried it out on the hills around here on a rainy day. We passed every- 
thing else — just as if they were tied to posts. 

"One long hill here we started up at five miles an hour and at the 
top we turned around, on the grade, starting off at two miles an hour 
without touching the gears or gas and spark. We were in high, of 
course, and we had chains on. We also had this car down to one and 
one-half miles per hour and with the chains on. In a distance of 
about one hundred feet we went from a standing start through all 
gears and up to forty miles without any trouble. This was a new car, 
run 300 miles. I drove the car myself and know there was NO trick 
about it. We pulled these stunts off with the ground all rain and 
slush. 

"Take it from me — they have some hills around here and I am 
strong for the car after what I saw. 

"They are taking this car down here and writing rings around 
the 'Eights' and all other 'Sixes.' 

"The hill I tell you about where we did the stunts in high was 
about like the far hill in Edgewater Park where you pass the lake 
and tear out for Lake wood. It was about twice as long. 

"Well — after reading what I have already written it looks as if I 
were trying to sell you a car. The reason I have told you about this 
experience of mine with the car is that I know you would want to 
know about it — if you were buying a new one." 



"NO HILL TOO STEEP, NO MUD 

TO DEEP, NO LAKE TOO WIDE" 



Johnson Auto Co., Twin Fnlls. Idaho 

CO. Longley, attorney, and J. M. Maxwell, cashier of the First 
# National Bank of Twin Falls, Idaho, are Hudson owners. Both 
are sportsmen. Oft, the call of the wild creeps in among the 
musty volumes and filthy lucre and disturbs the local worlds of law 
and finance. Then Longley and Maxwell seize their "trusty" guns 
and rods, jump into their Hudsons and dash away. 

But there was one problem. The Hudson is a land yacht. Idaho's 
mountain lakes and duck marshes are wild, scattered and primeval. 
On these lakes are no boats and guides to supply nautical locomotion. 

The photograph shows the solution. The two men bought a small 
gasoline launch, and mounted it on an old running gear. Then they 
hitched it to one of the Hudsons. Now they are masters of land and 
water. Accordingly their motto is — take another look at it at the top 
of the picture. The photograph was taken in front of the salesroom 
of the Johnson Auto Sales Company in Twin Falls. 



CALIFORNIA GRAYS SELECT HUDSON WATCH THE SPEEDOMETER PICK UP 

DEMONSTRATING the accelerative powers of The Super- 
Six is one of the fine points to which the clever salesman gives 
particular attention. But The Super-Six is proving more than a 
match for some of the most nimble minds. 

In accelerating from low speeds up to the point where the car 
reaches about 15 miles an hour or more, the acceleration is not usually 
apparent unless one watches the speedometer. This is because 
the motor is so smooth in action under heavy loads as to be almost 
unnaturally free from vibration and perceptible effort. It is the 
laboring effort so apparent in some motors that gives the "feeling" 
of power and acceleration. 

In demonstrating The Super-Six, "watch the speedometer pick up." 

This is meant not only for the salesman, but for the prospect and 
the driver. Unless one watches the speedometer closely one is unable 
to realize how rapidly it is gaining speed. 

"Watch the speedometer pick up!" 



The Grays in the Gray Hudson 

THE California Grays, San Francisco's select military organization 
has chosen a Hudson for the benefit of the uniform fund for their 
band. The Hudson selected has just been obtained through the 
H. 0. Harrison Company. On special order to the factory it was 
finished in the pearl gray enamel. It is one of the handsomest cars 
ever brought to that city. Robert R. Morgan, chairman of the 
committee making the selection, states the Hudson was chosen for its 
good name. The Hudson, doubtless, will add considerable prestige 
and popularity to the fund-raising plan. 



A LIVE FIRM AND A FINE SALESROOM 

THE Hutchinson Motor Car Company, of Hutchinson, Kansas,{is 
one of the energetic firms distributing Hudsons in that territory. 
In the past year it has met with more than usual success. All 
indications point to a phenomenal business with The Super-Six. 



EXTRA ! EXTRA ! ALL ABOUT THE EXHILIRATOR ! 

THE handsome salesman was explaining The Super-Six to a 
show prospect. The part in his hair was as true as the align- 
ment of our crankshaft. The diamond on a finger of his right 
hand shed rays of fire as he negligently waved it — the hand — to 
and fro in the course of his explanations. 

"Another fine point about this car is the exhilirator," he said 
confidently, without noting the startled look on the face of the 
man to whom he was talking. "The exhiliration of this car is 
wonderful. It exhilirates up to 60 miles an hour — " 

But why go on? 

The handsome salesman was talking about the "accelerator" and 
"acceleration," that is he thought he was. Instead he was using 
the words "exhilirator" and "exhiliration." 

From Webster — Accelerator, that which increases motion or ac- 
tion; exhilirator, that which animates, gladdens, makes merry 
or cheerful. 



The Home of the Hutchinson Motor Car Co. 
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DEMONSTRATE 



You -want all the prospects you 
can get. 

You want to make all the sales 
you can make. 

You want to deliver all the cars 
you can. 

How? 

That is the question. 

DEMONSTRATE! 

There is YOUR answer. 

Demonstrate to make prospects. 

Demonstrate to effect sales. 

Demonstrate to convince the 
prospect that The Super-Six is 
the car he should wait for. 

The Super-Six will convince him. 

Convinced, he will wait. 

Thus your sales problem is 
solved. 

Think of the thousands who own 
inferior cars. 

Just imagine, if you can, the 
thousands of better cars they 
are going to buy. 

This year ! 



A man may have some car, other 
than The Super-Six in mind. 

If he buys the other car he will 
be sorry later on. 

He will ride in The Super-Six 
some time. 

Then he will realize the mistake 
he made. 

You will have made a mistake, 
too, a sale lost. 

How to avoid his and your 
mistake? 

Same answer. 

Demonstrate! 

But demonstrate in time, do not 
wait. 

DO IT NOW. 

Demonstrate morning, noon and 
night. 

Demonstrate to every one who 
looks like a prospect. 

Demonstrations will make pros- 
pects, will make sales, will 
make buyers content to wait 
for the delivery of a Super-Six, 
the world's greatest motor car 
value. 
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GAVIGAN LOST ALL DAY; SELLS THREE SUPER -SIXES 

Ailing enthusiastic over business prospects. 

TT*HE shades of night were falling 
*- fast on Tuesday, February 1. 
"Ned" Ailing, of Ailing and Miles, 
Rochester, N. Y. was in earnest con- 
sultation with several associates. They 
were discussing the whereabouts of 
James W. Gavigan. He had dis- 
appeared early in the morning. Noth- 
ing had been heard from him all day. 
Mr. Ailing was about to notify the 
police that one of his valuable sales- 
men was lost. Just then Mr. Gavigan 
opened the door and walked in. He 
wore a broad smile. In his pocket he 
had orders for three Super-Sixes. 
All were sold that day. 

The three cars were two Phaetons 
and a Touring Sedan. Last year Gavi- 
gan sold about twenty cars. Thus in 
one day of the new Super-Six season he 
sold one-sixth of the number that it 
took him all last year to dispose of. 
This merely goes to show that buyers 
are snapping up The Super-Six as 
quickly in and about Rochester as they 
are in every other section of the 
country. 

Mr. Ailing reports The Super-Six was the center of attraction at the 
Rochester show held January 17th to the 22nd inclusive. In the five days, 
eighteen Super-Sixes were sold at retail and thirty-four at wholesale. The 
average daily attendance was 10,000 persons. On Saturday night 9,000 
admirers of motor cars passed through the gates. "Society Day" was 
omitted. Instead they had an "Auto Manufacturers Day," to which 
representatives of all manufacturers were invited. It was a great success. 
Mr. Ailing said it gave them all an opportunity to see The Super-Six. 
He is more than enthusiastic over the year's business prospects. 



JAMES W. GAVIGAN 



HURRY WHILE THE 
POSTERS LAST 

THE United States Lithographing Com- 
pany have on hand a limited number of 
the large twenty-four sheet posters. 
These posters have been big result getters. 
Dealers who would like to use some of them 
should write the factory at once. They will 
have to post them at their own expense. Also 
they will have to arrange to have a slip print- 
ed with their name and address to go across 
the bottom of the posters. 

These posters have been returned since the 
letter recently sent out in which it was stated 
none remained. 

ACCIDENT EXAGGERATED 

NEWSPAPER reports of the accident in 
the factory not only were incorrect, but 
wildly exaggerated. It occurred in a 
small part of the stock room. The floor gave 
way under tons of materials piled on it. No 
one was injured. There was no interference 
with production as a result of it. 

HARRISON HILL CLIMB 

WITH this week's Triangle is sent a 
large-sized telegram poster announcing 
the' Harrison Hill Climb in San Fran- 
cisco. This is one of the greatest feats yet 
accomplished by The Super-Six. These pos- 
ters are sent you to attract attention. Please 
place them in a window where they may be 
easily seen and read. 

THAT PICTURE— WHEN? 

WHEN are you going to send in a 
picture of the first Hudson Super-Six 
owner in your territory in the act of 
receiving his first inspection card FILLED 
OUT? When? Why not do it today? 



NOW IS THE TIME TO CO- 
OPERATE WITH UNCLE SAMUEL 

r' you have not started the winter's bombardment of letters, now is 
the time to begin. The first letter the prospect receives may not 

make much of an impression, but the second will set him thinking. 
By the time he gets the fifth or sixth letter, he will think that 
you are in deadly earnest. When he is convinced you mean business, 
he will get down to business himself, providing he ever thought of 
buying a car. The very first letter may turn the trick. 

You have been in a blacksmith shop. The smith takes a piece of 
red hot iron from the forge and places it on the anvil. He hits it 
once with a sledge. One blow does not make much of an impression. 
Soon he has struck the tenth or the twentieth blow. As each blow is 
added to the ones that have gone before, the iron takes the shape which 
the smith intends it shall take. It may be entirely changed from its 
original shape. 

Thus the mind of a person, not at first receptive, may be changed 
by a steady stream of letters to a mind receptive. If at first the pros- 
pect does not think of buying a car, he cannot help but think of 
doing so as the letters continue to reach him. From a receptive state 
he is lead on to desire. The next state is ownership. 

So, take advantage of the co-operation that Uncle Samuel offers 
you. Shoot a steady stream of letters to prospects. It is far better 
to have too many prospects than not enough. Sandwich in a demon- 
stration of The Super-Six at the psychological moment. The prospect 
may not be ready to purchase at just that time, but the ride and more 
follow-up letters will bring him to the point, if he can be brought at all. 

Envelope inserts of several kinds are sent you from time to time 
by the factory. They are sent for a purpose. And that purpose is to 
aid you in getting prospects. In addition to the regular Triangle 
letter, we soon shall send others. Get [these to the prospects in 
the mails. Send the circulars that you get from the factory. Mail the 
blotters to business men. Everything m the line of envelope inserts 
sent you from the factory should be taken advantage of. 



SUPER-SIX FLIES UP CITY LINE 

HILL IN PHILADELPHIA 



A 



LL hills fade away to level plains before the conquering Super-Six. 
City Line Hill in Fairmount Park, Philadelphia, is the latest 
to be flattened out by the new Hudson car. On one occasion a 
speed of 61 miles per hour was attained while ascending it. Under the 
most unfavorable conditions, no demonstration under 55 miles per 
hour was given. 

City Line Hill because of its accessibility naturally has been the 
test hill suggested by the prospective buyer in Philadelphia. Also, it 
has been the objective of the "I-will-show-you" dealer. It is only 
eight miles from the center of the city, just a nice ride. 

To all dealers, the first question propounded by the prospect has 
been: "Can you do City Line on high?" Everyone in the automobile 
trade found it imperative to have demonstrating cars able to negotiate 
this hill. It is about a mile long, the greatest rise being a 16% grade, 
for a distance of several hundred yards. In many instances gear 
reductions were necessary to enable some cars to surmount this hill 
on high. 

When the Gomery-Schwartz Motor Car Company received its 
first Super-Six demonstrator, they broke it in and tuned it up thor- 
oughly. The next step, of course, was to ascertain how fast The 
Super-Six could do City Line. 

On the first attempt and with five passengers, The Super-Six 
attained a speed of 52 miles per hour. 

During the Automobile Show, held in a building three miles from 
the base of the hill, weather conditions were not entirely favorable for 
good demonstration. It was misty some days and rainy others. This 
necessitated keeping the top up most of the time. Nevertheless 
demonstrations were given from the show on absolute schedule. They 
were so perfectly timed that prospects never had to wait more than 
two minutes for the returning cars. It is needless to say that occu- 
pants of the cars were even more amazed at Super-Six perform- 
ances than the Philadelphia distributor. 
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THIS SALE SEEMS QUITE 
CERTAIN 

rOW comes B.O. Gamble, of the Gamble 
Motor Car Company, Toledo, with a 
Super-Six sale story. A few days ago a 
Toledo gentleman and his wife, owners of an 
electric, made up their minds it was about 
time to buy another car. The wife thought 
she would like a gasoline car. The husband 
asked what kind of a gasoline car she would 
prefer if they decided to make the exchange. 
She replied she would be satisfied with one of 
two makes, either the Hudson or the Super- 
Six. 

"We are very glad," said Mr. Gamble with 
a smile, "that there is no danger of us missing 
this sale." 

Up to February 3, the Gamble Company 
had sold thirty-eight cars in the city and had 
220 wholesale orders. 

BACK IN HUDSON FOLD 



Commends Hudson Service 

The Hudson-Stuyvesant Motor Company, Cleve- 
land, has news from David B. Gibson, expressing com- 
plete satisfaction with his Hudson purchase. Gibson 
writes in part: 

"I cannot refrain from taking this opportunity of 
telling you what splendid service we had from the 
Hudson service stations on the entire 4,000 miles we 
covered on our recent trip. It was especially gratifying 
because the car was bought without any written 
guarantee — nothing but your assurance that we would 
get real service, and we certainly have had it. You 
may be interested to know that Mrs. Gibson drove the 
Hudson during the entire trip with the exception of 
about 400 miles, and because of the necessity of my 
giving attention to business matters wherever we 
stopped, she was compelled to look after the car most 
of the time. This, however, did not entail one bit of 
hardship, and she often refers to it as a great pleasure, 
all of which, of course, is to the credit of the Hudson 
and its efficient organization." 

Record Auto Shipments 

Record shipments of motor cars continued in the 
month of December, according to reports of the traffic 
department of the National Automobile Chamber of 
Commerce. In that period 15,582 car loads of auto- 
mobiles were shipped, or 140% more than December, 
1914, with 6,378 car loads. Total car loads for the 
year 1915 will be approximately 200,000 as compared 
with 140,000 in the previous twelve months. At pres- 
ent there are 59,274 automobile cars in service, and 
this will be increased shortly by 9,000 new cars of the 
New York Central and 1,000 new cars of the Pennsyl- 
vania lines. 

Hewitt Improves Garage 

Perry Hewitt, who distributes Hudsons in Missoula, 
Mont., has made extensive improvements in his garage. 
A display' room and office have been built in the garage 
wherein cars are on display away from the shop atmo- 
sphere and dirt. The office of Mr. Hewitt, which is in 
the front part of the display room, is a spacious one, 
invitingly arranged and furnished. This improvement 
is certain to prove a big help to the firm's business. 



He Likes the Hudson 

In a letter to C. R. Wagner, who distributes Hudsons 
in Dead wood, South Dakota, George F. Baggaley 
speaks well of the Hudson. Baggaley is a special 
representative of the Standard Fire Insurance Company 
in Deadwood, South Dakota, His letter in part: 

"We drove from one end of the state of South Dakota 
to the other, covering 644 miles, through a snow storm 
from start to finish and if you will recall, we did not 
have to add water to the cooling system at any time. 

"Another item I wish to mention is the low cost for 
the year. For repairs I paid out $4.25 and none of the 
items covered was from any fault of the car. I have 
covered fifty-five hundred miles, which as you well 
know is a good year's mileage for this Black Hills 
country, and the engine works perfectly." 

Annual Valvoline Contest 

So much interest developed over the recent winning 
of the Valvoline Cup by the Hudson that a movement 
is on foot to promote an annual Fourth of July race 
over the historic Sacramento-Lake Tahoe course to 
take the place of the desultory speed trials which have 
marked the contest for this trophy. The idea is to 
patrol the road throughout its entire length, 105 
miles. There are a sufficient number of volunteer 
motorists ready to insure safety for the traveling 
public, say the advocates of the race, who insist that 
the roads would be closed to travel for but three hours. 

Hudsons on Long Trip 

Among many motorists reporting at the Harold 
L. Arnold touring information bureau were three 
parties from Guthrie, Okla., all driving Hudsons. The 
latest party to make the trip was W. T. Welch and 
family. "I have never seen a car plow through mud 
as did the Hudson," said Mr. Welch to Harold L. 
Arnold. "Three days of rain had served to make the 
roads very much like dough for hundreds of miles. 
Long before we reached Denver, two other cars which 
had been following the same route, had dropped out, 
their drivers deciding to wait for more favorable 
weather. Our Hudson, being light and powerful, 
easily made every crossing of the streams and rivers 
encountered on the way." 



H. G. Hayes 

HO. Hayes, sales manager of the Crockett 
. Automobile Company since last June, 
brings back to the Hudson Family one 
of its oldest salesmen. Mr. Hayes has been 
selling Hudson cars since 1910. At that time 
he was with the Alfred-Johns Company. 

Mr. Haves was instrumental in putting 
over some Dig publicity stunts in San Antonio 
in 1911 with a Hudson-20. He defeated 
Barney Oldfield, Kerchner, George Clark and 
many others in racing contests. In the same 
year he pitted a Hudson-20 against Rene 
Simon in his monoplane, defeating him with 
case. In 1912, he captured the San Antonio- 
Corpus Christ i endurance run. The Crockett 
Company has many of the trophies won by 
Mr. Hayes. 

Besides being an advanced and progressive 
sales manager, Mr. Hayes also is a mechanical 
engineer. In 1913, he began the ipanagement 
of the San Antonio Automobile School of 
which he was president. At the beginning of 
the 1916 season, he again became affiliated 
with the Hudson and is meeting with that 
success always resulting from putting a lot 
of energy into one's work. 



MONTHLY MESSAGE OF GOOD CHEER 
FROM SOUTHERN MOTORS COMPANY 

CONVINCED that his company had a good message to carry to its patrons twelve times 
a year, once a month, President G. S. Loomis, general manager of the Southern Motors 
Company issued on the first of the year a new magazine. It is 4^ by 6% inches in size. 
The initial number contained twelve pages. Mr. Loomis believes this little magazine will 
arouse the interest of those who have bought cars from his company and continue their present 
friendly relations indefinitely. 



Four pages from the new magazine issued by the Southern Motors Company, Louisville 

But with an eye to the future, he is sending it not only to his own buyers but to all auto- 
mobile owners in Jefferson County, Ky. The pictures show that generous space was given 
the Hudson. Quite a number of Hudson distributors and dealers are employing the booklet 
and magazine method of keeping in touch with their old friends and to make new ones. Others 
have it in contemplation. 
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THE ALLURING SUPER-SIX 



The things that we most desire are the 
hardest to get. 

The harder to get, the harder we try. 

And the harder we try the more we treas- 
ure the prize, once won. 

Such experiences are ordinary in the life 
of every man. 

The other day the richest young man in 
this country applied for membership in 
an exclusive club. 

His application was rejedted because he is 
not yet 26 years old. 

He pulled every wire, but the diredtors 
were firm. 

The firgt thing that young man will do 
when he is 26 will be to renew his 
application. 

You know of organizations that have long 
waiting \iSts. 

Usually there is some exclusive feature 
about them which makes membership 
highly desirable. 

Organizations with a long waiting ligt of 
prospective members are quite certain 
of their future. 

They sell highly-prized exclusiveness, ob- 
tainable nowhere else. 

So it is with The Super-Six. 

Because of its marvelous, powerful, pat- 
ented motor, smooth riding qualities and 
beauty of design it is more than usually 
attractive. 



Because of its attractiveness, thousands 
want it, are determined to get it. 

The longer the line of determined pros- 
Dedts now, the keener the demand will 
oe in summer when shipments come in 
arge quantities from the fadtory. 

The fadtory is doing everything it can to 
sustain the present demand and to in- 
crease that of the future. 

The larger the problems that confront it, 
the more compadt and more determined 
grows its organization. 

Every effort is being intelligently and surely 
directed towards the attainment of a 
monumental success — 

THE SALE THIS YEAR OF 30,000 
SUPER-SIXES. 

This week we are sending out a window- 
display poster with word and picture 
stories of Hudson achievements. 

This is designed to sustain and increase 
interest in The Super-Six. 

The greater the interest, the easier it will 
be to get prospects. 

The longer the line of prospects, the easier 
it will be to make sales a few weeks 
hence when the real demand begins, 
reaching its climax in the summer time. 

So redouble your efforts for prospects, 
make the waiting list longer, demonstrate 
The Super-Six; it will make them all 
the more keen to get the prize. 

Sell, and keep on selling. 



HUDSON SUPER-SIX ASCENDS LOOKOUT 
MOUNTAIN NEAR DENVER 



The center picture shows The Super-Six at the top of the mountain. That on the right shows the 

steep road that runs up to the peak. The view on the left gives one an 

idea of how things look going down from the top. 

THE first Hudson Super-Six demonstrator to arrive at the Denver salesroom of the Hudson 
distributor there, Tom Botterill, was given its baptism of fire by being pitted against Look- 
out Mountain. This is one of the many peaks near Denver. It is thirty-five miles from 
Denver to the top of the mountain and back again to the city. The Super-Six turned the trick 
on high gear with three passengers. The roads were in poor condition for travel. The road to 
the top of the mountain has an average grade of 6 per cent for more than four and one-half 
miles, winding upwards from an altitude of about 5,200 feet at Denver to 7,200 feet at the top 
of the mountain. There was no apparent consumption of water in the radiator. The entire 
trip with stops for pictures and return test for grade was made at an average of about twelve 
miles to the gallon. 



HUDSON "COMPENSATED" 
CRANKSHAFT 

THE patented feature of The Super-Six 
motor is a compensated or balanced 
crankshaft, not a counterbalanced crank- 
shaft. The choice of words used by 
dealers and salesmen in this connection is 
highly important, particularly in writing, and 
almost equally so in speaking. The dealer 
who dictates a letter using the word "counter- 
balanced" or the salesmen who speaks of a 
"counterbalanced" crankshaft will surely 
bring upon himself and on the company a 
great deal of trouble. Also he is laying the 
foundation for a misapprehension with refer- 
ence to the Hudson crankshaft. Further he 
is destroying the value of our advertising and 
publicity. 

The Hudson crankshaft is not a "counter- 
balanced" one. It is surprising that dealers 
and salesman still persist in the use of this 
word. A wide difference exists between a 
"balanced" crankshaft and a "counter- 
balanced" crankshaft. There is even a wider 
margin of difference between this and what is 
known as the "compensated" crankshaft. 
The one and the only proper word to use in 
connection with The Super-Six is that it has a 
"compensated" crankshaft. The meaning of 
a "compensated" crankshaft has been fully 
£one into in other company publications now 
in the hands of dealers and salesmen. 

ADVERTISING SUPPLIES 

IF your first supply of advertising matter has 
been exhausted ask the factory for more. 
It has on hand an adequate supply so that 
distributors and dealers can keep everlastingly 
on the trail of the prospect. Send in today for 
an additional supply if you are now without 
such material. 



EDUCATION OF THE OWNER 



COLUMBUS DISCOVERS SUPER-SIX 



IT takes more than a few days to sell an automobile. 
The work done by the salesman in rounding up the prospect 

and closing the sale, takes but a few hours. It involves no respon- 
sibility on the part of the dealer. 

Buyers of good cars take pride in their own judgment, rather 
than upon the ability of the salesman who gets the order. 

Getting the prospect's name on the dotted line may be difficult. 
But selling an automobile in this way is comparatively short work. 

It takes the average Hudson dealer at least six months to really 
sell a car. By that we mean that the purchaser's good judgment is 
not fully substantiated in his own mind until he has used his car for 
that length of time. 

The owner of a new automobile is always pleased with it when he 
first gets it. If they were all of the same frame of mind after having 
used the car for six months there would not be such a demand for 
The Super-Six today. It therefore devolves on every dealer to protect 
his sales by an efficient Service Inspection System, one that will 
insure satisfied owners after at least six months of the car's usage. 

The owner who can be made to appreciate that he really picks out 
a good automobile will prove the most reasonable person in the world 
to do business with because he is self-satisfied. 

After that period if the service inspection has been followed along 
the lines laid down in our literature and the Hudson Service Inspection 
book, everyone of your owners will realize what his just demands on 
the dealer can be. 

It will temper his judgment and establish responsibilities to an 
extent that could be accomplished by no other process than of liberal 
education and co-operation. 

The Hudson Service Inspection System includes as one of its most 
important points— EDUCATION OF THE OWNER. 



THE Super-Six met with the same wonderful reception in Colum- 
bus, Ohio, that it is getting everywhere. H. J. Schwartz, of the 
Standard Motor Car Co., who believes in displaying Hud sons 
to the best possible advantage, provided everything for a successful 
debut of the new car. The first day of the private exhibition de- 
veloped 150 prospects and they are streaming in yet. In the first five 
days there were more than nine hundred callers and Mr. Schwartz 
thought that the expense of $400.00 to $500.00 to which he had been 
put was not only justified but amply repaid. Mr. Schwartz says he 
never saw or heard of such a motor car success. He expects to do the 
greatest business this year that he ever did. 



SUPER-SIX ILLUSTRATES SERMON 

THE Super-Six was used as an illustration and mentioned by name 
in a sermon preached recently by a revivalist. The incident is 
vouched for 6y a well known Hudson dealer. The speaker was 
endeavoring to illustrate to his hearers how they could get more 
power and efficiency in their lives. He urged them to avoid those 
disagreeable things that cause friction. If they did, he said, life would 
be smoother. He illustrated his point by mentioning The Super-Six 
in which efficiency and power is increased by the lessening of friction. 



One Hundred and Fifty Prospects the First Day 

Much to the surprise of Mr. Schwartz, Columbus newspapers 
carried news stories about The Super-Six exhibition. This was the 
first time in the five years that he had been in business in Columbus 
that any week-day newspaper ever had carried a story about an 
automobile on one of the main pages. 
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SUPER-SIX; BOUGHT, NOT SOLD A SUPER-SERVICE IDEA 

« A T our private exhibition of the Hudson Super-Six, which lasted 
Jr\ three days, more than 400 people came to look at it and 
admire it. Six orders were placed with us during those three 
days without any persuasive salesmanship. 

"The motor car buying public of Louisville seems to be thinking 
and talking in terms of Hudson. A prominent merchant of Louisville, 
after having had a demonstration, remarked: 'The demonstration of 
The Super-Six was simply a succession of surprises. It is all and more 
than its manufacturers claim for it. When can I get a delivery?' The 
president of a large dry goods concern to whom we sold a Hudson 
without even making a demonstration, had but one look at the car 
and that was as it was driven by the window of his private office. 

"New models are usually subject to criticism. We have yet to 
receive our first criticism on the Hudson Super-Six. Our demonstra- 
tions were nothing short of marvelous. We have one hill in Louisville, 
the mention of which generally sends shivers up and down the spines 
of our competitors. It is a winding 15 per cent grade. The Super-Six 
loaded with seven persons negotiates it without any appreciable effort 
In approaching the bottom of this hill, we throttle down to five miles 
per hour, and at the top our speedometer shows 30 to 35 miles per 
hour. We then descend and approach this hill again at a speed of 
about 12 miles per hour and at the top show about 55. 

"The flexibility of the motor, the ease with which it negotiates 
muddy roads and hills, the way it throttles and behaves in traffic has 
resulted in a large volume of business. Hudson cars are no longer 
sold by us, but are bought by the public. 

"Southern Motors Co., Louisville, Ky." 

NINE ORDERS FROM A POSTER 

H \Y/E nave done some marvelous things on demonstration. We 
\W have proven to everybody who has ridden in any other car 
represented here that we could show more than any of our 
competitors. We sold two cars last week to people who had orders 
in for other cars. They rode in our car and were so impressed with its 
flexibility, power and riding qualities that they would be satisfied with 
no other make. All that we had for our automobile show was a poster 
picture of The Super-Six. On the strength of this alone we took nine 
retail orders. 

"Harrington-Gifford Company, Springfield, Mass. 

"a. l. gifford." 

UNANIMOUS FOR SUPER-SIX 



FRANK S. CLOUD, who recently took charge of the Louis Geyler 
Company's branch in Peoria, 111., is responsible for the following 
story about a Super-Six sold just before leaving Chicago: 
"I had a prospect, a man of some wealth, who was undecided as 
to The Super-Six or another car. His wife, who relied entirely on the 
judgment of her husband, was non-committal. They have two lively 
boys who took more than a passing interest in the purchase of a new 
car. First, I let them try out the rival car. Then I asked them to 
take a ride in The Super-Six. The man, his wife and the two boys 
accepted my invitation. With father undecided and mother neutral. 
I knew my fate depended on the two youngsters. I gave them a ride, 
such as they never had before. When the demonstration was over I 
said I would leave the purchase of either one of the cars to a vote of 
the family ? I was pretty sure of the boys, and I was not mistaken. 
With a shout of glee they yelled: 'We will make it unanimous for The 
Super-Six.' " 

NO TIME TO EAT 



u 



WE have hardly had time to take our meals since receiving the 
first Super-Six that we put on exhibition at the Cleveland 
auto show. Our booth was crowded the entire time that we 
were there. We booked more orders during the auto show than we 
ever did before or ever since I have been in the automobile business. 
After we came back from the show and placed the car in the show 
room, we have been just as busy as we were during the show. I have 
put on two extra salesmen, and we are still unable to see over 10% of 
the prospects that we now have. I believe that we could sell all the 
cars that are allotted to us for the entire territory in the city of 
Cleveland 

"The Hudson-Stuyvesant Motor Car Co., Cleveland, O. 

"F. E. 8TUYVESANT." 



Foe simile of card used by the Bemb-Robinson Company to remind Hudson 
owners of service inspection day. 

NO Hudson distributor believes more firmly in high-class service 
than Walter J. Bemb, of the Bemb-Robinson Company, Detroit. 
He forces good service on all Hudson owners to whom he has 
sold cars. He has just gotten out ten cards similar to the one shown 
above. The cards are for the ten months from March to December, 
inclusive. Each month has its distinctively colored card. Note the 
triangle at the top of the card shown. The service department stamps 
the date on each owner's service inspection card with a triangle of 
the same size. Thus he knows just what day to call at the Bemb- 
Robinson Company's establishment. 



AN EXHIBITION OF "PEP" 

,, W/E pulled off a stunt last week in which you might be interested. 
Vv The Motor Co. sent a Super-Six demonstrator down here 
Wednesday night, and as it was quite a pleasant surprise to 
have this car at this time we got busy immediately and rented a small 
space adjoining the lobby of the leading hotel. We got hold of a 
printer that night and had a number of small invitations gotten out. 
We then put an advertisement in the paper and wrote special letters 
to all our Hudson owners, requesting them to visit the exhibition. 
We got some nice chairs, ferns and carnations. On Thursday and 
Friday we did a land-office business in the prospect fine, making one 
sale. We got some nice publicity in the local papers, and although 
very modest, we consider the affair was quite a local success. 

"Barringer Garage Company, Charlotte, N. C. 

"ORMOND BARRINGER." 
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HOW WE ARRIVE AT THE VALUE OF USED CARS 



The Poor Orphan 

OUR method of arriving at the value of 
used cars is: 

FIRST: Whether or not the car is of 
a make which is now in business or whether it 
is an "orphan" car. In the event that it is an 
'"orphan" car, it has really little or no value. 

SECOND: We next secure an authentic 
report of the mechanical, paint and tire 
condition of the car in question. 

THIRD .* We secure from the local dealer of 
the car in question what value he places on it. 

FOURTH: What prices we have received 
for this particular make and model of car, in 
the event that we have recently owned and 
sold any. 

FIFTH: What prices are being quoted by 
New York and Boston used-car and other 
dealers, as shown in metropolitan Sunday 
papers. 

With thus information, we are able to form 
a fairly accurate value of the car, from which 



we deduct the estimated expense, if any, of 
putting the car in good salable condition. — 
E. V. titration Company, Inc. 

More For Hudson 

WISH to say, if it is a Hudson car that 
we are taking in exchange that has 
been used, we charge off about 30 per 
cent from the list or selling price. On other 
well-known makes of Light Six Cylinder cars, 
we charge about 40 per cent from the list 
price. On the heavier type of cars we charge 
about 50 per cent from the list price, and on 
cars that are without a home or "orphans" 
we charge from 60 to 75 per cent from the 
list price. Of course, the condition of tires, 
top, paint as well as the mechanicalfcondition 
of the car has to be taken into consideration. 
We are able to get more for second-hand 
Hudson Light Six Cylinder cars than any 
other car we take in exchange. — The Hudson- 
Stuyiesant Motor Co. 



Avoid Big Cars 

WE are subscribers to the National Used 
Car Market Report, published in 
Chicago, which you know, contains 
the price of second-hand cars in practically 
every state in the country. We use this as a 
basis to estimate, followed up by our own 
judgment as to what we can get for it, con- 
sidering all the different phases, including the 
demand for second-hand cars. Our aim is to 
keep away from all the large, high-priced, 
heavy-weight, seven-passenger cars, also to 
confine ourselves as much as possible Co the 
later cars with electric lights and starters. 

We have a second-hand department in a 
separate building, in charge of an experienced 
man who follows the above procedure, also 
considering the prices of current models of 
new small cars by the way of comparison. — 
The Welbon Motor Car Co. 
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TWO MEN, STRONG IN CONFIDENCE 



Harry S. Houpt 

cannot do for its dealers. 



"T HAVE been in the 
-*■ automobile business in 
New York for twelve years; 
have sold during that 
period over 7,000 automo- 
biles of half a dozen makes. 

"In dealing with the fac- 
tories making these cars," 
says Harry S. Houpt of the 
Hudson Motor Car Com- 
pany of New York, in a 
letter to E. C. Morse, "I 
have had experience with 
promises kept and promises 
unkept. I believe now that 
I am capable of determin- 
ing in my own way what a 
factory can do and what it 
One learns much about fac- 



tory methods and factory promises in twelve years. 

"Many promises in the early years of the industry 
were not carried out, because the conditions surrounding 
them were such that it was futile to. expect they would 
be carried out, if one stopped to consider the proposition 
carefully. In those days the dealer was more trustful 
than he was discerning. He did not stop to analyze the 
conditions surrounding the promise that was so freely 
made, but things have changed mightily and promises are 
now made based on facts. 

"I have the utmost faith in the promises of the 
Hudson Motor Car Company, and absolute confidence 
in the promises made me by you. 

"In addition to this confidence, what I saw at the 
factory last week and what I was told by the men who 
are handling the production, convinces me conclusively 
of the ability of the Hudson Motor Car Company to 
make good with their distributors, relative to deliveries 
for their and our big market, from March 1st on. 

"Because of the immense quantities of materials I saw 
on hand at the factory and the rapidity with which motors 
are now being brought through, I really did not need the 
assurance of either you or Mr. McAneeny as to your 
ability to produce cars in goodly numbers from now on. 

"Heartiest appreciation of the excellent progress in 
the past thirty days to all those officials of the Hudson 
Motor Car Company who have given every ounce of 
effort in them to accomplish the desired results." 



T T was only a year and a 
-*■ half ago that the Louis 
Geyler Co., of Chicago, 
moved into its magnificent 
show rooms in Chicago, 
representing an investment 
of $175,000. Mr. Geyler 
felt that in this fine struc- 
ture, one of the largest in 
the country devoted to one 
make of automobile, he had 
space for some time to 
come. 

But in a short time 
there were so many more 
owners in Chicago than in 
the year before and the Louis Geyler 

prospects were that so 

many Super-Sixes would be sold, that Mr. Geyler 
was compelled to increase his establishment. This 
made necessary an investment of $150,000 for the 
splendid new service building at Indiana and Twenty- 
fifth streets. 

"This is pretty good evidence of how I regard the 
future of the Hudson," said Mr. Geyler, who was at the 
factory yesterday. "This new service building, with the 
one in which we now are located, will give us the largest 
retail automobile establishment in this country. We are 
getting ready not only for the present, but for the big 
future demand for The Super-Six that is sure to pile up 
as motor-car buyers in increasing numbers come to a 
realization that this is the greatest automobile and the 
greatest value ever offered by any company. 

"It is eleven years ago since I entered the automobile 
business. In 1910, I became distributor for the Hudson 
and sold 189 cars that year. This year I am going to sell 
2,500 Super-Sixes. My extended and friendly relations 
with the Hudson Motor Car Company and the men back 
of it fortify my belief that they will be ready for the 
biggest selling season that we ever have experienced. 

"A trip through the factory such as I took today only 
strengthens the convictions that I already hold — that 
super-human efforts are being made to supply the 
enormous demand and that even greater effort will be 
put forth and successfully, too, to meet the big mid- 
summer demand with a much greater supply of cars. 
And every Hudson dealer in the country would feel the 
same if he could see what I have seen in the factory 
today." 
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"MORE THAN CONVINCED THAT 2,000 
CAR CONTRACT IS JUSTIFIED " ' 

A SPLENDID suc- 
cesss has marked 
the business 
career of Gomery- 
Schwartz Motor Co., 
established in 1910. 
They were distributors 
for a widely-known 
company during that 
year. In the early 
part of 1911, the firm 
obtained a Hudson 
franchise, and it has 
distributed Hudsons 
exclusively in Phila- 
delphia and the terri- 
tory adjacent. 

In 1910 they sold 
160 cars. In 1911 they 
sold 276 cars. Their 
present contract is for 
more than 2,000 cars. 
They recently had 
J.E. Gomery erected an eight-story 

building at a cost of 
$325,000. This is now in use exclusively for the sale and service of 
Hudson cars. It is one of the finest and best equipped along Phila- 
delphia's automobile row. 

"More firmly convinced than ever I am by the trip through the 
factory today,'' said J. E. Gomery who was here Monday, "that our 
contract for more than 2,000 cars is fully warranted. There are 
mountains of materials and an army of employes in the factory, every 
corner of which hums with the most intense activity. It is evident 
from general conditions that only a short period of time will elapse 
before the production required to fill the coming demand will be 
reached. 

"I would be glad to materially increase our contract for this 
season." 



"GREAT!" SAYS LINDSAY FISHEL AFTER 
TRIP THROUGH FACTORY 

SEVEN years ago 
Lindsay Fishel, of 
The Motor Co., 
started in the auto- 
bile business. It was 
the numerous registra- 
tions of his- successes 
that put Winston- 
Salem, N. C, on the 
map as an automobile 
distributing center. 

A vear ago he took 
on the Hudson. His 
success with it has 
been nothing short of 
phenomenal. Through 
a systematic develop- 
ment of his territory, he 
was able to deliver 114 
cars in three months' 
time. 

Mr. Fishel was at 
the factory Monday 
and Tuesday of this 
week. He was here 
some two months ago 
and was surprised by 
the vast changes that 
had taken place in 
the meantime. 

"What do I think Lindsay Fishel 

of it?" said Mr. Fishel 
repeating the question that had been put to him. 

"Great! The trip that I made through the factory today fully con- 
vinces me that it will be only a short time before the Super-Sixes will 
be shipped in sufficient quantities to meet the bigger demand later 
in the year. 

"There is a world of material piled up in the factory. The entire 

plant is working at full blast. One of the things that I deem most 

important is that the motors are being tested out with more than 

ordinary care. This insures a great car. Our allotment is 400 cars. 

We will sell them and then some. And we will 

get them, too. The factory will make good." 



FOLEY HAS NEW HUDSON SALES AND 
SERVICE STATION 



Salesroom of the Foley Motor Car Company, Newark, N. J. 



TJERE is a splendid example of what a 
X 1 progressive firm can do in the way of 
creating a salesroom with "atmos- 
phere." And it was done at a cost far from 
excessive. The Foley Motor Car Co. is 
proud of its place. It is by far the most 



distinctive in Newark. Its owners believe 
it to be the most distinctive salesroom of its 
size in the country and herewith issue a 
challenge to all members of the big Hudson 
family to show something better in The 
Triangle. 



SIX DIPLOMATS BUY 

HUDSON SUPER-SIX 

THE most notable sale of the New York 
automobile show was that of eight 
Hudson Super-Six phaetons to six 
diplomats stationed in Portugal, and two 
members of one of the most aristocratic 
families in Lisbon. The sale of the eight 
cars was a single transaction. The cars 
were purchased by the following persons: 

Their Excellencies, Dr. F. Regis de Oli- 
veira ? Brazilian ambassador; P. Botkine, 
Russian minister; A. Van der Goes, Dutch 
minister; B. C. Sagastume, Argentina minis- 
ter; Col. Thomas H. Birch, American minis- 
ter, all of whom have their official residence 
in Lisbon; W. H. Stuve, American consul, 
Porto, Portugal, and Senhors Fernando 
Pinto Basto and Eduardo Pinto Basto, 
wealthy and aristocratic residents of Lisbon. 

Because of the high station in official 
and social life occupied by these men only 
cars of distinction were considered. An 
ambassador or a minister representing a 
foreign country must have a car in keeping 
with the dignity of his position. This nar- 
rowed the choice to a few. All have sum- 
mer residences in the mountains. Thus a 
car of great power was another vital con- 
sideration. Roominess, beauty of exterior 
and interior, high grade workmanship and 
materials, and the reputation and standing 
of the company for stability and service were 
other factors involved. 

Col. Birch is a member of the widely- 
known Birch family, which for years have 
been makers of fine carriages. It was his 
expert knowledge of materials, especially 
leather, that led him to confirm the selection. 
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SEVENTEEN SUPER-SIXES 
IN FIFTEEN DAYS 



SOLD 



A Sales Record for All the Hudson Family to Shoot At. 

SEVENTEEN 
Super-Sixes sold 
in fifteen days with- 
out even having a 
demonstrator to 
show and without 
one of the purchas- 
ers seeing the Hud- 
son car — except 
one man who saw 
it in another city. 
This is the great 
sales record of P. 
M. Lawrence who 
distributes the 
Hudson in Augusta, 
Maine. It is a 
mark for every 
Hudson dealer and 
salesman to shoot 
at. Mr. Lawrence 
sent in the good 
news in an enthu- 
siastic letter, that 
reads as follows: 

"Having read of 

some of the exploits of 

P. M. Lawrence some of your live wires 

in the Triangle, 
would like to have vou know that down beneath the pines of Maine 
there is something doing, even if it is dead winter with a foot of snow 
on the ground. 

"Since my return from the New York show I sold in just fif- 
teen days the following Super-Sixes : 
"Two Touring Sedans. 
"One Cabriolet. 
"One Roadster. 
"Thirteen Phaetons. 

"Seventeen Super-Sixes in fifteen days without having a demon- 
strator to show. Without one of my purchasers seeing a Super-Six, 
excepting the mayor, who bought of me a Touring Sedan, after hav- 
ing had a demonstration in Boston. 

"It is a cinch if the dealer gets busy." 

Now come on with your sales record! 
Who is going to beat that made by Lawrence — made 
beneath the pines of Maine? 



" NO QUESTION BUT WHAT LARGE QUANTI- 
TIES OF CARS WILL BE SHIPPED SOON" 

FE. STUYVES- 
. ANT,oftheHud- 
son-Stuyvesant 
Motor Co., Cleveland, 
which has recently 
shown its confidence 
in the future by taking 
a 99-year lease on a 
four-story building, 
which means an initial 
investment of $56,000, 
has been in business 
since 1904. 

For seven years, 
Mr. Stuyvesant was 
with a large Ohio 
manufacturer of motor 
cars as sales manager. 
For a time he built and 
sold his own car, the 
Stuyvesant . 

Mr. Stuyvesant, 
who is a frequent 

visitor to the factory, F. E. Stuyvesant 

happened to be here last Monday at the same time as J. E. 
Gomery, of Philadelphia. 

"It looks fine out there," he said after the long walk throuuh the 
plant. "There are worlds of material and I saw more being unloaded 
from freight cars. Thousands of frames are piled up in the big field 
at the rear of the factory. It looked to me as though there were 
enough to build all the cars that are going to be sold in this country 
this year. 

"There is no question but what large quantities of cars will be 
shipped soon. The trip through the plant has convinced me of the 
certainty with which the company has planned to meet the bigger 
coming demand with a much larger production." 



SUPER-SIX ON A SUPER ROAD 
IN MISSISSIPPI 



ANOTHER SALES RECORD 

OUR automobile show here in Fall River was really a grand 
success, particularly as far as the Hudson Super-Six was 
concerned. 
"We sold 14 Super-Sixes in the six days of the show. This by the 
way was more than all other sales combined. The Super-Six is a 
wonderful car." 

Robert W. Powers, Fall River, Mass." 



ANOTHER HILL CONQUERED 

"V\7TE took our new Super-Six and tried the Carr street hill. 
\Ar To our surprise it out demonstrated any car in Tacoma. 

"We went over the top of this hill at a speed of better 
than 33 miles per hour. The best that a much higher-priced twelve 
could do was about 15 miles per hour. This car had to be gone over 
otherwise it would not have gotten to the top of the hill. Thus we 
think The Super-Six accomplished a wonderful achievement. 

"We are thinking of offering to forfeit $100 to any stock car 
that will duplicate this performance. 

"Pacific Car Company, Tacoma, Wash. 

"p. H. BERRY." 



Mrs. Aubert Smith Driviog the First Super-Six Sold in Meridian. 

"\V THERE VER we have stopped this car on the street," writes 
\Ar Aubert Smith, manager of the Smith-Hudson Auto Com- 
pany, Meridian, "crowds have collected. We are confident 
in saying that several hundred persons have stopped to look the car 
over in the past few days. We did not hold an automobile shew, 
but we have developed many prospects by keeping it on the street 
all the time since its arrival." 
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LOWER GASOLINE PRICES ARE COMING 

SAYS DR. RITTMAN, GOVERNMENT EXPERT 

"Synthetic gasoline will catch up with the demand in the next six months. 
You can look for higher prices before lower prices, but in the course of a year 
or so most certainly we will have an available supply of gasoline. We will 
catch up with the demand." 



DR. RITTMAN is the man who an- 
nounced some eight months or so ago 
the discovery of a new method of 
getting gasoline from crude oil, says "Delco" 
magazine. Being in the employ of the 
Government, the results of his many years of 
research were given to the public, and many 
of us have been using the new product, 
which he calls, "cracked gasoline. " 

In a talk before the Dayton 
Engineers Club, Dr. Rittman 
said: "Expenditures of gasoline 
are greater today than ever 
before. One thing that has 
knocked the bottom out of the 
gasoline market is the falling off 
of Oklahoma crude oil. Less 
than a year ago, Cushing field, 
produced 300,000 barrels of 
crude oil, which analyzed from 
25% to 30% of gasoline, in other 
words, 180,000 barrels per day. 
Now that source of supply has 
fallen off until it is below one- 
third that amount. 

"That means that despite this 
discovery, which was brought 
out eight months ago, and is 
represented today by expendi- 
tures exceeding $8,000,000, 
and is now being installed in ten 
additional plants, with twenty 
more wanting it, but we simply 
cannot take care of them — it 
means that despite this progress 
we cannot cope with the prob- 
lem, and it will be some time 
before our curve catches up 
with the demand curve. 

"No two crude oils are the same. As a 
matter of fact, two wells in the same oil field 
are different, and one will contain more 
gasoline than the other. The average gasoline 
content of petroleums in America is below 
12%. By breaking processes we can bring 
that up to 60%; in other words, five times 
what it was. 

"The term gasoline means nothing. It is 
a commercial term which originally meant 
those constituents which in natural distilla- 
tion boiled off below 150 degrees Centigrade. 
That temperature has been successively raised 
until it is now about 175, and is going pro- 
gressively higher. That means that where a 
Pennsylvania oil ten years ago produced, 
say 10% of gasoline — and that same oil if 
anything, has deteriorated; that is they are 
digging deeper in the bowels of the earth — 
that same grade today is producing 25%. 

"The heat containing oils, exemplified by 
the Oklahoma oils, are also very variable for 
gasoline production. . Some of the 

oils as found in Texas, in the Hemble field, 
which has been opened up recently and is 
producing 100,000 barrels per day, contains 
practically no gasoline but contains kerosene 



to the extent of about 70%. California oils 
and Mexican oils contain practically no gaso- 
line. The average contained in California oils 
for about a 100,000,000 gallons produced per 
annum, is about 2}4%. But we can produce 
gasoline from these oils by the 'cracking 
process.' 

"Now, then, can we look forward to the 
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Diagram showing curve of gasoline prices per gallon to March 1st, 1916, 
and probable curve of final lowered prices, as predicted by Dr. Rittman. 
Arrow Indicates date of discovery of new process. Some time must neces- 
sarily elapse before Its effects will be felt. Note - Theae are Detroit price* and 
vary according to locality. 



solution of this problem by materials such as 
alcohol and other combustibles? That is not 
probable for a long time to come. Purely as a 
matter of cost, alcohol does not become a 
factor as a motor fuel until gasoline passes 
40 cents per gallon. 

"If you figure the number of acres required 
for raising the corn and potatoes to furnish 
alcohol for the internal combustion engines, 
you will find that we would use a good big 
part of the United States to do it. 

"There are today two and a half million 
automobiles, or say, two and a quarter. 
Figuring conservatively, estimated 25 horse- 
power each, we have the figures, 60,000,000 
horse-power. The combined horse-power of 
all the steam motives in America is less than 



"We do not ordinarily realize that you 
figure 500 gallons per machine per annum. 
There is considerably more than a billion 
gallons right there. Then, our rough estimate 
is that for other purposes, including export, 
we use 50% as much as we do for the internal 
combustion engines 



"Another solution that is suggested is the 
use of electricity. But electricity as a means 
of carrying forward our automobiles is not 
the thing at present, purely as a matter of 
cost. So we must wipe out this alcohol and 

other combustibles 

"The mechanical engineer has done splen- 
did things in his fine; namely, to construct 
engines to use heavier fuels. 
The chemical engineer method of 
solving it would be in making 
gasoline out of these kerosenes, 
gas oils and other materials. 
Now, how far is this a reality 
today? I will answer by saying 
that it is much more of a reality 
than any of us realize. This very 
day there are 300,000 automo- 
biles in the country that run on 
'cracked gasoline' — gasoline 
made from other materials, such 
as kerosene, gas oil, etc. 

"Now, how much gasoline can 
we hope to get by this method? 
On those Eastern crudes we 
should get from 70% to 80% 
of the crude oil. On crude 
such as the Mexican, we should 
get 40% to 50%. So you see, 
we can hope to solve this 
gasoline problem by various 
'cracking processes.' I do not 
wish to limit myself to the 
Bureau of Mines processes. I 
am trying to speak broadly. 
There are hundreds of men 
working on this problem, hun- 
dreds of intelligent men, and that 
means only one thing — that 
there is going to be a variety of solutions 
and processes. 

"Now then, a plant that would turn out 
a thousand barrels of gasoline a day, would 
make just enough to take care of 20,000 
automobiles, which is only five days' supply, 
remember — a big plant, so it seems. But 
merely to make up the deficit in gasoline 
production which has occurred since last 
July in the Oklahoma field alone, we will 
have to build fifty of those plants instead of 
our present ten, and we are going to be some 
time catching up with it. But once these 
operations come to be standardized, they will 
no longer engage the attention of those of us 
who have worked them out and who are 
familiar with them. 

"But the people will carry it further than 
we have ever hoped to carry it. That is 
why I say that synthetic gasoline will catch 
up with the demand in the next six months. 
You can look for higher prices before lower 
prices, but in the course of a year or so, 
most certainly we will have an available 
supply of gasoline. We will catch up with 
the demand." 
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Distributors From West Are Optimistic 




Frank Botterill. 
Salt Lake City. 



Kuitor's Note: No two automobile dealers in the West are better known 
than Frank and Tom Botterill, Hudson distributors at Salt Lake City and 
Denver, respectively. 

"The Botterills," as they are familiarly called, are pioneers in the motor car 
industry and have always been identified with the marketing of high class 
cars. They are keen 'business men and as distributors for the Hudson 
Motor Car Company have in a few years achieved notable success. They 
have been at the factory this week, surveyed things from end to end, and 
haze given free expression to their conclusions, as set forth in tlieir talks 
recorded below. 



WHEN 
Botterill 



Frank 
came 
back from a tramp 
through the factory 
he was interrogated 
as to how the situ- 
ation looked to him. 
Here's what Frank 
had to say: 

"I suppose my 
_—.«..«-_ .^___ brother "Tom" has 

already told you how 
we felt when the announcement of the new 
car came, like lightning from a clear sky. I 
never knew an automobile announcement that 
created such a sensation. Everything the Hudson 
people have claimed for the Super-Six is verified. 
"Well, we saw from the start that with such 
a car to handle in 1916 we were going to have 
the biggest selling season of our lives. Then 
the question came to me 'how fast will the fac- 
tory be able to produce the new cars.' 

"I put it to Tom. 'Let's go east just as 
soon as we can and find out' was his answer. 

"So, here we are. I've been out there in 
the factory and sized things up. What I've 
seen just about makes me dizzy. I never 
thought it would be humanly possible to gather 
such a lot of materials 
for the manufacture of 
motor cars in such a 
short space of time. 

"And there's new 
machinery, a vast army 
of workers, a scene of 
activity and hustle that 
seemed to me nothing 
short of marvelous. I'm 
going back to Salt Lake 
fully convinced that 
I'll get all the Super- 
Sixes I'll need to meet 
the demand in my 
territory." 

FRANK BOTTERILL. 



Frank and Tom Botterill at the factory. 



"JAM mighty glad 
A I came all the way 
from Denver to visit 
the home of the Super- 
Six. Naturally I was 
amazed when the first 
announcement of the 
Super-Six with its tre- 
mendous speed and 
power appeared. 

"I confess I was 
somewhat sceptical 

when I heard that the Hudson factory planned 
to turn out 30,000 of the new cars in 1916. This 
visit to Detroit has completely cured me of all 
my doubts. 

"Nobody could view the great array of 
frames, cam-shafts, motors, crank-shafts and 
other materials on hand that go into the mak- 
ing of Super-Sixes without being impressed 
by it. It was an eye-opener to me, as was the 
immense expansion of the factory in every way, 
to meet the demands of greater production. 

"I KNOW that the company is going to be able 
to produce all the cars planned, and that the 
rate of production, judging from the work that 
is being done right now, will grow by leaps and 
bounds every day from now on. 

"I am going back 
to Denver with my 
mind at rest, serene in 
the confidence that by 
the time the good 
motoring season ar- 
rives, the Super-Sixes 
will be speeding west- 
ward to me in sufficient 
numbers to take care of 
what promises to be the 
greatest demand for a 
car I have ever experi- 
enced in my career 
in the automobile 
business." 

TOM BOTTERILL. 



The New Hudson-Phillips Sales 
Manager at St. Louis 



Louisville Has Good Plan 
to Coach Salesmen 



AFTER an absence 
of a year and a half 
George S. Danaher has 
rejoined the Hudson 
family as Sales Manager 
of the Hudson-Phillips 
Motor Car Co., at St. 
Louis, Mo. 

Mr. Danaher has 
been connected with 
various Hudson agencies 
and is thoroughly 
familiar with Hudson 
policies. He has had a 
wide and successful 
career in the automobile 
business. In 1909 he 
was Hudson distributor 
for the State of Arkan- 
sas, his native state, 
and has served the 
company at Louisville, 
Memphis and Atlanta. 
His return to the 
fold is welcomed, and 

the Triangle is safe in the prediction that he will be 

heard from in old Missouri. 



George S. Danaher. 



One ! Two ! Three ! 

— The Super-Six motor is patented. It is patented be- 
cause it has features that no other motor has. Small, 
light, yet it has 76 horse power. Because in it vibration 
has been practically eliminated, it surpasses eights and 
twelves. The motor-buying public already knows about 
the excellence of The Super-Six. Thus the great demand. 

— The Super-Six season runs from December 1915 to 

December 1916. You will have the same model to sell 

in November that you had in January. You will not 

have to figure on cleaning house just when the season is at 

its best. Thus there will be no disappointed buyers. They 

will get the one best car all the year around, The Super-Six. 

3— The peak of Super-Six production will be reached 
in the spring and summer months when the demand 
is keenest and when deliveries are most urgently de- 
sired. The factory is bending every energy toward this 
end. Night is being turned into day. Hundreds of men 
have been added to the working force. More will be added. 



Service Suggestion in These Cards 

THE Bemb-Robinson Co., Detroit dealers, are making friends 
for their service department with the two cards which are 
here reproduced. One they call the "Owner's Courtesy" and 
the other "Employee's Identification" card. 

Dealers can get similar cards from their local printers at small 
cost and in this way keep Hudson Service favorably in the minds 
of their owners. 



G. S. Loomis. 



GENERAL Manager 
G. S. Loomis of the 
Southern Motors Co., 
has hit upon a plan to 
help his salesmen ac- 
quire the arguments 
that will sell the Super- 
Six which might profit- 
ably be adopted by 
Hudson dealers every- 
where. 

Mr. Loomis writes 
his salesmen the follow- 
ing letter: 

Your attention has 
been called to the 
Hudson catalog cover- 
ing the Super-Six. 

You will find in this 
catalog a world of talk- 
ing points to use in 
your sales arguments, 
and it has occurred to 
me that it is a good 
plan to give you below 
the headings of various paragraphs in the catalog as a 
skeleton outline of the arguments which you will need 
to have fully at your command to talk this new car. 
Here are the headings: 

The World's Master Motor 
An Almost Twice-Better Six 
Remember Hudson History 
The Rapid Changes in Motors 
The War On Vibration 
Found in the Super-Six 
Develops 76 Horse Power 
Eighty Per Cent More Power 
The Beauties of the Super-Six 
New Luxuries and Comforts. 

If you will learn the above headings by heart and 
will familiarize yourselves with the text in the catalog 
under each of these headings you will find that you can 
carry home to the prospect your sales arguments in a 
well connected story told in convincing form, and it 
will help you to get the names on the dotted lines. 

G. S. LOOMIS, General Manager. 

This is a fine suggestion. It goes without saying 
that the headings in the Super-Six catalog were thor- 
oughly thought out and that the arguments presented 
under each are clinchers. Salesmen who master them 
and present them with force and enthusiasm will get 
the business. 



The GOMERY-SCHWARTZ MOTOR CAR 
CO., Philadelphia, makes this announcement: 

We heartily commend the Hudson Service 
Inspection which has been inaugurated and 
thoroughly approve of the reciprocal charge of 
$4.00. We shall be glad to honor any cards on 
this basis where the inspection has been made 
by other dealers. 

We will be pleased to furnish this inspection 
to any Hudson owner and render charges on the 
basis of $4.00 to the dealer who sold the car and 
issued the inspection card. 
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Atlanta and Columbus Dealers Pleased With 

Super-Six Production 



J. W. Goldsmith, Jr.. 



Editor's Note: /. IV. Goldsmith, Jr., Hudson distributor at At- 
lanta, Georgia, has been in the automobile business in a big way 
for nearly ten years. He has always been a "fine car" dealer, and 
has been a Hudson man since 1910. He has the entire state of 
Georgia. Mr. Goldsmith is rated among the most progressive and 
successful motor car men in the South. He dropped into the 
office of the Triangle one day this week after a visit through the 
plant, and made the following comment: 

"I had not been on a 
visit to the factory since 
last October. At that 
time the Six-40 was para- 
mount among the light 
sixes. And my season had 
been so satisfactory that it 
looked as though there 
would never be any end of 
the demand for cars. 

"Then came the an- 
nouncement of the Super- 
Six, the new car with 
such power and speed as 
to upset all precedents. 
Ever since people down 
my way heard of the 
Super-Six I have been de- 
luged with inquiries con- 
cerning it from every sec- 
tion of Georgia. Foreseeing an unprecedented demand 
for the new car, I made arrangements to visit Detroit 
just as soon as possible and see what the chances were 
to get my allotment of cars in time to meet the immense 
demand. 

"I have been treated to the surprise of my life. The 
factory changes, and the expansion which has taken 
place in the brief time which has intervened since my 
last visit to Detroit are simply wonderful. I had heard 
that 'big things were doing* at the factory to produce 
30,000 Super-Sixes in 1916, but seeing is believing. I 
am delighted beyond measure. I have had evidence 
in the past of the way in which the Hudson Motor Car 
Co. lives up to its every 
promise, and I am glad to 
know the promises as to 
Super -Six production are 
going to be no exception. 
After seeing the new equip- 
ment, the materials on 
hand, and the superhuman 
manufacturing activities 
that are in progress, I think 
there is no question but 
that distributors will 
get their supply of cars 
when the big demand comes . 
"I feel just one hundred 
per cent better since my 
arrival in Detroit and am 
going back to Georgia 
greatly satisfied at the 
outlook." 

J. W. GOLDSMITH, Jr. 



H. J. Schwartz. 



Goldsmith Sees Super-Six Assembled, 



Editor's Note: H. J. Schwartz has been a distributor of Hudson 
motor cars for four years. Before he joined the Hudson family 
Mr. Schwartz was identified for years with the marketing of var- 
ious motor cars of the better class. As the Columbus distributor 
of Hudson cars he has set a pace that has earned him a enviable 
position in the motor-car field. Before departing for Ohio he gave 
expression to the following views which were inspired by his visit 
to the factory: 

"There's a tremendous 
clamor for the new Super- 
Sixes down in central Ohio. 
Of course that is no news. 
I suppose it is the same way 
all over the country. It 
would not be possible to 
launch a car of such mighty 
prowess as the Super-Six 
without creating a big 
furore. 

"I've been wondering 
ever since the first of the 
year just where I was likely 
to come out on my quota 
of cars, having in mind the 
immense demand they 
would create. 

"People down my way 
are besieging me with in- 
quiries concerning the Super-Six, having heard of its 
record-breaking performances. I am sure that no other 
motor car shown in years had the world-wide popularity 
that seems in store for this best of Hudson achievements. 
And I venture to make the prediction that before the new 
model has been on the market six months it will demon- 
strate in many striking ways its right to the title of 
SUPER-SIX. 

"I am going back to Columbus with my mind at ease. 
A trip through the plant was enough to convince me that 
every preparation has been made to produce the cars in 
huge numbers. The materials are on hand, the additional 
equipment is all set up and working, the army of em- 
ployees has been multiplied, and the greatest feat of pro- 
duction in Hudson history is 
right now being performed. 
" I ' ve made some inquiries 
as I moved about here in 
Detroit and the answer 
has been satisfactory every 
time. You are right 'on 
the job* and I cannot begin 
to express my enthusiasm. 
This is going to be a big 
Hudson year, and I'm going 
to Columbus and key up 
my staff to the last notch 
to be ready for all emergen- 
cies. We will go right 
along demonstrating the 
Super -Six every day. I 
KNOW now that the cars 
will come along in sufficient 
numbers to satisfy me." 

H. J. SCHWARTZ. 
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ESULTS are the rings on the horns of success." Theory "listens good" hut it does not always 
work out. Efficiency is all right too— sometimes overworked, but nevertheless necessary. 
But RESULTS will best tell whether efficiency is any good. 
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The Law of Averages 



^^^HE Twentieth Century is Impatient. 

y^ J In these times men no sooner start things before 
they want to see the finished product. 

They seek to snatch wealth and successes without \ 

paying the toll of Time and labor. I 

Palaces must be reared stone by stone. They cannot | 

be brought into being with the touch of a Fairy's wand. I 

All history is a long chronicle of great achievements = 

wrung through patience and concentrated endeavor. I 

The masters in music, composition, art and literature jj 

toiled incessantly through years of hours to attain the \ 

summit of their powers. I 

The roads to the peak of success in all paramount en- \ 
terprises since the beginning of time have been paved with 
boulders that only patient labor removed. 

It takes more than mere legerdemain to do worth- [ 

while things in a big way. I 

America's giant industries are the fruit of cumulative j 

organized progress, the solutions of problems day by day. j 

There is a LAW OF AVERAGES which governs all. i 

This law is immutable — we must all bow to it. I 

To build fast we must first learn to build slow. f 

If we do not build right we might as well not build j 

at all. I 

Super-men, super-deeds have been compelled to wait j 

upon Time. j 

The fleetest ships on the seas must depend upon favor- 
able winds and tides. ! 

Human effort cannot be measured. Man's work has i 

its good and its bad days. I 

The best measure that can be made is the average. I 
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Arnold Has New Hudson Home 



Norfolk Has Hudson Funeral Cars 



IT has been said that every man has a hobby. Some ride it to 
death, others use it as a means to definite end, and in the latter 
class is Harold L. Arnold. "Hitch your wagon to a star" was 
revised years ago by Mr. Arnold to read, "Steer your motor car 
towards the brightest star," and that's what he has been doing ever 
since. The new Arnold Sales and Service Station is second to none 
in California and is a monument to Mr. Arnold's enterprise and 
business genius. 

Mr. Arnold is well up among the leaders of all distributors of 
motor cars in the United States, and it shows his faith in Southern 
California as a motor car market, when he believes that in the near 
future his territory will be at the top of the list of Hudson distributors. 

Super-Six Owners Are Proud 
of Their Cars 

WITHOUT a single exception every purchaser of a Super-Six 
car is mighty proud of it. 
Proud of its looks, proud of its refinement, conveniences, 
its luxuriousness. 

But above all, he is proud of its performance, its feel, its super- 
power, super-endurance. 

Experienced motor-car owners, used to other cars, instantly realize 
that the latest Hudson car is the super-car that its name implies. 

Some people want a car for its name; others for what it will do 
for them; then again others for its appearance. 

The Super-Six has the NAME, the POWER, the ENDURANCE, 
all the distinction and BEAUTY possible in a car. 

Get your prospect to sense this and he is more than half sold. 



OUR distributors at Norfolk, Virginia, Messrs. C E. Wright & 
Co. have just finished building funeral car bodies on a Hudson 
Six-40 and Six-54 for two of the leading funeral directors 
of that city. 

The Six-40 chassis has a plain hearse top mounted on it, while 
the Six-54 has been fitted with a highly ornamental hearse top, of 
which superb wood-carving is a feature. The smaller car was made 
for H. C. Smith & Co., and the larger one for Mr. E. L. Cox. C. E. 
Wright & Co. are automobile top manufacturers and these two 
jobs have given them considerable favorable notice in Norfolk. They 
write us that "not even death will prevent Norfolk folks from riding 
in Hudson cars." 

"Hudson Dealer From Anywhere" Film 
Proves Educational Value 

HO. HARRISON CO., San Francisco Distributors, put the 
"Hudson Dealer From Anywhere" on the screen at a get 
* together banquet recently and it created much enthusiasm. 
The unanimous verdict was that its object lesson of clean and at- 
tractive show rooms is a most valuable one for dealers, salesmen and 
service men, and generally interesting as well. 
Any dealer can get this film on request. 

Get the Super-Six Spirit 

SATURATE your whole being with Super-Six knowledge. Get its 
great talking points fixed indelibly in your mind. It is a big 
story. Cultivate the art of telling it in a big and convincing way. 
When you have the complete "spirit" of your car within you your 
selling power will be invincible. 



A Service Correction It Is a Sad Story, Mates 



THE service card illustrated, which ap- 
peared on page 3 of the issue of the 
TRIANGLE of Feb. 26 is adapted to 
the California service plan only. If it is to be 

used in con- 
nection with 
theservicein- 
spection of 
the Super- 
Six it must 
be changed 
to read "Your 
next inspec- 
tion will be 
due when 
your speed- 
ometer reads 

miles 

andyourtime 
limit expires 
on the date 
marked by 
the triangle 
on the above 
calendar." 
The inspec- 
tion cards 
from the 
owner's book 
constitute a permanent record from which 
the information regarding the next mileage 
limit and time limit can always be found. 
Such notification of owners can easily be taken 
care of at the expense of a few minutes daily. 



THE appearance of the first Super -Six 
on the streets of Atlanta, Ga., proved 
more than usually eventful. J. W. 
Goldsmith, Jr., Hudson distributor in that 
city, was speeding up one of the main thor- 
oughfares in a big, shining Super-Six. 
Among the many who stopped to admire 
the new car was Martin May. There 
was no question as to Martin's admiration 
being justified. Only he stopped in the mid- 
dle of the street to give it full expression. 
The events that followed proved others 
were admiring the Super-Six, too. 

Martin, as already stated, mouth wide 
open, stood in the middle of the street. Along 
came an automobile, the driver of which was 
admiring the Super-Six, too. He ran over Mar- 
tin without even stopping to say, "How Do 
You Do." Right on the heels of the auto- 
mobile came a motor cycle. The owner of 
the motor cycle was engaged in the same 
business as May and the driver of the auto- 
mobile, that is, admiring the Super-Six. 
Before May could recover from his atonish- 
ment the motor cycle had ran over him also. 
The result was all were gathered in by a police- 
man and taken to the recorder's court. There 
the case was heard by Judge James Meade. 
The judge after hearing the facts, and tak- 
ing into consideration that May was only 
slightly hurt, threw all three out of court, 
with the remark that the Super-Six admira- 
tion society ought to be in the local sales- 
room, instead of on the streets of the city. 



The Sales Department has issued this new 
book. It should be read by your entire organ- 
ization, including the mechanical department. 
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Super-Six Holds Crowds at Boston Show 



THE fourteenth annual exhibition at Boston, March 4 to 11, 
under the roof of Mechanics Hall, maintained its traditional 
notch for beauty of decorations, attendance and interest. 
This year, as usual, there were the singing canaries, suggesting 
indoors in the charm of spring, while weather conditions were most 
unfavorable. As per custom vari-colored incandescent lights were 
used most effectively, and produced a scene of unusual splendor. 

The consensus of opinion is that this year's Boston show was a 
better exhibition than either the New York or Chicago Show. The 
official record of attendance for 
the week was 225,000, remark- 
ably large in the face of such 
inclement weather. Attendance 
one of the days was 5 7,000, 
another it was 55,000, which in- 
dicates the keen interest and 
loyalty of New Englanders to 
their annual automobile exhibi- 
tion. In truth the crowds were 
so dense that it was necessary 
to elbow one's way through the 
exhibits. 
Henley-Kimball's Best Exhibit 



Of the regular displays that 
of the Henley- Kimball Co., 
Hudson, was the best from an all- 
around standpoint. Its merits 
as a whole surpassed those of all 
the others. It is shown in 
accompanying illustration. The cars were placed so that there was 
room in the exhibit; not stiffly —each car well displayed; a few rugs 
to add warmth and color. There was an information desk and pri- 



private business office. 
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Hudson Super-Six 
Lantern Slides Now Ready 



Super-Six Phaeton. 

Super-Six Roadster. 

Super-Six Cabriolet. 

Super-Six Touring Sedan. 

Super-Six Limousine. 

Birdseye view of the Hudson Motor 

Car Company Factory and Office. 

Hudson Super-Six used by motion 

picture corporation for filming 

drama. 

Harry Lauder seated in 

Hudson Super-Six. 

Colonel Roosevelt in Hudson 

in Montevideo. 

Howard E. Coffin in his first auto. 
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vate office arrangement at the rear. The ribbons across the hood 
were not profuse, and the one car that was placed alongside the aisle 
was placed differently from any other car so placed this season. 

It was set in about five feet, which caused the observer in the aisle 
to view it from a distance of about ten feet, which was close to the 
ideal distance for viewing a car if its body lines are to be properly 
appreciated. And, to make this first view more prepossessing, a long 
narrow rug was laid between the car and the aisle. 

The chassis was at one corner close to the aisle. Chassis at this 

show were more closely studied 
than at Western shows, because 
things mechanical were a greater 
curiosity to the New Englander 
than to the Westerner, who 
rt through necessity always has 
,4 tinkered with machinery and is 
more or less motor-wise. Plac- 
* ing a chassis in an exhibit al- 
*-* ways draws a crowd into the 
^ exhibit; placing it alongside the 
aisle permits a study of it with- 
.. out drawing a throng of the 
merely curious into the space, 
and, another advantage, does 
not cut off the view of the ex- 
hibit as would a car placed in 
the same position. 

The Hudson exhibit had the 
crowds all the week. Compari- 
sons carefully made without pre- 
judice indicated a preponderating interest in Hudson cars. 

A total of 85 cars were sold at retail. One sub-dealer made 12 sales 
on the floor of the show. 

Selling in rotation was a feature that worked out splendidly. 
Every time a sale was made a large figure at the information desk 
changed. These changes averaged about fifteen every day during 
the show. The plan helped sales. If a prospective buyer hesitated, 
his attention was called to the rotating numbers and a gentle re- 
minder was given that every time that number changed, his chances 
for getting a car lessened. This usually got the name on the dotted lines. 

Banker's Daughter Uses Hudson Limou- 
sine as Beach Dressing Room 



A I S L E. 
HUDSON 
The best exhibit at the Boston show. The cars were 
placed without stiffness, the car near the aisle was far 
enough back to permit a pood view from the aisle, rugs 
add warmth and color without effusiveness, the chassis is 
on the aisle, and at the rear is an information desk and 



These slides are made ready to be shown in any standard 
projection machine in the United States. We share no 
expense for this class of advertising. Please order slides by 
number ; send cash with order ; slides canot be sent C.O.D. 

Price 25 cents each net, Postage Prepaid. 

ADVERTISING DEPARTMENT : 

HUDSON MOTOR CAR COMPANY 

DETROIT, MICHIGAN 
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MISS Betty Bicksler, daughter of Archibald W. Bicksler, well- 
known New York banker, has used a luxurious Hudson 
limousine all winter as her dressing-room on the ocean boule- 
vard at San Francisco. 

The little Miss is a beauty, as accompanying picture shows, 
she has seemed quite unaware of the dainty picture she made on her 
daily appearances on the beach accompanied by her maid and the big 
English bull-dog which always trotted at her heels. This "poor little 
rich girl" and her daddy's big Hudson limousine have been the center 
of attraction among bathers and loungers at the California beach 
this winter. 




Digitized by V^iOOQ iC 



Oklahoma Distributor Sees Super-Six 
Production — Is Enthusiastic 

Editor's Note: Mr. J. L. McClelland, of the McClclland-Gcntry Motor Co.. Oklahoma City, Okla., sole 
distributors of Hudson cars in the State of Oklahoma, lias been in the automobile business since 1905, always 
handling high-grade cars. His connection with Hudson dates from July 4, 1910. Mr. McClelland has been 
in this business longer than any other man in Oklahoma, starting in it, as he expressed it, "when everybody 
thought an automobile was a play-thing." Mr. McClelland has recently built the finest show room and 
parage in the Southwest for his business at Oklahoma City. 

Speaking of factory conditions as he found them, Mr. McClelland had this to say: 



"CONDITIONS are far better than I 
^ Instead of being disappointed I 
never saw such activity in my life, nor 
of material as I have seen here. 
I was thunderstruck when I 
saw that immense area of 
frames. It looks as though 
frames for all of the promised 
30,000 cars, if not more, are 
already on hand. It is now a 
foregone conclusion that the 
Hudson people are going to 
build all the cars they have 
agreed to. The material is on 
hand and they have the men — 
almost touching elbows — to do 
the work. I confess that my 
faith before coming here was 
just a little bit wobbly. I 
wanted to see with my own 
eyes — and I have done so. I 
feel confident now that the cars 
are going to come through 
without question. 



expected to find. "I asked for more than my quota of cars since coming 

am delighted. I here, and was refused, evidence that all distributors are 
such a huge pile being treated alike. There is a big clamor for Super-Sixes 

in Oklahoma and the prospects 
are better down there than at 
any time since I've been in the 
motor car business. The Super- 
Six is, of course, responsible 
for extraordinary interest in 
Hudson cars. I have already 
made some notable demonstra- 
tions of the Super-Six in hill- 
climbing and endurance tests 
before crowds in Oklahoma, 
and many are waiting for the 
car that has so astonished them 
with its performances. 

"I am going back feeling that 
I can assure all my dealers they 
will be taken care of and that 
by the time their selling season 
is at its height deliveries will be 
ample for all their needs." 

j. l. McClelland. 



j. l. McClelland 



James S. Frazer Goes Back to Tennessee 
With Happy Production Tidings 

Editor's Note: Mr. James S. Frazer, Hudson distributor at Nashville. Tenn.. has been in the motor car 
business since /?//. He has handled Hudson cars exclusively and is the leading man in his line in Central 
Tennessee. Like many other distributors he wanted to insit Detroit and get first-hand evidence of production 
of the Super-Six for which an insistent demand is being made in his territory. He went home happy, as may 
be seen from the following interview he gave to the Triangle before departure for the South: 



**TT looks to me as though when the factory gets in high 
■** gear it will keep all of us distributors busy making 
deliveries and selling the goods we expected to sell during 
a 12 months season in 7 months. 

"Judging from the reception that 
the Super-Six has already received 
in Tennessee, we will find it easy 
to dispose of even more cars than 
have been allotted to us. 

"I find the factory busier and in 
far better condition as to produc- 
tion and preparation for manufac- 
turing its 1916 output than when I 
was here recently. It looks to me 
that it is now nearly in shape to 
produce cars in large quantities. 

"The demand for Hudson cars in 
my territory is greater than ever 
before, due, of course, to the quickly 
won reputation of the Super-Six. It 
is still winter in Tennessee, but 
the people are clamoring for cars 
in spite of the weather and road 
conditions. 

"I am certain that after I get 
back home bearing with me definite 



information on the subject of delivery of cars we can 
readily induce those who want Super-Sixes to wait for 
them. As a matter of fact they will wait anyhow, for 
the simple reason that the Super- 
Six is far ahead of any other car 
that they can buy. 

"Farmers are now diversifying 
their crops in the south; road con- 
ditions are getting better every 
day, so that the farmer demand for 
motor cars is growing remarkably. 
I think it will be found that for 
these reasons, the ratio of increase 
in motor cars in the south is per- 
haps greater than in any other 
section of the country. 

"While dealers are piling up orders, 
they need have no fear for the future 
because after this visit I am filled 
with a sense of confidence which will 
be transmitted to them and to their 
customers back home. So my trip 
to the factory has been a profitable 
one and I am a whole lot happier at 
the outlook than before I came to 
Detroit." JAMES S. FRAZER. 
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Distributors from 
National Capital and 
Twin Cities Make 
Pilgrimage to Home 
of Super-Six and 
Each Gives Talk for 
the Hudson Triangle 



Semmes a Big Business Figure 
in National Capital 



CW. SEMMES, Hudson distributor at Washington, 
• D. C, dropped into headquarters a few days ago. 
Like others he came to see "what was doing" and went 
away with a bigger smile than the one he customarily 
wears. For Semmes is big and broad physically and men- 
tally and has trudged through life radiating a lot of sun- 
shine. Perhaps that is why he has achieved one of the big- 
gest business successes in the city of Washington during the 
less than nineteen years of his business career. About that 
many years ago, when he was just about old enough to 
vote — only they can't vote at the Nation's seat — Mr. 
Semmes took unto himself a rosy-cheeked bride, one of 
Washington's most charming young women. Their prin- 
cipal capital at the time was their youth, hosts of ad- 
miring friends and ambition. 

Things went well with Mr. Semmes and he was on the 
way to fortune when "horseless cars" made their appear- 
ance on Washington's streets. Quick to perceive their 
possibilities, Mr. Semmes embarked in the automobile 
business. Today the Semmes-Knessi Motor Car Co. is 
one of the leading distributors of motor cars in the 
country. They have one of the finest salesrooms on 
Connecticut Avenue, the fashionable thoroughfare of the 
Capital, and a big service department in an adjacent 
section of the city. 

In addition to motor cars Mr. Semmes long ago took 
on a line of trucks which he has distributed in large 
numbers to Washington merchants and to the United 
States Government. He operates the Semmes Motor 
Line, a bus service of thirty-passenger trucks, over one 
of the most historic routes in Maryland. This bus line 
makes its daily beat through Brandywine, Leonardtown, 
La Plata, Surrattsville and other old towns closely asso- 
ciated with early American history. It passes the exact 
pathway 10 miles from Washington used by Booth in 
making his escape after his assassination of Lincoln. 
Surrattsville was the home of Mrs. Surratt, executed for 
complicity with Booth in his plot to kill the civil war 
president. The bus business, with mail contracts for the 
Government, has added not a little to the success Mr. 
Semmes has made in the motor car business. He is strong 
for the Super-Six, is booking orders for it among foremost 
officials and diplomats, and left Detroit thoroughly satis- 
fied that production is coming along nicely. 



Minneapolis and St. Paul Enthusi- 
astic Over Super-Six 



JR. HISTED, General Manager of the Twin City 
• Motor Co., Minneapolis, Minn., was at the Hudson 
plant during the week and gave the following talk to the 
editor of the TRIANGLE: 

"The demand for Super-Sixes in my territory is ab- 
normal. In truth, to me it seems marvelous. This car 
seems to have been produced at the psychological moment. 
With the record-breaking crops we have out in North 
Dakota and Minnesota, meaning unexampled prosperity, 
we have firm orders for more cars than we have ever sold 
at any time previously in six months. 

"Competitors who have been hit and upon whom the 
shoe is pinching awful hard are circulating yarns about 
imaginary deficiencies of the Super-Six, but notwithstand- 
ing all this we courteously waive all that aside. We can do 
this for the simple reason that the Super-Six is 'delivering 
the goods' as per representations — doing all and more 
than has ever been claimed for it in any advertisements or 
otherwise. We have put it to every test we know how. 
It has responded every time in a way that we never 
thought was possible for any motor car to do. I never 
knew ANY car to come through with such flying colors in 
tests of endurance of the most difficult kind. We are 
trying to think of harder feats to put it through, fully 
confident that it will make good to the last limit. 

"It is only a question of getting a possible buyer into 
the car. Especially a man who has owned cars before. 
We find that if we can get a man who has owned a car 
under the wheel of the Super-Six the moment he 
steps on the accelerator he is sold. 

"We have a dealer who last year sold 17 1915-16 
models. He now has firm orders with us for 26 Super- 
Sixes, nineteen of which are sold. 

"The chairman of the board of directors of one of the 
largest financial institutions in the northwest told me the 
other day that he could not loan all the money he had to 
loan on account of the wonderful sale of the crops that we 
produced last year. Bankers in general in our country 
are deluged with money and looking for chances to place 
it. For this reason I look for the greatest year in the 
history of the motor car business in the northwest. When 
we have a car of such superlative power and endurance 
as the Super-Six to market, the prediction of a great 
Hudson year is based upon the most solid foundation." 
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Eddie Bald, Pittsburg Distributor, Adopts Educational 

Course for Salesmen 



E 



DDIE" Bald, distributor at Pitts- 
burg, ex-bike champion, for 26 
years a "speed merchant," for- 
merly associated with Barney Oldfield, was 
a factory visitor last week. 

To the editor of the TRIANGLE the 
former speed king uncovered a splendid 
educational plan for salesmen which he has 
adopted. He has presented his salesmen 
with a three-ring leather memorandum book, 
with the Hudson trade mark and salesman's 
name imprinted in gold, and a sheaf of loose 
leaves for data. The leaves are printed with 
what is called the Self-quiz Sales Course. 
Here are some of the captions showing the 
scope of the self-quiz: 

Systematic Work — field analysis. 
Use of Advertising. 
Reports and Expenses. 
Co-operation With the Trade. 
Mental Conditions — Human Nature. 
Personal Gain — Human Nature. 



Eddie Bald 



Buying Motives. 
Influence of Others. 
Response to Others. 
Production — of the Goods. 
Use — of the Goods. 
Making the Sale. 
Alertness. 

Health and Energy. 
Economy of Time. 
Co-operation with the House. 

Eddie says these books cost him $2.00 
apiece, but that the investment has proved 
a valuable one. These self-quizzes are scien- 
tific and dig right to "brass tacks." Dis- 
tributor Bald sees that his men take full 
advantage of this course of salesmanship 
and they are enthusiastic over these handy 
vest pocket lesson books. Mr. Bald is 
setting a pretty stiff pace in distributing 
Hudson cars and his sales staff are with him 
heart and soul. 
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Doctor Wants Phonograph Record 
of Super-Six Purr 

THE TRIANGLE has received the follow- 
ing from the Southern Auto & Electric 
Co., of Little Rock, Ark.: 
"Dr. Wm. R. Bathurst of this city has a 
talking machine, a player piano and has a 
keen appreciation of music. On rainy days, 
however, his musical machines are not suffi- 
cient to console him for missing a ride in his 
Hudson. The Doctor has asked if it is 
possible to secure a talking machine record of 
the gentle purr of his Hudson, which he states 
is the best music he has ever heard." 

It is suggested that our Little Rock dis- 
tributors put the Doctor in touch with one of 
the talking machine plants. But why not go 
out on rainy days with his Hudson? The 
Hudson is a wonderful purrer on rainy days. 

Motor Car Liveries 

THE Advertising Department has re- 
ceived an attractive and complete cata- 
logue of motor car liveries from Rogers 
Peet Company, New York. The catalogue 
is fully illustrated, gives prices, etc. 

Dealers who have applications for chauf- 
feurs' uniforms will find this catalogue useful 
and a copy will be mailed them on request to 
the firm mentioned. 



Salesman Won Boys and 
Sold Car 

JH. Phillips, president of the Hudson- 
Phillips Motor Car Company, distribu- 
• tors at St. Louis, tells with a great deal 
of pride the following story of a sale of a 
Super-Six by one of his salesmen, who was 
confronted by this difficult task: 

The salesman had a prospect, a man of 
some wealth, who was undecided as to the 
Super-Six or another car. His wife, who re- 
lied entirely upon the judgment of her hus- 
band, was noncommittal. They have two 
lively boys who took more than a passing 
interest in the purchase of a new car. First 
the salesman let the family try out the rival 
car. Then he asked them to take a ride in 
the Super-Six. 

The man, his wife and the two boys ac- 
cepted the invitation. With father unde- 
cided, the mother neutral, the salesman knew 
the fate of the sale depended upon the two 
boys. He gave them a ride like they never 
had before. When the demonstration, which 
was second to none ever made in St. Louis, 
was over, the salesman stated he would leave 
the purchase of either one of the cars to the 
vote of the family. The father and mother 
unanimously agreed with the boys when they 
shouted, "The Super-Six for us," and gladly 
signed the order. 



Harry Twitchell Heads Gasoline 
Bowling League at Spokane 

FIFTY members of the Gasoline Bow- 
ling League recently held their annual 
banquet in Spokane, Washington. Fol- 
lowing the banquet a permanent organiza- 
tion was effected, the following officers being 
elected: 

Harry Twitchell, of the John Doran Co., 
Hudson distributors at Spokane, President; 
John Doran, of the same organization, first 
vice-president; Harry L. Olive, second vice- 
president; and George H. Mohr, secretary and 
treasurer. 

A program which included musical num- 
bers, boxing bouts and speeches was served 
up for the Gasoline League Bowlers. 

Gloversville, N. Y. Folks 
Prefer Super-Sixes 

THE TRIANGLE has a clipping from 
a recent issue of the Gloversville, N.Y., 
Morning Herald, giving a list of 39 new 
cars purchased by prominent people at that 
place, for spring delivery. 

Fourteen of the orders reported were for 
Hudson Super-Sixes. The remaining 25 
orders were for various other makes. The 
preference for Super-Sixes is pretty clearly 
shown. 



First Annual Convention and Banquet of Inland Empire 
Hudson Dealers at Spokane, February 19, 1916 



W. 



$. Ramsay, District Service Manager at San Francisco Explaining 
Motor of Super-Six 
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Advertising Department Busy 
Distributing During Past Week 

THE Advertising Department has sent 
out within the past week or so the fol- 
lowing: 

To all distributors plates of a series of eight 
small ads. Dealers can obtain plates for use 
in their local papers from their distributors. 

Plates of another series of eleven newspaper 
ads. have been sent to distributors. Proofs 
of these have been mailed dealers who can 
obtain plates for local use from distributors. 

Four envelope inserts have been sent out 
to distributors and dealers, bearing the follow- 
ing titles: The Car of Cars; After the War— 
What; Progress and Improvement Mean 
Change; How the Super-Six differs from a 
$5,000 motor car. 

The new book "Proof of The Super-Six" 
has been distributed during the week to all 
distributors and dealers. This book should 
be generally read as it contains an explanation 
of the vital principles of the motor and proves 
how it gets its increased power. 

This book has also been sent out to scientific 
and technical magazines for publicity pur- 
poses. 

Portfolios in blue vellum containing sepia- 
toned photographs of all models 
of Super-Sixes have been sent to 
distributors and dealers. This 
portfolio is beautiful and can be 
shown prospects with pride. It 
will help sales. 

Newspapers are writing the 
factory for Super-Six publicity 
articles. These are being written 
and sent out as fast as possible. 
Several will be in the hands of 
distributors and dealers by the 
time this issue of the TRI- 
ANGLE gets into their hands. 

The Salesman's Manual is on 
the press and will be ready for 
distribution within a few days. 



Get a Typewriter 



THE man who does business today with- 
out a typewriter is doing so at consider- 
able cost to himself. The neat typewritten 
letter gets attention where one written by 
pen or pencil is thrown into the waste basket. 
Every Hudson dealer who is without a type- 
writer should get into the procession at once. 
Write the advertising department at once for 
some money-saving information about type- 
writers. 



Lincoln at Front in Super-Six 
Sales Procession 

FIFTEEN hundred persons saw the Super- 
Six on the first day it was on display in 
Lincoln, Neb., in the salesroom of the 
Lord Auto Company. 

The first day's showing resulted in four 
retail sales and fifteen wholesale sales. 
Lincolnites displayed just as much interest 
in the new Hudson car as thousands have all 
over the country. 

"The one great question," writes C. A. 
Lord, "that was answered every minute was, 
'How does a motor of this size develop 
seventy-six horse power?' This is evidence 
th 
th 

th 
Ni 
th 

on our opening day to look over the Super- 
Six. After he had taken a thirty minutes' ride 
in the car, and 'felt' the motor, he left an 
order and a deposit with us for a Super-Six. 
On his return to Hastings he canceled the 
order for the 'Eight'." 



Photo Albums of Pro- 
minent Owners a 
Sales Aid 

A VALUABLE suggestion 
comes from the Harring- 
ton-Gifford Co., distribu- 
tors at Springfield, Mass., and 
the TRIANGLE is glad to 
quote it. 

"We have found that having 
an album of photographs of our 
prominent owners has been es- 
pecially valuable to us. When a 
prospect is wavering a glance at 
this album often persuades him 
to buy when he sees Mr. or Mrs. 
So and So has bought a Hudson. 
It certainly gives the prospect 
confidence in our line, and if 
there are enough prominent 
people in the album he cannot 
help but feel that if it is good 
enough for them it is 'some car' 
and he will make no mistake in 
purchasing one." 



This Distributor Keeps 
Right on Selling 



A BIG distributor visited the factory 
recently. He was pleased with what 
he saw. 

Back home, he writes to the effect that 
he is putting forth every ounce of selling 
steam. 

He is selling, hunting for new pros- 
pects, demonstrating — working every hour 
in the day. His whole organization is 
ALIVE with enthusiasm. 

He says he is going to have a waiting list 
"a mile long." 

And he adds that he's keeping 'em all 
happy while they wait. Tells 'em to drive 
their old Hudson a little longer. 

He demonstrates the Super-Six over and 
over again — makes his prospects hungry 
for it — keeps the sold ones on edge with 
expectation. 

He is training his salesmen. He is groom- 
ing the service men to be ready to do their 
part. 

He is exercising foresight by getting 
ready for the big selling season. 

His slogan is KEEP RIGHT ON SELLING. 

To his salesmen he cries "Bring in more 
prospects/' And they do so. 

By and by this distributor will have the 
pleasure of simply delivering the cars he 
is selling NOW. 



Try To Sell It! 

THE only real way to arrive 
at the exact value of a 
second-hand car is to take 
it in trade and then try to sell it. 
However, we try to guess as 
closely as possible, and go about 
it as follows: 

First, we consider the popu- 
larity of whatever make of car it 
it may be, then its size and 
weight, and last, but not least, 
its mechanical and general con- 
dition, and estimate as nearly as 
possible just what it will cost to 
put it in salable condition. 

We have found by experience 
that there is not much market 
here for any second-hand car, no 
matter how good it may be, at a 
price to exceed $600.00, and a 
big, heavy car, will not sell at 
any price. The real seller among 
the second-hand cars is some- 
thing light which can be sold for 
$500.00 or less. 

It is our custom to go over the 
cars very carefully, and discuss 
them from every angle before 
making an offer, and when we 
have once decided on the allow- 
ance to be made we do not 
change it. 

We, of course, watch our 
competitors' stock of used cars, 
and read their "ads" in the 
newspapers, thus keeping as 
closely as possible in touch with 
the general situation. — Hulett- 
Law Motor Car Company. 



Work With The Factory 

TV TfiVER forget that the interests of the company and yours are 
^\^ identical. From the president down to the most humble 
employee of the immense Hudson organization the purpose is 
the same, to-wit, the manufacture and marketing of Hudson motor 
cars. 

If our dealers and salesmen keep that big idea uppermost in their 
minds the grand total will be SUCCESS. 

The whole factory is behind the men who are selling the cars. 

Sustain your interest, make it mutual with the factory, and success 
i« assured. 



Give Your Enthusiasm Rein 

ENTHUSIASM wins. Rarely does genuine, properly expressed 
enthusiasm fail to score. 
Super-Six enthusiasm is so justified by the car's prowess in 
tests, by its daily performances up hill and down, that a right expres- 
sion of it cannot fail to be convincing. 

Super-Six salesmen are justified in giving their enthusiasm free 
rein. It will be found contagious — and the possible buyer will easily 
be inoculated. The car is proving the easiest one to sell on the market. 
But, because this is the true, is no reason for permitting enthusiasm 
to wane. Keep it aflame. The Super-Six is a world-beater. Keep that 
idea ever uppermost in your mind. 
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Kopac Bros., Ex-Farmers, Leaders in 
Nebraska Motor Car Selling 



EDWARD and Emil Kopac, two members of the sextet com- 
prising the firm of Kopac Brothers, Hudson dealers with 
garages and salesrooms at Clarkson, Schuyler and David 
City, Nebraska, were among last week's visitors at the factory. 

The Kopac brothers are giants in stature and suggest by their 
bigness and brawn the open country west of the Missouri. This was 
their first visit to the Hudson plant, but they have handled other 
Detroit cars since 1910 and the Automobile City is familiar to them. 
This year they have added Super-Sixes. The Kopacs were much 
impressed by their Hudson visit and are carrying back to Nebraska 
a lot of Super-Six enthusiasm. 

The parents of Kopac brothers emigrated to America from 
Bohemia in 1871, settled at a point 22 miles from a railroad, bought 
land and became pioneer farmers. They prospered and raised a 
family of seven stalwart sons, all of whom helped the old folks in 
their agricultural pursuits until they sensed the great possibilities 
of the automobile business. Farming was too slow for them after 
that. Six of the boys threw their bank-rolls into one big pot and 
started out to sell motor cars. Today they sell more cars than any 
other firm in their section of Nebraska. They are solid as a rock 
financially, are citizens of high standing and the joy and pride of 
the Kopacs on both sides of the Atlantic. Pretty good for the off- 
spring of emigrant parents and one of the best examples of the work 
of the melting pot in the "Land of the Free." 



Super-Six Distinguishes Itself on 
Milwaukee Hills 



THE JESSE A. SMITH AUTO CO., distributors at Milwaukee, 
last week gave the Super-Six one of the most remarkable try- 
outs it has yet had. 
A stock Super-Six, carrying nine grown men, weighing 1,475 
pounds, climbed the Eighteenth Street hill on high gear. 

On the same day a second demonstration was made on the Nine- 
teenth Street hill, the car being loaded with four men weighing 645 
pounds. After these hill-climbing performances, the same car, carry- 
ing full load, showed a speed of better than fifty-five miles an hour. 

The grade of the Eighteenth Street hill is 13.4% and that of the 
Nineteenth Street hill 15.7%. These demonstrations of the power 
and hill-climbing prowess of the Super-Six created much comment in 
Milwaukee and have brought a flood of inquiries to the Jesse A. 
Smith Auto Co. concerning this latest product of the Hudson factory. 



Don't Forget the Prospect's 
Point of View 

IT IS a pretty safe assumption that every prospect who comes to a 
Hudson salesroom has his own point of view on motor cars. 
Try to get a line on this point of view. Endeavor to see the 
proposition from HIS angle. 

Then gradually, at the proper moment, swing him around to the 
Super-Six train of thought. 

He is a rather tough prospect who will fail to quickly see the 
MANY advantages of the Super-Six when properly presented from 
your point of view. 

But don't fail to keep in mind the possible buyer's point of view 
while trying to present yours. 

Unusually Attractive Show Display 



The Hudson Stuyvesant Motor Company's exhibit at the Cleveland show 

this year was unusually attractive. The arrangement and 

lighting effects combined to make an 

ideal exhibit. 



WHEN you hit a sales rock sit down and think about 
the best way to get around it. If calm thought 
does not bring a solution write a letter to the 
distributor in your territory. Or suppose you write the 
factory. The men there always are willing to aid in solv- 
ing your problems. 



Dealers Should Read Automobile 
Publications 

W! frequently call our dealers' attention to the necessity of 
reading the trade papers. The technical data regarding 
our competitors as well as ourselves should always be of 
interest, especially so since the advent of the Super-Six. For example, 
we hear a great deal of high speed motors, some manufacturers claim- 
ing wonderful performance and power, for this reason alone. When 
we talk of big things there is always a tendency to exaggerate and as 
a result the average salesman's ideas on such matters are influenced 
to distortion by what he hears in discussion. 

In the Motor Age, issue of March 2nd, under the "Reader's 
Clearing House" column, there is an answer to an inquiry regarding 
one of these high speed motors. The curve which they publish, and 
which we have every reason to believe is quite authentic (it having 
been supplied by the manufacturer), tells the true story of one of 
these so-called high-speed motors. The reply to the inquiry shows the 
impossibility of the claims made by the manufacturer and furnished 
excellent material for a convincing talk by any Hudson salesman. 

We do not want you to mention competitors or knock them, but 
we do want you to be able to reply accurately to direct inquiries. 
Unless we familiarize ourselves with every phase and argument which 
enters into the situation, we cannot talk intelligently. 

Every Hudson dealer should subscribe to one or more of the fol- 
lowing: the Motor Age, the Automobile, Automobile Topics, 
Horseless Age, The Motor, Motor World, The American 
Motorist, Automobile Trade Journal and Automobile Dealer 
and Repairer. An annual subscription to these journals will mean 
an investment of only a few dollars and the mail will bring them 
direct to your door. Every one of them furnishes material which 
can be used to advantage in your business. 

Your salesman should read all of them and you should hold weekly 
meetings to discuss the subjects of interest. If you will read them 
carefully, you will find thousands of arguments in favor of the Super- 
Six. 
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— for those who would achieve. 

He succeeds because he possesses 
in perfection ONE — and only one — 
great characteristic. 

He HANGS ON 

Tenacity and the bull-dog mean the 
same thing. 

"We'll fight it out on this line if it 
takes all summer," said a human bull- 
dog, famous in the annals of American 
military genius. 

Nothing worth while ever has been 
done without something of the tenacity 
of the bull-dog. 

In difficult situations the ability to 
"hang on" is the thing a man needs to 
make him a winner. 

To gain time frequently is to conquer. 

Just now a conflict of great nations 
rends the world. Even though America 
is at peace the waves of the European 
disturbance roll to our shores. 



luuay. 

To make men and mind bigger than 
mere market conditions. 

When confidence wanes, then BULL- 
DOG GRIT is needed. 

The bull-dogs who set their teeth, 
and grimly hang on, will come out 
with the prize. 

When conditions seem most unfavor- 
able, then is the time to be steadfast 
and determined. 

The tougher the outlook for the bull- 
dog, the harder he grips. 

He rises magnificently to every situ- 
ation. 

He glories in battle's tests — for it 
merely gives him an opportunity to 
show the stuff he is made of. 

Copy his grit. 

Determine that no matter what con- 
ditions confront you that the Super-Six 
will get all that is going in your territory. 



Timid, easily frightened people are Consider the bull-dog. 
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ADVERTISING DEPARTMENT 
BULLETIN 

New Large Catalogue 

The permanent Super-Six catalogue has been completed and is 
now being shipped to distributors and dealers. Small catalogues 
with the red striped cover, known as the "Show" catalogue, will 
now be discontinued, their place being taken by the larger, per- 
manent book. 

Salesman's Pocket Manual 

The new edition, revised, completely rewritten and improved, is 
being sent out this week. Dealers and salesmen will find this book 
to be a veritable encyclopedia of Super-Six knowledge. Note 
suggestions relative to its use in this issue of the TRIANGLE. 

Second Printing "Letters From a Successful 

Hudson Dealer to His Son" 

This booklet is being advertised in the motor trade papers. To 
take care of the demand which has already been felt at the factory, 
a second edition has been published. This also provides extra 
copies to be sent to dealers or salesmen on request The book is 
priced at 25 cents to outsiders. To the Hudson Family it is sent 
free. 

Official Certificate of A. A. A. 

Certifying to Super-Six Speed Trials 

There is being prepared for general distribution a facsimile of the 
certificate of the officials of the A. A. A. certifying that the Super- 
Six used during the Sheepshead Bay trials was a strictly stock car 
in all respects. It also gives time by laps and full details of the 
test and is signed by the officials of the A. A. A. This publication 
will effectually settle any question as to the car used in the speed 
test being a stock car. 

Enlarged Photograph of Super-Six Crankshaft 

There is being prepared for general distribution an enlargement 
made from a photograph of the Super-Six crankshaft. It is ex- 
pected this will be ready for distribution about the 7th of April. 
The idea is that distributors and dealers should have this large 
photograph framed and hang it on the wall of their show rooms. 
Detailed instructions as to handling will be given when the photo- 
graph is sent out. 



Hero of Merrimac Likes Super-Six 



CONGRESSMAN Richmond P. Hobson, perhaps more widely 
known on account of his exploits as a naval officer in the 
Spanish -American war which earned him the sobriquet of 
"Hero of the Merrimac," had a ride not long ago in a Super-Six at 
Roanoke, Virginia. 

TRIANGLE readers will be pleased to know on the authority of 
James Frantz, Secretary of the Virginia Motor Car Co., Hudson 
dealer at Roanoke, Virginia, that the gallant Hobson liked the car 
immensely. Mr. Frantz states that during the trip taken in it, Mr. 
Hobson remarked repeatedly upon the quiet, smooth performance of 
the Super-Six, and also mentioned its "snappy and fast getaway." 



Envelope Staffers That Tell Much Weekly News Bulletin Has Sales Value 



THE Hudson Super-Six News bulletin is a more important piece 
of advertising than many dealers realize. This bulletin goes into 
the windows of 1,000 dealers and is seen each week by not less 
than a thousand people in each town where posted. This means that 
it reaches the eyes of ONE MILLION people every week. If dealers 
will get the bulletin posted in other windows its advertising value 
will be greatly multiplied. 

It is but a few steps from a look at the bulletin into your salesroom 
for further inquiry about the Super-Six. 

The intention is to make the bulletin as interesting as possible. 
Distributors and dealers can further our efforts by sending us mate- 
rial for it. Striking photographs of the Super-Six in action, showing 
its power and endurance, with interesting scenic backgrounds, are 
what we want. 

This bulletin is BIG advertising. Make the most of it. 

Toledo Show Big Success 

THE recent automobile show at Toledo is reported by the Gamble 
Motor Car Co., distributors at that point, to have been the 
most remarkable and successful ever held in that city. 
During show week nineteen sales were made and the distributors 
closed with four dealers. The Super-Six was the center of attraction. 



THE four "envelope stuff ers" recently distributed will be found of 
genuine value to all Hudson dealers. They are attractive. Each 
tells a Super-Six story interestingly. They answer the motor 
car question that is in the mind of many a wobbling prospect today. 
Much good is expected to come from these four modest little pieces 
of Super-Six literature. Dealers should religiously include one or the 
other of them in every piece of mail they send out. They'll bring 
results. 



A Super-Six triple demonstra- 
tion means a demonstration of 
hill climbing, acceleration, and 
speed on the level, with the same 
car, on the same day, at the same 
time, without driver or pass- 
engers leaving their seats. 

See Hudson Super- Six News 
bulletin No. 6, out this week. 
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A Good Tip From Rochester 

OUR Rochester distributors, Ailing & Miles, Inc., have adopted a 
1 plan that works out finely. They have printed a 3j/£ x 6 card 
to accompany all circular letters mailed out which reads as 
follows: 

In order that your inquiries may receive prompt atten- 
tion and Hudson users obtain good service we have established the 
following branches and dealers: Then follows a complete list of the 
branches and dealers in the territory. At the bottom of the card reads 
"Please address your inquiry to the nearest dealer" and the dis- 
tributors' firm name in bold type. The copy is changed from week to week. 

Mr. Ailing was in Detroit not long ago and told the editor of the 
TRIANGLE that the country around Rochester has been blanketed 
with three or four feet of snow for the past two months. He says 
there are many drifts eight feet high and that many days have passed 
that his distributor could not take his car out of the garage. In spite 
of adverse weather Mr. Ailing says the demand for Super-Sixes is 
insistent. People want to pay for them on the spot and store them 
until good weather comes — anything to make sure they get them. 

Mr. Ailing was pleased to observe the increasing power of pro- 
duction at the factory. 

Getting Free Publicity 

THE Advertising Department will be regularly sending out 
publicity matter to its distributors and dealers from now on. 
There is no reason why our people should not get this matter 
printed without charge by their local newspapers. Use your advertis- 
ing expenditures as a lever to get Super-Six publicity. It ought not 
to be difficult for dealers who spend all the time with their papers 
to get the reading matter we send them printed. It will be a good 
plan to hold some of these stories, if necessary, until you are ready 
to run some PAID advertising. Spring the publicity matter simul- 
taneously. If the advertising man of your paper wants your 
business bad enough he will respond with good grace to your request 
for the publication of your publicity matter. The latter is valuable. 
Our publicity will be directed to the discussion of Super-Sixes and 
technical and other features concerning them that we particularly 
want to bring to the eye and mind of the public. So we urge our 
dealers to get the most out of their advertising expense in the way 
of free publicity. 



Super-Six's Great Feat at Fall River 



THE Super-Six gave an amazing demonstration of its super-power 
at Fall River, Mass., early in the month. With the car's speed 
lever sealed in high gear by a committee of local newspaper men 
it climbed Fall River hills hitherto unconquered by motor cars, except 
on low gear. Five tests were made, in every one of which the Super- 
Six distinguished itself before the large crowds gathered to witness 
them. The local police gave special authority to use the various 
hills and were on hand to take care of traffic. The Lincoln Avenue 
hill climb was pronounced by wise motor car men as an unprecedented 
performance, especially in view of the fact that the hills were covered 
with snow and ice. The Super-Six valiantly did all that was expected 
of it by Robert W. Powers, distributor at Fall River. Mr. Powers 
was recently at the factory and, in discussing the event, said that in 
all his experience as an automobile man he never knew a car with 
such power and endurance under any and all conditions as the Super- 
Six, and predicted a great career for it when Time in its flight gave 
further opportunity for a display of its prowess. 



Dealers Meeting at Kansas City 



DEALERS of the Hudson-Brace organization, distributors at 
Kansas City, had their annual convention a short time ago. 
Mr. Brace was at the factory last week and declared the bringing 
out of the new Super-Six made this convention the most enthusiastic 
gathering of motor car men he ever saw. Speaking of things back 
in the "Show-Me" state, Mr. Brace remarked that "there's a very 
noticeable difference between the way a man talks about the Super- 
Six BEFORE he rides in one and afterwards. A man comes into 
our place and talks car for a while. Finally we say 'get in a car and 
let us go up the hill.' When that man comes back he is an entirely 



different prospect. We can buy his old car for less money after we 
demonstrate a Super-Six. And Kansas City is a town that 'shows up' 
a car if it isn't there with power on account of its hills. Reservation 
Hill is one on which we are doing some mighty convincing power work 
with the Super-Six. And none of it is being missed on the drivers of 
other cars, either." 

Mr. Brace was pleased with all he saw at the factory and par- 
ticularly at the sight of materials for building 30,000 Super-Sixes and 
the progress in producing them. 
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Ploeger Gets the Orders 



Harold W. Ploeger 

THE original of this sketch is Harold W. 
Ploeger, salesman with The A. L. Max- 
well Co., distributors at Evansville, Ind. 
He is 6 feet, 4 inches tall, weighs 210 pounds, 
and about as old as he looks. He sold his first 
Hudson car on March 18, 1915. On February 
25th this year he celebrated the anniversary 
of his birth and of joining the Hudson family 
by selling two Super-Sixes. March 13th he 
turned in orders for three more Super-Sixes. 
Mr. Ploeger is a most promising member of 
the Super-Six family. 

The Book of Books for Hudson 
Salesmen 



H. J. Schwartz, President of the Standard Motor 
Car Co., distributors at Columbus, Ohio, was at the 
factory a few days ago. Schwartz says he is talcing 
orders and delivering cars right along, the balance 
between both being about perfect. The editor of the 
TRIANGLE swapped travel experiences in Hawaii 
and the Far East with Mr. Schwartz during his visit. 
Mr. Schwartz was somewhat of a soldier of fortune 
before he got into the automobile business and 
settled down. The days of his wanderlust were filled 
with many interesting adventures in the far places 
of the earth. 

J. W. Goldsmith, Jr., distributor at Atlanta, Ga., 
reported on the 16th that he had just delivered a 
Super-Six limousine to G. F. Willis, a prominent 
medicine manufacturer of the south; and a Super-Six 
town car to B. M. Grant, a big real estate dealer of 
Atlanta. 

A. T. Crawford, Hudson dealer at Scott's Bluff, 
Neb., recently sold a Super-Six to a ranchman for 
April delivery. After Mr. Crawford had told the 
ranchman what he was going to do for him, and what 
a wonderful car it was, the latter handed over his 
deposit with the remark — "don't get it into your 
head that YOU sold me this car. It was my friends 
who have owned Hudson cars that convinced me 
this Super-Six was the car to buy." Crawford is now 
wondering who sold the ranchman's friends and 
intends to find out. 

W. G. Welbon, distributor at Cincinnati, spent a 
day at the home of the Super-Six last Friday. He 
said the demand for the Super-Six was great not only in 
southern Ohio but over in West Virginia, where motor 
cars are being adopted in increasing numbers. Mr. 
Welbon predicts a record -braking Hudson year with 
the Super- Six. 

H. E. Sunderland, director of the wholesale end o 
Ailing & Miles, Inc., distributors at Rochester, N. Y., 
accompanied Mr. Ailing to Detroit last week. It 
was Mr. Sunderland's first visit to the Hudson factory 
and he was enthusiastic over it. Mr. Sunderland was 
in the automobile business with other companies 
before joining the Hudson family and was 12 years 
with the Burroughs Adding Machine Co., to which 
he went from the National Cash Register Co. 



C. C. Guest, manager of the Standard Garage Co. 
Great Falls, Mont., writes of Super-Six enthusiasm 
in his section. He says: "Since unloading yesterday 
morning (March 17th) I have had possibly 75 people 
in this car and they are all just simply Super-Six 
crazy, as they have never ridden in anything with 
the same amount of surplus power and easy riding 
quality. Hills that they have all been taking on 
second speed the Super-Six climbs easily on high. 
It also surprised every one to note the slowness with 
which the car was capable of climbing high grade test 
hills and the freedom from vibration which it mani- 
fested while doing so." 

Another factory visitor of the past week was Harry 
A. Scott who, associated with his father, is a Hudson 
dealer at Kalamazoo, Mich. Mr. Scott is a registered 
A. A. A. driver and is therefore having an interesting 
time these days with the Super-Six to put through its 
paces. He says he has not been so happy with any 
car in all of the 15 years of his connection with the 
automobile business. 

J. E. Johnson, dealer at Durham, N. C, took a 
trip through the Hudson plant last week. He had 
not been through in four years and the expansion and 
improvements since his last visit were quite a reve- 
lation to him. 



J. C. McClelland, 59, passed away March 
23, at Oklahoma City. The deceased was the 
father of J. L. McClelland, and was the vice- 
president of the McClelland -Gentry Motor 
Co., Hudson distributors for the State of 
Oklahoma. 

The late Mr. McClelland was prominent in 
financial and business circles in Oklahoma 
and had held various responsible state and 
county offices. 

He was always a strong Hudson believer. 
He thought the car was second to none and 
invariably endorsed without reserve the Hud- 
son policies. His passing is a great loss to 
the Big Hudson Family. 

The entire Hudson organization extends, 
through the TRIANGLE, the deepest sym- 
pathy to the surviving members of the family. 



Super-Six Popular in Tampa 



Too much emphasis cannot be made of the import- 
ance to every man in our organization of THE 
SALESMAN'S POCKET MANUAL. The new 
edition is just off the press and is being distributed. 

Salesmen ought to practically memorize this book. 
Those who know its contents thoroughly will be 
equipped with just the right information to tell 
ANYBODY what the Super-Six is. Every reasonable 
question any prospect might ask has been antici- 
pated. The right way to use this book — which should 
be carried ALL THE TIME — is to become familiar 
with its various captions and the pages on which they 
appear. For example, you want to refer to "Hudson 
Service." Memorize the fact that it is on page 25. 
Likewise get it pat that "Beauty of Finish" is on 
page 5; "The Simple Carburetor" on page 11; "The 
Advantages of Hudson Semi-Elliptic Spring over the 
Cantilever" on page 30, and so on. The value of the 
Manual to salesmen will depend on perfect familiarity 
with its contents, and its constant possession in his 
pocket for instant reference. Make the most of this 
book. Your success as a salesman will be materially 
advanced by it. 



THE Super-Six has caught Tampa, Florida, according to reports from the Florida Auto 
and Gas Engine Co., distributors at that point. They have analyzed the southern Florida 
situation carefully and deduct that out of twenty-four makes of cars sold in that territory 
Hudsons come third. The demand in Florida for cars is growing fast because of better financial 
conditions and improved roads. The Super-Six caught the fancy of visitors to the recent 
South Florida and Gasparilla Carnival. The Super-Six was surrounded every minute and 
many orders were placed for them. 

Our distributors look to see the splendid Hudson reputation brought increasingly to the 
fore by the production of the new car which is giving such a good account of itself. 
We reproduce a picture of the Super-Six Exhibit at the Tampa show. 
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This Bulletin Brings Prospects to Your Door 

Get it in your window. Make the most of it. 
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Saunders Says Super-Six Best 
Car Made 

BJ. Saunders, 
president of 
the Saunders 
Motor Car Co. /Birm- 
ingham, Ala., was a 
factory visitor on 
March 31. To the 
editor of the TRI- 
ANGLE who talked 
with him, Mr. Saun- 
ders said: 

"I clearly perceive 
what the factory is up 
against in producing 
this new car, but after 
looking things over 
here I feel quite sure 
all difficulty will be 
ironed out in a short 
time and we will get 
the cars we want — and 
for which there is such 
a demand. 

"You are building 
what I honestly believe 
to be the best motor 
car being made. There are 5,000 cars in Birmingham today and I 
bought the twenty-seventh car there, and have never been without 
a car since, most of the time having three at one time, and I've paid 
as high as $4,700 for them, but I believe right now we are building 
the best car on the market. I have been representing motor cars for 
15 years and believe I know one when I see and run it. I really do 
not believe you Hudson people here know what you are building — 
you have made but one mistake. You have not charged enough for 
the Super-Six." 

Photographic Suggestions for Dealers 



Attractive Billboard at San Antonio 



THE Crockett Automobile Co., distributors at San Antonio, 
Texas, are displaying the Super-Six, painted on a 35-foot bill- 
board, on one of the prominent residence streets of that city. 
The reproduction scarcely does justice to this splendid bit of out-door 
advertising. In its classic setting the Super-Six is shown to great 
advantage. Mr. Steinhardt reports that this advertising is creating 
much favorable comment as well as inquiry concerning the car 
at the salesrooms. 
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Personality Counts 

A CONVINCING personality is a powerful asset in 
salesmanship. 

Selling a car like the Super-Six ought to be 
sufficient inspiration to induce our salesmen to make the 
most of themselves. 

They should daily improve their knowledge, their 
manners, their language, the better to fit them for their 
task. Selling Super-Sixes is a dignified calling. Make 
yourself worthy of it. 
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T.HE photograph reproduced above came to the Advertising 
Department with the story that went with it typewritten 
and pasted on the back as shown in the lower picture. It was a 
beautiful, clear photograph, evidently taken with care as to details, 
such as the showing of the scenic background, posing of the Super - 
Six, etc. We need interesting photographs in which the Super-Six 
figures. The suggestions given will increase the interest of pictures 
and facilitate the task of editing the stories they tell. 



"Super- Six Has Taken Baltimore 
By Storm" 

SO says E. J. Mc- 
I Laughlin, director 
of the wholesale 
department of the 
Lambert Automobile 
Co., Hudson distrib- 
utor at Baltimore. 
"We've averaged more 
than twelve sales a day 
in my territory since 
Washington's Birth- 
day. And the dealers 
weVe signed up with 
after driving the Super- 
Six have come back 
with the remark: 'It is 
the most convincing 
car I have ever driven. 
I cannot find a weak 
point.' Pretty strong 
endorsement when you 
consider that the sever- 
est critic of a car is the 
prospective dealer. Of 
all men he is ordin- 
arily the hardest to satisfy before he has contracted to sell a car." 

"Wholesale work does not consist so much in selling a contract 
as in contracting with a man for your line and then developing him 
in his own field in his line. The successful wholesale man of today 
has to do that" was a sage observation the enthusiastic McLaughlin 
made during his brief chat in the TRIANGLE office. 

Mr. McLaughlin came to Detroit to arrange details of a service 
convention to be held at Baltimore this month. His plan is to have 
all dealers, the whole shop force if possible and representatives from 
the factory present at the meeting. 
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Official Certificate of A. A. A. 
Certifying to Super-Six Speed Trials 

This was mentioned in last week's TRIANGLE. 
The facsimile certificate has been sent to all distribu- 
tors and dealers. Additional copies supplied on re- 
quest to factory. 

Post Card Size Illustrations of 
Different Models of the Super-Six 

A supply of photographic illustrations of the different 
models of the Super-Six has been sent to all distribu- 
tors and dealers. These show all of the seven different 
body designs. They are intended to be used as 
envelope inserts. The photographic reproduction 
work is excellent. These cards can be used to 
advantage. 

Touring Sedan and Cabriolet 
Newspaper Ads. Being Prepared 

Copy is in course of preparation for newspaper ads. 
on the Super-Six Touring Sedan and the Cabriolet. 
Proofs of these advertisements will be sent to all dis- 
tributors and dealers as soon as completed. 



Super-Six a Wonder in Snow 



Noted Aviator Buys Super-Six 

Oscar Brindley, U. S. A. Rides 
in Car— Orders One 



The above pictures show how the Super-Six easily ploughed its 

way through big snow drifts on Bald Mountain, near 

Detroit, during the recent big storm. 



THE MAN 

"f^IVE me the man who can hold on when 
VJ others let go; who pushes ahead 
when others turn back; who stiffens up when 
others weaken; who advances when others 
retreat; who knows no such word as 'can't 9 
or 'give up 9 ; and I will show you a man 
who will win in the end, no matter what 
opposes him, no matter what obstacles 
confront him." 



"Bird of a Car" Says Lauder 
of Super-Six 



LIEUT. Oscar Brindley of the U. S. Aviation School at North 
- Island, near San Diego, has just placed a rush order for a 
* Super -Six. 

He is said to have owned every make of motor car. The army 
aviator is a "speed demon." It is gossip around the government 
aviation school that he resorted to the upper air for sensation because 
there was not a motor car built with the combination of speed and 
comfort to suit him. 

A short time ago Lieutenant Brindley dropped into the salesroom 
of M. L. Sarsfield, distributor of Hudson cars at San Diego. Being 
invited for a spin in the Super-Six, he gave it a quick and sweeping 
inspection and consented. Details of that trip are lacking beyond the 
fact that the aviator stepped on the throttle and whizzed away very 
much as he might have done with his pet flying machine. When he 
came back from the ride he instructed Mr. Sarsfield to book a rush 
order for a Super-Six. 

It is obvious that the Super-Six must have satisfied Lieut. Brindley, 
that it possessed both the comfort and the speed to meet his re- 
quirements. 

The accompanying illustration was taken in beautiful Balboa Park 
in San Diego. Mr. Sarsfield and W. T. Ramsay, Hudson Pacific 
Coast Service Manager, are in the tonneau. 

Mr. Sarsfield says that Lieut. Brindley is the first man to whom 
he demonstrated the Super-Six and that the aviator's order was the 
first he booked for the new car. 

Other orders for Super-Sixes have been placed by Leslie M. Shaw, 
former Secretary of the Treasury, and several prominent San Diego 
merchants. 



WHEN the Scotch comedian, Harry Lauder, was at Sandusky 
recently he and Mrs. Lauder did considerable riding in a 
Super-Six. J. H. Reed of the Herman Auto Co., dealers 
there, snapped Mr. and Mrs. Lauder in the car. Then he went down 
to the lake and kodaked a lot of gulls, failing to shift the film along. 
The result was a double exposure and composite picture of the 
Lauder party and the birds. When Mr. Lauder was shown the 
picture he laughingly remarked, "Well, it's a bird of a car," which 
happens to be literally true in this particular picture. 
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Factory Visitors and Field Gossip 
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New Service Plant for 
Chicago. 

OUIS GEYLER, Hudson distri- 
butor at Chicago, has started 
work on a new service station, 
as been made neces- 
:r of Super-Sixes sold 
rd filters through to 
)etroit that when the 
eady for business a 
lanned which will be 
standard. 

Goodrich Resigns 

GN. GOODRICH who for a year 
or so has been in charge of the 
claim department at the factory 
goes to Cleveland as Manager of 
the Hudson - Stuyvesant Service 
Department in the Ohio metropolis. 
Mr. Goodrich succeeded P. R. McCrae 
when he became manager of the 
claim department. The latter is now 
vice-president of Ailing & Miles, 
distributors at Rochester. 

Snow Makes Sales 

WH. HOUSMAN, Hudson 
dealer at Chatham, N. Y., 
sends in the following: "We 
have just had the worst snow storm 
since 1888. I have had my demon- 
strator out every day of the storm. 

I broke out a road from my place up 
through the main street the morning of the 
storm when th< l an average of 

two and a half lis operation as 

well as each da the snow until 

last Saturday was the cause 

Of tWO Sales Of uuyti -oiAta. 



Guy L. Smith 

GUY L.SMITH was at the factory for 
several days early in March. He piloted 
his dealers Edward and Emil Kopac 
from Nebraska to Detroit and acted as 
"guide, counselor and friend" to them while 
they were here. 

Mr. Smith of Omaha did a lot more than 
walk in and right out again. He saw the 
factory from end to end and took an interest 
in the production. He told the TRIANGLE 
that "everything was just lovely" and he 
couldn't see why Nebraska should worry 
about getting cars by the time good weather 
arrived. 



Strong for New Service 
Plan— Will Adopt It Lit- 
erally At Albany 

EV. STRATTON COMPANY, 
distributors at Albany, N. Y. f 
write their endorsement of the 
new Hudson Service Plan in these 
words: 

"We are in hearty accord with the 
Hudson Service Plan as outlined in the 
new service book and are planning to 
adopt it literally. We will be glad to 
observe the reciprocal feature of it and 
recognize and promptly to remit to 
the dealer turning in to us, properly 
signed, service card of one of our 
owners." 

Pioneer Hudson Distribu- 
tor of Arkansas Calls 



A' 



H. BLACK, distristributor at 
Fort Smith and pioneer Hud- 
son man of Arkansas, spent 
two days at the factory last week. 

"In 1911 I decided to go into the 
automobile business," said Mr. Black 
to the editor of the TRIANGLE, "and 
somehow I fatefully got hold of a Hud- 
son catalogue which decided me to 
come to Detroit and see the Hud- 
son factory. It looked so good to me 
and I was so pleased with the whole organ- 
ization that I promptly decided to take the 
line. I shipped six cars, all I could get, 
back home. I sold them and they are all 
running yet and giving good service. 

"The Hudson factory of today and these 
fine offices are a vast improvement on condi- 



Hudson Road Signs are 
Beacons to Tourists 



ALL the way from Spokane came genial 
W. H. Heylman to have a look at the 
- Super-Six in the making. Mr. Heylman 
is Secretary of the John Doran Co., distribu- 
tors at Spokane. This was Mr. Heylman's 
first visit to the factory. He was a welcome 
visitor and took a keen interest in all he saw. 
Assured that he would get his allotment pro- 
rata from month to month the same as other 
distributors, he went away contented. Mr. 
Heylman says there is a huge demand for 
Super-Sixes in Washington State. 



Dealers who fail to use Hudson Road Signs are 
missing a good chance. The signs help tourists 
to find you, create good will, cost little. Properly 
used they will be 
found one of the 
most attractive and 
valuable advertis- 
ing features we 
have originated. 

Be sure and place 
your signs care- 
fully, thoughtfully and solidly. Personal supervision 
by dealers will insure this. 

Put the road signs up in the right place, and put 
them up to stay. 
A few hundred 
' thousand of these 
road signs scat- 
tered along the 
roads of America 
will give Hudson 
dealers an advan- 
tage that is more 
than worth all 
the expense and 
trouble involved. 

Remember, a 
sign in a western 
state helps the 
dealer back east ; 
and on e in the 
south makes friends 
for dealers north. Don't forget this. Get the road 
signs up. Touring time is at hand. 



.Harrisburg; 

I.W. DILL 

.HUDSON/ 



A. H. Black 

tions as they existed when I first visited 
here — and the Super-Six is the greatest car. 
Everybody in my part of the country who 
has seen the Super-Six likes it. I came to 
see how production was coming along. My 
trip convinces me that I'll get all the cars I 
contracted for in due course and I am 
extremely happy at the prospect." 
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From Office Boy to Dealer 



FEW men in the Hudson family have had broader practical motor 
car experience than L. E. Colgrove, dealer at Grand Rapids, 
Michigan. 
Mr. Colgrove has been in the business fourteen years, commencing 
as office boy in a big Detroit factory. When old enough he went 
through the shops and acquired practical training. Since the days of 
his youth he has gone the whole gamut — production manager, car 
tester, salesman. As a Hudson salesman his success was pronounced 
and earned him the dealer's mantle at Grand Rapids under Bemb- 
Robinson Co., Michigan distributors. 

Our illustration shows Mr. Colgrove studying a Super-Six motor 
at the factory a week or so ago. It is no small tribute to the Super-Six 
to listen to this ripely practical man discuss its marvels. "The sale 
of Super-Sixes, " said Mr. Colgrove, "will be measured only by the 
number we are able to get. The demand for the new car is immense. 
Everybody knows about it. The factory here is in fine shape and I 
have not a particle of doubt that it will turn out all of the 30,000 
Super-Sixes scheduled for production this year." 



Reading Is Better Than Writing 

IN spite of all the suggestions that are given to dealers, in spite of 
weekly articles in the TRIANGLE, the factory still receives 
many letters from dealers asking questions which are answered 
in our literature. Hardly a day passes that some dealer does not 
write in about rumors that are spread by competitors relative to 
certain features of the motor, of the car, or of the business. Practically 
every one of these questions is answered either in the Salesman's 
Manual or in other literature published by the advertising and sales 
departments. 

It is a matter of constant surprise that some dealers seemingly pay 
little or no attention to circular letters or printed matter sent them 
from the factory. 

Might we suggest that it is impossible for anyone to keep in touch 
with what is going on, and with the information that is being sent 
out, if they will not read what is sent them. 

Dealers in remote parts of the country, several thousand miles 
from the factory, take the trouble to write a letter, which occupies 
three or four days in reaching the factory. The reply takes the same 
time in getting back. Anywhere from a week to ten days is involved 
in securing the answer to a question which in nine cases out of ten is 
thoroughly and fully answered by material that is at that moment 
lying on the dealer's desk. 

May we repeat again that the Salesman's Manual answers almost 
every question that may be thought of in connection with the car. 
All dimensions, weights, styles of bearings, answers to common ques- 
tions, replies to various rumors circulated by competitors, and other 
things of this sort, all are answered in the Salesman's Manual. 

We suggest to dealers and salesmen — and we regret to say that it is 
necessary to include some distributors — that they will save themselves 
a great deal of time and trouble, and will secure prompt answers to 
questions and better sales arguments, if they will familiarize themselves 
thoroughly with printed matter sent out from the factory before 
writing letters or sending telegrams. 

New Mansfield Branch 



Intensive Selling 



A PROSPECT was wavering between [a Super-Six and another 
car. The salesman who had taken him in hand could not 
close the sale. So he introduced the prospect to a second 
salesman. The latter made a single remark that won the order. 

The one question that he asked the prospect was this: 

"To what purpose are you going to put this car?" 

"I am going to use it on my farm for running into town daily/' 
said the prospect. 

The salesman took an order blank out of a drawer, filled it out, 
asked the man what equipment he was going to have on the car, 
pushed the blank toward him and handed him a pen. The latter 
signed it and wrote out his check for a deposit. 

Primarily this story illustrates what a little nerve and judg- 
ment will accomplish. Also, it suggests the idea of finding out 
to what particular purpose the buyer is considering putting the 
car. The minute you find out the particular function a car is to have 
in a man's daily life, concentrate your selling talk along those lines. 

This will give you a better chance of getting the order quickly. 
You take less risk of losing the order when you talk specifically. 

Some men wish to use their car on an estate. Some buy it 
for touring. Others buy a car for town use in their business, or 
for the family shopping and social calls. Others desire a car for 
use in their profession. 

The Super-Six has striking talking points on every purpose 
for which a man purchases a car. 

Find out how the prospect is going to use the car. Then 
bring the right talking point into action. 



THE Standard Motor Car Co., distributor at Columbus, formally 
opened a branch at Mansfield, Ohio, in February. 
The branch which is under the management of R. £. Moore- 
head is located at 50 Park Avenue west, an exclusive residence street, 
and is one of the most attractive motor car sales rooms in Mansfield. 
The three-day opening was marked by a large attendance of people 
attracted by announcements that the Super-Six would be displayed. 
Six Super-Sixes were sold. 

The Mansfield establishment is the natural result of the aggres- 
sively successful business methods of H. J. Schwartz, the young 
president of the Standard Motor Car Co., whose career as a Hudson 
distributor at Columbus has been a brilliant one. 



The Omaha salesroom, as will be seen from the above illustration, is both 
spacious and beautiful and compares favorably with the other attractive 
rooms at Hudson distribution points. Located on one of the best streets of 



the Nebraska metropolis, this splendidly equipped place is a fitting one 
for the display of the Super-Six. It reflects the good tastes of our Omaha 
distributor, Guy L. Smith who planned it. 
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These Cards Are Useful 



ADVERTISING DEPARTMENT 
BULLETIN 

What Is Service 

But a Name? 

A little folder bearing this title is being sent to distri- 
butors and dealers. It shows the trend of thought 
in the motor car industry on the subject of service and 
indicates the timeliness of the recently adopted new 
Hudson Service Inspection Plan. 

Touring Sedan 
Newspaper Ads. 

Proof sheets of four of these are being sent to all dis- 
tributors and dealers. Plates or mats will be sent to 
those who desire to use them on request to the factory. 

Cabriolet News- 
paper Ads. 

Cabriolet newspaper ads. are now being set in type and 
will soon be ready for distribution. 

Photograph of 
Mexican Revolutionist. 

A photograph of Fierro, the Mexican revolutionist who 
used a Hudson car in his travels over the rough moun- 
tain passes, is being sent all distributors and dealers. 
This is in poster form and should be prominently dis- 
played in your windows. 

Newspaper 
Publicity 

We are sending out to all distributors and dealers a 
variety of publicity stories. This week there are three 
stories on the touring sedan, two on hill climbs, and 
several on other topics. Get your local newspapers to 
print them. 



A SUPPLY of these attractive photographic reproductions of the 
seven body variations of the Super-Six has been sent to all 
distributors and dealers. 
These will be found useful in answering inquiries about any par- 
ticular type of the Super-Six in which a prospect may be interested. 
Don't fail to inclose them. 

They were designed to help our dealers and are sure to attain 
this purpose if used. A further supply may be had upon request to 
the factory. 



Distributor Sells Super-Six With Hudson Service Plan Book 



WILLIAM STEINHARDT, head of the Crockett Automobile 
Co., distributor at San Antonio, Texas, recently sold a Super- 
Six to a prospect who was undecided and did not want to 
pay the price of the Super-Six for a car. The sale was clinched through 
the effective use of the new Hudson Service Plan Book. The story 
of the sale is best told in Mr. Steinhardt's own words communicated 
to the factory in his letter of March 17th, which reads as follows: 

"My experience yesterday with a customer to whom I showed the 
Hudson Service Inspection Plan has proven to me conclusively that 
this little booklet properly presented to a prospective buyer is one of 
the most valuable selling assets that a salesman or dealer can have. 



Super-Six Scales Blue Ridges 



MR. F. F. PERNELL, Hudson sales manager for The Motor 
Company, distributors at Winston-Salem, N. C, returned a 
few days ago from a trip east. 
He made the trip from Fayetteville to Winston-Salem in five 
hours, thirty minutes and seventeen seconds, distance, 157.4 miles. 

The most remarkable event during his trip was the run on high 
gear from Fayetteville to Clinton. This trip it is said has 
been tried on high gear several times by tourists but never has 
the feat been accomplished before the trip made by the Super-Six. 



I am so enthusiastic over my recent discovery that I cannot help but 
call it to your attention. 

"A prospect who was only lukewarm came into our show room 
yesterday and incidentally mentioned that he didn't think that he 
would pay as much for an automobile as the price of the Super-Six. 
He contended, before we had explained our Service Plan, that nearly 
all service by different motor car dealers and manufacturers was about 
on the same plane; he couldn't see any difference; that it was a matter 
entirely of fairness, up to the dealer and the manufacturer as to the 
amount of service that he would get. He went on to state that nearly 
every dealer had promised him service and also told him that the 
manufacturer guaranteed defective parts for one year. 

"Right there is where I got busy. I got out my Hudson Service 
Inspection Book and first explained to him thoroughly card No. 1, 
taking into consideration the 52 items on the reverse side. He finally 
agreed that a car that had run 7,500 miles with such attention as 
Hudson dealers were giving them under this service plan, would as a 
natural consequence, be a better car at the end of that time than one 
that had been given attention in a haphazard manner. 

"I then referred to the pages where the different distributors and 
dealers in the different states are enumerated. I asked him where he 
was born. This personal question naturally attracted his attention. 
After a moment's hesitation he gave me the information that he was 
born in Shenandoah, Iowa. I immediately looked up the state of 
Iowa and found that A. F. Woodward was the dealer and went on to 
state to him that if, this summer, he wanted to drive to his home 
town, he would find a Hudson dealer there ready to carry out our 
service plan for which he would not be charged one nickel excepting 
for the oil and grease that was put into the car. 

"This made such an impression upon my prospect that immediately 
he wanted to see the book; he went through it page after page, and I 
could see that I had attracted his most profound attention; I had 
struck the vital spot. All that time I had my order book in my hand 
with the order written out and I passed it and a pencil to him. He 
did not hesitate, but signed the order and told me that as soon as the 
car could be delivered he should be glad to fill out his check. I never 
saw a man leave our showroom so enthusiastic. This man felt that 
he had bought more than a mere motor car; he had conclusively in 
his own mind bought service along with it; the kind of service that 
is not confined to any one locality, but above all a service that he had 
not been able to buy with any other like car that he had looked at. 

"A distributor or dealer who is dubious as to the selling ability 
of the Hudson Service Plan when properly presented to a prospect 
has but to try it once and he will assure you that he will never be 
without his service book when he is trying to close a sale." 
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What Factory Visitors and Correspondents Say 



Gamble of Toledo Lauds 
Super-Six 

BO. GAMBLE, president of the Gamble 
Motor Car Co., Toledo distributor, 
came over last week to watch produc- 
tion and visit around some. He was in a 
satisfied and happy mood by the time he 
reached the TRIANGLE sanctum, where he 
discoursed on days past in the motor car 
industry. Speaking of his connection with it, 
he said: "A veteran automobile man sold me 
one of the first three mobile steamers made at 
Tarrytown-on-the-Hudson in September, 
1898. That car was the first motor car shown 
on the streets of Toledo, if not the entire 
'Buckeye State.' I am the second oldest 
motor car dealer in the United States outside 
of New York City. A well-known Detroit 
man was the first. I have sold Hudson cars 
since 1912, and have handled probably 20 
different makes of cars in my time. The Hud- 
son is the best car I've had anything to do 
with. After 17 years' experience with others, 
and many of them the 'high-priced sort,' I 
am now handling the greatest car of all — the 
Super-Six. I do not say this because I am 
distributing the Super-Six. I utter the state- 
ment conscientiously. I believe it to be the 
unbiased truth." 



EG. OLIVER, president of the Hudson- 
Oliver Motor Co., distributor at 
Buffalo, spent a couple of days at the 
home of the Super-Six last week and took 
a keen interest in his jaunt through the 
factory and in fraternizing with his friends in 
the various offices. He had a lot to say about 
the Super-Six and about its future in Buffalo 
and vicinity. 

F. E. Edwards of A. A. A. Calls 

FE. EDWARDS, technical expert of the 
A. A. A. visited the Hudson plant and 
executive offices on the 4th. He re- 
marked on the wonderful progress which has 
been made in production. 

Mr. Edwards was present in his official 
capacity as technical expert of the A. A. A. 
when the Super-Six made the stock car 
records on the Sheepshead Bay Speedway last 
November. He is one of the signers of the 
official certificates of the A. A. A. allowing 
these records. He thinks the Super-Six is a 
wonderful motor car and says so. 



Super-Six Saved the Day 

A. C. Brown, manager of the Alton branch of the 
Hudson-Phillips Motor Car Co., distributor at St. 
Louis, had a lively experience a few days ago in which 
the Super-Six figured as the hero. In his own words, 
the tale runs like this: 

"I attempted to place a Hudson exhibit at a local 
auto show in Jerseyville, 111. I was refused admission 
on the ground that the show was exclusively for 
Jerseyville dealers. Well, I sure led those fellows a 
dog's life. I stood my Super-Six right in front of the 
entrance to the exhibit and got the public coming and 
going. As they would come out I would be lecturing 
on the great superiority of the Super-Six, and would 
invite some of them for a ride, to see and feel what a 
REAL automobile would do. The rapid pick-up 
seemed to please most of them. In fact, the pick-up 
was much too rapid and speedy for the town constable, 
who after observing me, told me I was under arrest, 
and proceeded to ride with me to the town jail. 
Just as we arrived at the jail, the fire department 
received an alarm of a fire that had broken out, about 
a mile away, and out jumps two country-town fire- 
men, each carrying two buckets, with chemicals, etc., 
and yelled for me to take them to the fire in the 
Super-Six. I sure did tear down that old Jerseyville 
street, with the cut-out wide open, and the constable 
yelling in glee. We put out the fire, and I was told 
that the excellent performance of the Super-Six had 
saved the day, as well as a $25 fine for myself. 
Incidentally, some two hundred people had gathered 
around the machine before the fire was dead." 



WE present a portrait of C. G.Abbott, 
Maine manager of the Henley- 
Kimball Co., distributors at Boston. 
Mr. Abbott makes his headquarters at Port- 
land. He is one of the livest wires in the 
Super-Six aggregation of star motor-car men. 
He was much in the lime-light at the recent 
show in Boston. 

Syracuse Dealer Was Here 

HE. STOWELL, Syracuse, N. Y., dealer 
was a visitor at the factory March 
31st. To the editor he said: "There's 
as much Super-Six enthusiasm in my territory 
as there has been snow. There's been more 
snow thereabouts than we've known in 24 
years. The Super-Six is undoubtedly the 
greatest car at its price being manufactured in 
America." 



The Association's campaign to secure additional three year 
founders has met with marked success. Five to eight will be secured 
within 30 days adding to the Highway's pledged income from five to 
ten thousand dollars a year. Total expenses now run to about $2,000 
a month. 

An arrangement with the Kline Educational Film Association of 
Detroit for the distribution of the Lincoln Highway film is paying 
$100 royalty a week. This amount is expected to be doubled in a 
short time. This income is separate from the Association's own use of 
the film. 



The American Institute of Architects through Elmer C. Jensen, 
Chairman of the Highway Committee, is extending co-operation by 
designing a native stone arch which will be erected by E. F. Redman, 
of Salt Lake, over the Lincoln Highway at the Utah- Wyoming line, 
just west of Evans ton, Wyoming. The design will be available for 
the use of others who patriotically wish to erect similar arches. 

The Institute is designing, after suggestions of Marcus M. Marks, 
president of Manhattan Borough, a terminal marker for the eastern 
end of the highway, and also an artistic adaptation marker for use on 
the streets of New York. 
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Loomis Demonstrates Super-Six to Rival Selling Super-Sixes 



GS. LOOMIS, general manager of the Southern Motors Co., 
distributor at Louisville, Ky., was at the factory on the 6th. 
He told the story of how he demonstrated the Super-Six to the 
assistant sales manager of a rival car of the "high-priced group." 
"The gentleman came to our place and asked for a ride in the Super- 
Six. We took him to a test hill and showed him what the car could 
do. We first made the hill on high gear at 15 miles an hour. It went 
up like a race horse with power in reserve. He asked to try it at 10 
miles. We did it just as easily. Then he wanted to know if we would 
stump the Super-Six by trying the hill at a 5-mile gait. I showed him 
by doing it handily. He was convinced. He said it 'was a very 
wonderful car.' I like to have the 'show me* folks come in. We 
always show them." 

The above is an exterior view of the Louisville salesrooms and 
garage of which Mr. Loomis is justly proud. The place is 138 feet 
front by 200 feet deep. The location is ideal. The picture was taken 
from the grounds of the Tavern Club, one of the exclusive clubs of 
the Kentucky metropolis. 

Rich Farmer Buys Super-Six 

" A FARMER with a fortune near the million mark has just 
A\^ bought a Super-Six from me," writes W. W. Farrar, manager 
of the F. H. Cole Motor Co., Hudson distributor at Bloom- 
ington, 111., under date of the 16th. 

"This farmer has owned about eight different makes of cars, all 
high-priced ones. This spring he decided to purchase a new car. 
The agencies for high-priced cars were hot on the trail of my farmer 
prospect and gave him demonstrations. Then he came to me. I 
took him out in the Super-Six and got his order. 

"I feel pretty proud of this sale, as the farmer in question has the 
means to pay as much as he wants for a motor car and has already 
owned cars costing as high as $5,000. 

"I have just added to the list of Super-Six buyers our Secretary 
of State, whose last car was one costing him nearly twice as much as 
the Super-Six. 

"We took five Super -Six orders Friday, three on Saturday, two on 
Sunday and one on Monday. Among my buyers are several physicians. 

Looks as though the F. H. Cole Motor Co. with the help of the 
Super-Six is going to make a new Hudson record in Bloomington. 



Salesmen Should Prepare Now 

WE hear it said every now and then that the Super-Six is such 
a wonderful car that it is "going to sell itself this year." 
It IS a wonderful car. We all know that it is. 
But it will NOT sell itself. If it was ten times as good a car as 
it is it could not be depended upon to sell itself. 

The Super-Six salesman rightly equipped with a thorough training 
concerning the car ought to, and no doubt will have, pretty easy sailing. 
The Salesman's Pocket Manual and the other standard Hudson 
text books will thoroughly educate the men who are selling Super- 
Sixes. A study of these books and attendance at regular salesmen's 
meetings will give a mastery of the particular points necessary to sell 
the Super-Six, of which we are all justly proud. 

Work Wins 

Work wins the Salesmanship Stakes every time. There are a 
good many salesmen greeting prospects today who have made a 
pot of money. No longer does the lust for gold lure them to the 
salesroom. They've past that stage. They like the game. Work 
and the sheer joy of testing the continuance of their power magnetizes 
them to the old tasks. Work and happiness are and always have 
been genuine playmates. 

Prospects Like Sincerity 

The veterans will tell you that the motor car salesman who is 
sincere and who, at the same time, is an authority on his car, wins 
his prospect. 

The prospective buyer likes to deal with a man who knows his 
car; who does not find it necessary to confine himself to mere general- 
ities, but who is right there with the precise facts that obviously come 
from definite education concerning it. You cannot hide sincerity, 
neither can you imitate it. It rings true. The Super-Six salesman 
who reveals to his prospect sincerity and knowledge, evidences of both 
integrity and ambition sells HIMSELF to his prospect and thus has 
his battle more than half won. 

Brains Get Their Reward 

The Super-Six salesmen who use their brains and their enthusiasm 
have a royal road open to them this year. At the end of the big selling 
season the salesmen ought to be able to look back upon a vista of 
great success. Surely the rewards in accomplishment, in net results, in 
money earned, are inducements sufficient to warrant the most con- 
scientious preparation for the task. So it is urged that our salesmen 
get busy at once, if they have not already done so, and master the 
Super-Six and all its sure-fire talking features. By and by when 
production has advanced to the point where the cars are going to 
distributors and dealers in larger volume and the demand is greater 
than even now, there will be little time for anything but demonstrat- 
ing and selling. Ambitious Super-Six salesmen will get ready NOW. 

Fine Display at Clinton, la. 



County Judge is Hudson Dealer 

RJ. NOONAN, Hudson dealer at Hondo, Texas, is the rare 
combination of a jurist and a business man. He is the head 
of the Hondo Auto Sales Company and also the County Judge 
of Medina County, Texas. On his official stationery as judge he 
writes the factory as follows: 

"The Super-Six is a beautiful car and much admired by everyone. 
The Hudson has earned a most enviable reputation in this locality 
and of the large number of the various models now in use all have 
given universal satisfaction. We do not believe that there is a Hudson 
owner who would not gladly endorse the Hudson car in a most flatter- 
ing manner, because it has delivered the goods. 

"We pronounce the Super-Six the acme of automobile perfection 
both from an engineering as well as from an artistic point of view, 
and we wish you a banner year of success." 



TWO beautifully finished Hudson Super-Sixes were displayed 
in what is said to have been by far the most attractive booth 
at the auto show recently held at Clinton, Iowa. The picture 
of this booth gives but a suggestion of beauty. On the white satin 
ribbon across both hoods was painted in black outlined letters "Hudson 
Super-Six." The Super-Six display was surrounded during the whole 
period of the show. 
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Triple Demonstration Folder 

A folder which tells the meaning of a "A Triple Demonstration" of 
the Super-Six -which is acceleration, hill-climbing and speed— goes 
to all distributors and dealers this week. 

Hudson Super-Six Greatest of All Patents 

We are sending to all distributors and dealers a quantity of folders 
with this title, which is self-explanatory. It is a good piece of 
literature to slip into your mail, or to hand to a p rospect. 

You Are On the List 

This folder deals with a subject that is of vital importance to the 
Advertising Department— the getting of photographs of the Super-. 
Six in various situations for use in the weekly window bulletin, 
Triangle and general publicity purposes. Please fill in and return 
the postcard accompanying this folder. 

Crankshaft Pictures 

These are now being mailed. We suggest that distributors and 
dealers have them framed and prominently displayed in their 
offices, salesrooms, garages, etc. 

Official Certificate of A. A. A. 

We have a quantity of these on hand and more will be sent 
distributors and dealers who write for them. 

Publicity Stories 

A number of new publicity stories are being prepared, many 
accompanied by interesting photographs. Get as much of this free 
publicity in your local papers as possible. 

A special publicity story covering the recent record making speed 
trials at Daytona, Fla., is being prepared. This is a big feature 
and we would like to see it used extensively. 



A Busy Spot at the Factory 



Artillery Major Uses Super-Six 



ONE of the busiest places at the Hudson plant is the shipping 
dock. This is particularly true just now, as the daily output 
of Super-Sixes is constantly increasing. The upper picture 
shows the completed cars lined up on the shipping platform. The 
lower picture shows the trestle used to run them up into the freight 
cars, where they are anchored for their journeys far and near. 

Man is the Factor in Business Success 

Gloucester Dealers Rise Superior to Location 
and Circumstances. 



THE Super-Six daily becomes more popular with prominent 
military men. Existing conditions in the affairs of the United 
States have caused a marked increase in army activities. Motor 
cars of proven power, endurance and speed are being selected by 
officers of the United States Army whose duties demand dependable 
cars. 

. The latest purchaser of a Super-Six is Major S. F. Bottoms of the 
Coast Artillery Corps. We show the Major at the wheel of his new 
car on the parade grounds at the barracks at Fort Scott, near San 
Francisco, Cal. 



PERKINS & CORLISS are the Hudson dealers at Gloucester, 
Mass. Years ago they started in business on $200 of borrowed 
capital. Today they are doing a business of $300,000 a year. 
Gloucester, the field of business operations of this undaunted firm 
of business optimists, is practically an island. And it is a rocky, some- 
what desolate one at that. The population is around 25,000. Yet in 
what many business men would call "bum territory" these intrepid 
men are selling 300 motor cars a year, with a good proportion of 
Hudsons. 

No one has ever heard Perkins & Corliss wail "poor town." They 
never wail at anything, but just everlastingly plug away. They knew 
when they started that it was not the best field in the world. They 
knew the population was small. But they are men with the heart 
and spirit to fight and win. And they have won. Besides selling 
motor cars they have a side line in purveying gasoline and oil. They 
sold something like 682,000 gallons of "gas" last year. In the same 
time they have carried a stock of $50,000 worth of tires and about 
500 barrels of oil. They have six tank wagons on the road. Many 
times before they demonstrated the kind of business stuff they were 
made of, this firm was dissuaded from stocking up so heavily. They 
were advised to be more conservative* in such an unfavorable location. 
Deaf to this kind of counsel they went right ahead. All things con- 
sidered, the Perkins & Corliss success is a splendid lesson of business 
courage, of business integrity and optimism. Given a better territory 
and more favorable business environment, we wonder what this firm 
might have achieved. Or, maybe to have triumphed over obstacles is 
the greater success after all. 
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What Factory Visitors and Correspondents Say 



Rain Booms Texas Sales 



WF. ROSE, general manager of the 
Rose-Fosdick Co., distributor at 
Dallas, Texas, was at headquarters 
during the past week. To the editor he said : 
"We have just had a tremendous rain in 
Texas, the first in some portions of the State 
since last September. This big wetting abso- 
lutely assures fine crops and a prosperous 
year. I look for the biggest year the Hudson 
ever had in Texas. Money plentiful and the 
great Super-Six car assures it. My trip 
through the factory has been a revelation to 
me. It was worth the trip all the way from 
Texas to see such production activity and the 
vast accumulation of materials for building 
the season's output of Super-Sixes." 



Will Mr. Super Syrksis 
Buy a Super-Six 

A prominent fruit dealer named Super 
Syrksis, of Bay City, Mich., is a prospective 
buyer of a Hudson Super-Six. This gentle- 
man is a native of Greece, as his name 
might indicate. That he is considering the 
purchase of a motor car is evidence of the 
fact that, like so many of his countrymen, 
he has found prosperity in the United 
States. If the Greeks and Italians did not 
know more than most anybody else about 
fruit, a not easy commodity to handle 
successfully, the sons of sunny southern 
Europe would not be the leading fruit 
merchants of the country, which they are. 
Simply another proof that it pays to know 
your business perfectly. 

It would be eminently appropriate for 
Mr. Super Syrksis to buy a SUPER-SIX. 
The editor hopes Mr. Super Syrksis selects 
a Super-Six, because it will make a good 
story, and the buyer, it goes without 
saying, will have a good car. 



Scottsville Dealer Builds 

WH. ROBINSON, Hudson dealer at 
Scottsville, on the West Michigan 
coast, is to have a new salesroom 
and garage. He recently purchased property 
on a prominent corner, 60 feet front by 140 
deep, and will alter it immediately. When 
completed it will be an attractive home for 
the Super-Six and one of the best located 
garages in Mason county. 

Stuyvesant Builds at Cleveland 



FE. STUYVESANT, president of the 
Hudson-Stuyvesant Motor Car Co., 
distributor at Cleveland, Ohio, visited 
the factory last week. He says the new 
Hudson sales-room and garage on Euclid 
Avenue will be ready for business about the 
middle of May. The roof is up and the 
building is inclosed. When completed it will 
be one of the finest establishments for the 
display of motor cars in Cleveland, which 
has some pretentious places. 

Distributor Bender Talks Snow 

GEO. E. BENDER, president and general 
manager of the Hudson-Bender Motor 
Car Co., distributor at Kane, Pa., was 
at the factory a few days ago. 

"The roads in my part of the country are 
impassable. We had the heaviest snow storms 
ever known in March. I took a trip in a 
Super-Six awhile back, driving through un- 
broken roads to adjacent towns. Every- 
where there was snow from 8 inches to 2 feet 
deep with high drifts. We are 2,200 feet 
above sea level and the mountainous roads 
test motor cars under best conditions. My 
Super-Six tore through snow, up and down 
grade with power to spare. I have never seen 
a car of any make or description except the 
Super-Six that I would again attempt to take 
over that trip. The roads are banked with 
snow right now. The March snowfall broke 
all previous records in my section." 

J. J. Bisett, dealer at Bradford, Pa., accom- 
panied Mr. Bender to Detroit and they 
visited the factory together. Both were 
enthusiastic over conditions as they found 
them and predicted a great Hudson year. 



Goldsmith Expands at Atlanta 

THE major portion of the four-story 
building on Peachtree street, north of 
Cain street has been leased to J. W. 
Goldsmith, Hudson distributor at Atlanta. 

Mr. Goldsmith acquires 50,000 square feet 
additional floor space, on a ten-year lease. 

The whole building covers an area 100x130, 
Mr. Goldsmith getting 50x130 in the base- 
ment, the same on the first and second floors, 
and 100x130 on the third and fourth floors. 

The building will cost $90,000. It will be of 
mill construction and finished in white lime- 
stone, having the Sprinkler system, a large 
electric elevator and all the modern facilities. 

Mr. Goldsmith will introduce the most up- 
to-date methods of distributing cars and will 
spend $6,000 on the showroom for the display 
of the Super-Six. 

Service Boosts Sales 

THE Henley-Kimball Co., of Portland, 
Maine, in a letter of April 12 reported 
as follows: 
"As a result of the kind of service which 
Mr. Lawrence, Hudson dealer at Augusta, has 
assured his customers they are entitled to and 
will receive, he has already sold twenty-six 
Super-Sixes in a territory where the greatest 
number of Hudsons ever yet sold in one year 
was fifteen." 

Ailing of Rochester Pleased 



"T NEVER had so little to talk about or 
I so little to do" is what E. M. Ailing, of 
^ Ailing & Miles, Inc., distributor at 
Rochester, N. Y., said to the editor at the 
conclusion of a recent tour through the plant. 
"I'd like to say, though, that I am really 
affected by the increase in production and the 
evidences of preparation of manufacturing 
Super-Sixes. I fancy that in a few weeks 
from now, judging by the way things look at 
the factory today, the cars will be coming 
through in considerable numbers. The Super- 
Six is simply wonderful and has created more 
curiosity, more inquiry, more actual demand 
in my territory than any other motor car I 
ever knew of. I expect to do a record business 
this year." 
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To the Approximately 15,000 Purchasers of 

Hudson Super-Sixes 



THE first steamboat was derisively called "Ful- 
ton's Folly." 

As Wm. Pitt in the House of Commons de- 
nounced the possibility of a steamboat crossing 
the Atlantic, the first boat from America steamed 
into Liverpool Harbor. 

Dr. Ben Johnson, wisest man of his time, said, 
"No man can travel as fast as twenty miles an hour 
and live. At such speed," he said, "the wind 
pressure would make breathing impossible." 

Prof. Langley, Director of the Smithsonian In- 
stitution, was driven to an early death by ridicule 
and abuse, made against him in congress because 
of his experiments with the flying machine. The 
very machine which failed in the first trials has 
since made successful flights. 

Progress triumphs through a torrent of ridicule, 
vituperation, villification and abuse. 

The "knocker" greets every advancement. He 
is ubiquitous — a destroyer — a disbeliever — and a 
spreader of untruth. 

Think of him in connection with the automo- 
bile. 

Cadillac was the first to adopt the electric self- 
starter. You remember the talk then. 

According to rumor Cadillac had to take back 
hundreds of cars either to replace the starting de- 
vice, or to remove it entirely. 

That was only four years ago. 

Then a year ago you heard the eight was a 
failure. Because the cylinders are set at an 
angle, it was predicted the weight of the piston 
would wear them oval, making compression im- 
possible. 

And last summer you heard that the Packard 
Twin-Six was a failure. 

Details that made the stories seem authentic 
were not lacking. Motors were said to be literally 
burning themselves up. The motor, it was claimed, 
had to be entirely redesigned. 

Just now the Hudson Super-Six occupies the 
attention of motordom. 

Now here are the facts presented with all the 
weight of our commercial integrity to substantiate 
them: 

In excess of 4,500 Super-Sixes have been de- 
livered. 

They are being used in every section of America 
by every type of driver. 



No car has ever been put to more severe use, 
for no other car has ever been sold with such posi- 
tive claims as to performance. Every Super-Six 
owner demands and is getting greater efficiency 
and greater performance despite what you have 
heard than he has ever required of any other car. 

We do not believe automobile makers have given 
invention to the stories about the Super-Six. 

But, sometimes, to hold orders from being 
placed for the Super-Six, salesmen and dealers 
make statements that are the expression of wish 
rather than fact. 

Such rumors have their effect upon some buyers. 

The choice of the Super-Six may be regarded 
with waning confidence because of what one hears 
from such unreliable sources. There are approxi- 
mately 15,000 who have placed their orders for the 
Super-Six. They should know the facts. That is 
our only reason for publishing this statement, as 
we know the cars will not fail to prove every claim 
we have made for them. 

The Super-Six has made 100 miles in 80 minutes 
and 24 seconds, which is faster than any other 
stock car has ever gone for such a distance. 



Official statements of the time records have 
been issued by the American Automobile Associa- 
tion covering tests of speed and endurance. 

On Daytona Beach a stock chassis Super-Six, 
identical in every mechanical detail with all Super- 
Sixes, traveled one mile at a rate of 102.53 miles 
per hour. This is a new record for a stock chassis. 

One phaeton model Hudson Super-Six, fully equipped 
with top, windshield, fenders, etc., just as the cars are shipped 
from the factory, was driven 1,350 miles at a speed exceeding 
70 miles an hour. These grueling tests would reveal any 
weakness anywhere in the car. No owner will ever put his 
car to such a trial in years of use that the Super-Six was 
subjected to long before we ever announced it to the public. 

The 4500 buyers who have received their Super-Sixes know 
that in acceleration, in speed, strength, power, sturdiness, 
endurance, comfort and safety, they have a car that is ex- 
celled by none other. 

Our production is getting larger daily. The demand for 
the Super-Six far exceeds our greatest hopes. We were not 
prepared for such a demand. 

If you who have placed your order for the Super-Six 
will bear with us until delivery can be made, we know its 
performance will be so exceptionally satisfactory as to con- 
vince you that it is worth waiting for. 

Remember the skippers of sailing craft said the steam- 
boat was impractical and dangerous and ask yourself: 

"What shall I believe that I hear about the Super- Six?" 

HUDSON MOTOR CAR CO. 



DEALERS NOTICE — // you think this article would be of interest if sent direct to 
those who have ordered Super-Sixes of you and to your prospects zee will gladly sup- 
ply 'whatever reprints of this page you may require. Please place your order at once. 
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"Kansas City Kansas Best 
Garage" 

HIS is the title the Northwestern Ga- 
rage and Storage Co., Hudson dealer at 
Kansas City, Kansas, has given to its new 
establishment. The new place was form- 
ally opened on February 22nd with music 
and entertainment for the 4,000 who at- 
tended. A glance at the pictures shows 
it to be a pretentious and beautiful home 
for the Hudson Super-Six and worthy the 
title given it. It has 16,000 feet of floor 
space. The top pictures shows the ladies' 
rest room, a charming apartment set aside 
for the exclusive use of the company's 
many women owners of Hudson cars. The lower pictures show the 
exterior of the handsome building and an interior view of the service 
garage and storage sections. Mr. Jennings writes that "the company 
has spared no pains or expense to make this the finest Hudson Service 
Station in the State of Kansas, as we feel that there is nothing too 
good in the way of equipment to take care of Hudson Service, as 
Hudson owners represent our very best class of patronage." 



Minneapolis is Prepared For 
Hudson Service 



Hudson Service Splendidly Exemplified 

TIE Harrington-Gifford Company, Hudson distributor at Spring- 
field, Mass., have just received the following letter which they 
forwarded to the factory: 

Chicopee Falls, Mass., Apr. 20, 1916. 
Gentlemen: 

Permit me to congratulate you upon the efficiency of your Service 
Corps, Sunday, April 16th, when we had a slight accident, demolishing 
a front wheel. Ten minutes after a call was sent to your office your 
men were on the spot in Chicopee Falls. Ten minutes later we were 
on our way home with a new wheel. 

Your Messrs. Brown and Miller are certainly a credit to you and 
the Hudson company. I congratulate myself upon having signed a 
contract for a Hudson Super-Six. Very truly yours, 

E. J. O'NEIL. 
1 Commenting upon the letter, the Harrington-Gifford Company 
wrote: "The writer of above letter owns a 1916 Six-40. To avoid 
running over a small child, Mr. O'Neil turned his car into a tree, 
which demolished his front wheel. Chicopee Falls is about five miles 
from our service station, so you can see the time required for our 
Service Corps to get to his assistance was very slight compared to the 
distance. We believe if more of the Hudson dealers would adopt the 
White Service Car it would be one of the best ways to advertise that 
money could buy." 



Hudson Not Party to Install- 
ment Plan 

A WRONG impression may have been created in the 
minds of dealers because of certain advertising that 
recently has been appearing. 

No definite statement is made, but the reader is given an 
idea that the Hudson amongst other companies had officially 
agreed to participate in a plan of installment purchase for 
Hudson cars through the hands of its dealers. 

This is not correct. The Hudson Company never has 
found it necessary to sell its car by any plan of this kind. 
Its product always has been in demand for cash. The com- 
pany does not look with favor on such a plan. On the con- 
trary, it strongly discourages it. 

The Hudson Company is in no sense whatever a party to 
the plan advertised. No attention should be paid to this 
publicity. So far as the company knows no Hudson dealer 
is a party to this plan. Dealers are advised, therefore, to 
continue to sell Hudson cars on the same terms as heretofore 
and to disregard the implied participation of the Hudson 
Company in this advertised installment plan. 



THE new home of the Super-Six at Minneapolis is a model one 
among the growing number of pretentious Hudson establish- 
ments. "The Twin City Motor Car Co. is proud of the new 
place," said J. P. Upham of that company, who was a factory visitor 
a few days ago. The new building was occupied for the first time 
on December 1st last. Mr. Upham says it is one of the finest motor 
car show rooms, service stations and garages in the whole country. 
He explained that the upper picture in the above group was taken 
from the outside at night, a thirty minute exposure being necessary. 
As may be judged from the picture, the Super-Sixes are seen to the 
best possible advantage by passers by. The interior furnishing and 
equipment is of the richest sort, even to the beautiful silk curtains. 
The lower left hand picture gives a view of the interior of the sales- 
room and the right hand picture shows the exterior of this large and 
imposing building. 

Mr. Upham departed from Detroit in a cheerful mood. The 
editor interviewed him. This is all he had to say: "The factory is 
O. K. I've been through it. Production is O. K. I've watched it. 
The Hudson Super-Six outlook in Minnesota is strictly O. K. The 
car is O. K., and the hit of the day. I am perfectly happy." 

Police Captain Prefers Super-Six 



THE San Francisco police have caught the Super-Six enthusiasm 
which is daily becoming more contagious. Captain Henry 
Gleason of the San Francisco Police Department has been tak- 
ing an interest in the Super-Six and recently gave one a trial. As 
usual when the Super-Six pulls up at the curb at any point in San 
Francisco's down-town section a crowd gathers about the car. This 
was no exception when Captain Gleason started out to demonstrate 
the speed and power of the Super-Six, as may be seen in the above 
picture. 
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Proud of Triangle Radiator Cap 



Special Touring Sedan Publicity 

The touring'sedan photographs are now ready and will be mai 
at once with several special publicity stories. This publicity \ 



mailed 

^ w _,__ ity will 

help distributors and 'dealers sell their touring sedans and it is 
suggested that a special effort be made to get it published in their 
local papers. 



Folder Asking for News Bulletin Pictures 

The folder entitled "You Are on the List, Do Your Share" has 
been sent out. Again we urge distributors and dealers to co- 
operate with us on pictures for the news bulletin and TRIANGLE. 
Often these can be used for general newspaper publicity. The 
folder fully covers the question: Please "Do Your Share." 
Pill out and return the post card. 

Photographic Post Cards For Owners' Use 

A package of 12 post cards will be placed in the pocket of each 
car; shipped from the factory. Each package will picture the 
particular car in which it is placed. The buyer's attention should 
be called to these, as he might want to mail them to his friends 
to show how his new car looks. 

"Hudson Super-Six The Dynamic" 

This folder is of considerable value to Super-Six owners, as it 
tells them how to determine the accelerative possibilities of any 
car as compared with their own. We have a stock of these on 
hand and will be glad to send a further supply to distributors 
and dealers on request. 

Portfolio Photographs 

These portfolios are beautiful and ought to play an important 
part in the selling of Super-Sixes. It is suggested that these be 
distributed freely to salesmen and dealers and used on every 
possible occasion. We have plenty of them and a further supply 
will be sent on request. 

Envelope Inserts 

We still, have on hand a stock of the following envelope inserts: 
"What's In A Name"; "Hasty Buying May Mean Long Regrets"; 
"No Change in Super-Six During Mid-Season"; "A Patented 
Motor"; "Progress and Improvement After the War"; "The Car 
of Cars"; "How the Super-Six Differs from a $5,000 Car." 
These envelope inserts each have splendid selling value and good 
results will be obtained by including them in your mail. More 
will be sent on request. 



Super-Six Conquers Again — 

Climbs Parker Hill in Boston 



(This is not a picture of Mr. Peverill.) 

" A STRIKING illustration of the value of the Hudson trade 
f*K mark was brought home to us recently," writes J. A. Peverill, 
** "*• of the Peverill Motor Sales Co., Hudson distributor at 
Waterloo, Iowa. 

"We sold two cars in one family in an adjacent small town. As the cars were 
being made ready for delivery, instructions were given by the writer to install the 
usual nickel plated triangle on the radiator cap. The ladies, who were standing 
near by, overheard this conversation and at once objected, stating they did not 
want any advertising marks of any kind stuck on their car. In fact, they asked 
us if we could not take the enamel triangle off the front of the radiator. 

"The cars were delivered to these people without the triangle on the radiator 
cap. Some two weeks later, the wife of one of the owners came to us and wanted 
to know how much we would charge to install the triangle on the radiator cap of 
their cars. When asked the reason why they wanted the triangle now, but did 
not want it when the car was delivered, she stated that so many people compli- 
mented them on their good judgment in purchasing a Hudson car she felt she 
wanted everyone to know they owned and were driving a Hudson." 

The moral of the foregoing story is obvious — get the Hudson 
triangle on the radiator cap of every Super-Six you deliver to its 
owner. These trade marks are emblems of distinction. The Hudson 
Super-Six is a car owners are proud to be seen driving. The triangle 
on the radiator cap will make the Super-Sixes recognizable to every- 
body on the road. Their use is the best kind of advertising. Hudson 
distributors and dealers are urged to make it a point to use these 
trade marks on every car that leaves their hands. 

Portland, Maine's Unique Service Ad. 

THE Henley-Kimball Co., Hudson distributors for the State of 
Maine, are advertising Hudson Service in an ingenious way. 
The ads. are three column by eight inches and most of the 
space is taken up with an outline of the map of the State of Maine. 
Nothing appears on the surface within the outline but circles showing 
the names of the various cities within Maine's borders where there 
are Hudson Service Stations. These are names in plain type. The 
text of the ad. reads "Locate on this map the cities and towns you 
go through when you are touring. This map shows the location of 
Hudson Service Stations in Maine. Expert mechanics and Hudson 
parts at every station. Our universal inspection system offers Hud- 
son owners unprecedented service." The signature of the distributors 
is at the bottom. The ads. are tastefully bordered and four Hudson 
Super-Six triangles occupy the corners. These ads. tell of Hudson 
Service in a splendid way and the plan is one that might profitably 
be followed by other distributors and dealers. 

Super-Six Triangle Jewelry is Ready 



THE Super-Six, with Lon Dearborn of the Henley-Kimball Co., 
distributors at Boston, at the wheel, was driven up Parker 
Avenue to the summit of Parker Hill on high gear, carrying 
one passenger. This test was a casual one made in the course of a 
demonstration of the Super-Six car to a prospect who wanted to see 
what it could do. The hill in question is regarded by motorists as a 
particularly stiff one and rarely traveled on high gear. There was 
never any question about the ability of the Super-Six to do the trick. 
It went at its task in the most willing manner and increased its speed 
as it climbed the steepest part of the hill. Mr. Dearborn's prospect 
remarked when the summit was reached "this demonstration means a 
lot to me. This Hudson Super-Six is some car to perform a stiff hill 
climb like this and do it with such convincing ease." It seems super- 
fluous to add that one more order was added to Boston's growing 
list. 



Lapel Chain: 60 emnte mach, nmt at Detroit 
Lapel Chains, gold filled. Emblem and 
attachment same as lapel button— illustration 
shows one-half size. 



Lapml Button, 25 cent* mach, nmt at Detroit 
Border and lettering, gold plated back- 
ground blue enamel. Screw back attachment 
— illustration shows exact size. 
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Cowboy Distributor a Visitor 



n 



^OC" A. T. Crawford, the cowboy dis- 
tributor of Hudson cars at Scott's 
Bluff, Nebraska, was at the factory 
last week. "Doc" is a witty westerner, and 
entertained all hands at the factory with his 
breezy drolleries during his stay. 



Super-Six Finish Stands Test 

TIE Heydt Motor Co., Hudson dealers at 
Reading, Pa., not long ago put the 
finish of a Super-Six Phaeton and 
Touring Sedan to a severe and unusual test. 
The method they adopted was to throw 
quantities of yellow clay mud against the 
bodies and leave it on to dry twelve hours 
or so. In due course the cars were washed 
and there was found to be absolutely no 
marks or dulling of the finish on either car. 

Mr. Heydt writes that this was one of the 
most convincing demonstrations of the 
superior process of finishing the Hudson ever 
made in his vicinity and that some of the 
best carriage painters and finishers declared 
it a wonderful test. 

The value of the test is accentuated by the 
fact that motorists in that part of Pennsyl- 
vania habitually avoid these roads of yellow 
clay as they have the reputation of dulling 
the body finish of their cars. 

Mr. Heydt is to be congratulated on having 
had an opportunity to prove the company's 
claims as to the quality of the finish on 
Hudson cars. 

He Signed Second Hudson 
Contract 

\ man who signed the second contract 
as a Hudson dealer was H. H. Dillon of 
the Lord Auto Co., distributor at 
Lincoln, Neb. 

Mr. Dillon was at the factory last week for 
first time in two 
ars. Viewing produc- 
ion, plant expansion 
and mixing with old 
friends gave him 
an interesting few 
days. The new 
Hudson Super- 
Six compensa- 
ted motor has 
proved more than 
ordinarily inter- 
esting to Mr. 
Dillon, who is a 
graduate of the 
"Boston Tech" 
and an engineer of 
no mean attain- 
ments. Naturally 
. patent of such im- 
jrtance, and relating 
he particular car he 
...«.„ets, has excited 
his intense interest and was one of the 
things which attracted him to Detroit. 



McCrae At Plant 

PR. McCRAE, vice-president of Ailing 
& Miles,Inc.,distributors at Rochester, 
N.Y., has been at headquarters in 
Detroit. * Mr. McCrae formerly was head of 
the Claims Department here and has enjoyed 
visiting with old office comrades. 



H. G. Knessi. 



All Invited to San Diego 

Everybody is invited to San Diego by M. L. 
Sarsfield, our distributor at that point. 

The following invitation has been received from 
Mr. Sarsfield with the request that it be printed 
in the TRIANGLE: 

An Invitation 

The Panama California International Exposition 
extends the most hearty invitation to every auto- 
mobilist in the United States and Canada to 
drive to San Diego and participate in the unique 
programme of spectacular automobile events to 
take place on the thirty-acre demonstration field 
in the heart of the Exposition. 

Those who make a transcontinental journey to the 
Exposition will be given a reception to linger a life- 
time in their memory. 

The Exposition has just gotten up a series of 
beautiful medals of gold, silver and bronze, these to 
be given to long distance tourists arriving at the 
Exposition between April fifteenth and December 
thirty-first nineteen hundred and sixteen. 

The reception committee here will pin a gold 
medal on transcontinental tourists, silver on the 
one making a journey of two thousand miles, and 
every one coming over five hundred miles gets a 
medal of bronze. 

The reception given these parties will make any 
efforts they have made well worth while, and through 
the publicity and special events department, their 
achievements will be heralded by motion pictures and 
newspapers around the world. 

San Diego invites you to the most unique motor 
show ever given, and will make your trip worth while. 
Very truly yours, 

M. L. SARSFIELD. 



Diggs of Helena at Factory 

RL. Diggs of the T. C. Power Motor 
Car Co., Hudson distributor at 
Helena, Montana, was at the factory 
for a couple of days last week. Mr. Diggs 
brought with him news of a big demandtfor 
Super-Sixes in his territory. 

Knessi of Washington, D. C. 
at Factory. 

HG. KNESSI, vice-president and 
treasurer of the Semmes Motor Co., 
distributors at Washington, D. C, 
was a recent visitor at headquarters in 
Detroit. 

Mr. Knessi, one of the youngest Hudson 
distributors in the country, spoke of the quick 
rise to prominence of his company in these 
words: 

"In 1912 I sold five Hudson cars. In 1913 
C. W. Semmes joined me and we formed the 
Semmes-Knessi Motor Co., which has re- 
cently been changed to the Semmes Motor 
Co. In 1915-16 we marketed more light Sixes 
than all the other motor car distributors 
handling light sixes in the District of Colum- 
bia. We now have eight salesmen and employ 
twenty mechanics. Our leadership will be 
maintained with the Super-Six to handle this 
year." 

Mr. Knessi comes from a family that has 
held a foremost place in the mercantile world 
for three generations in the National Capital. 

Oak Park Dealer a Great 
Hustler 

ROBT. B. CRANDALL of the Crandall 
Motor Car Co., Hudson dealer at Oak 
Park, 111., is surely a hustler. His 
Hudson sales have gained at the rate of six 
hundred per cent in the three vears he has 
handled the line. His 
year he sold seven H 
sons. Last year tl 
number was 42. Hi 
allotment of Super 
Sixes is still more. 
He was at the fac- 
tory last week and 
said it would be 
hard to say ex- 
actly how many 
Super-Sixes he 
could sell if he had 
them the demand 
is so insistent. He 
has 21 bona -fide 
orders booked and 
awaiting delivery 
right now. Super- 
Sixes will cut some 
figure in Chicago*? 
lively suburb this yea 
Mr. Crandall had! 
first look at the plant in 
two years and commented on its expansion, 
improvement and big production activities. 
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Service First a Good Selling Slogan 



HUDSON distributors and dealers are mak- 
ing SERVICE FIRST a selling slogan 
this year. 
From all quarters of the country the com- 
pany is receiving advices of the success of the 
new service inspection plan. It is being adopted 
literally and with genuine enthusiasm. 

The plan is a good 
one. It is definite. 
It is equitable both 
to the dealer and to 
the buyer of a car. 

Motor car dealers 
generally recognize 
the fact that service 
is a far more im- 
portant factor in 
their business than 
ever before. 

Talking and ad- 
vertising "service" 
and rendering it are 
two different things. 

Hudson distribu- 
tors and dealers are 
expected to actually 
render real, tangible, 
definite service. 

This service,under 
the new Service In- 
spection Plan, IS 
SOLD WITH THE 
CAR. 

Much depends 
upon the intelligent 

operation of the service plan. Its terms are so 
clearly set forth in the hand book that no Hudson 
distributor or dealer will have any difficulty in 
perfectly comprehending it. 

The plan should be explained in detail to 
every purchaser of a car. Fill out each in- 
spection card with the owner's name, address, 
car number, etc., at the time the car is delivered. 
Explain to customers the time limit provision. 

Be sure to keep your records of inspection 
in shape for immediate reference when necessary. 

In outlining the inspection plan to your cus- 
tomer, make it clear that he will have his duty 



to perform as well as you. Call his attention 
to the lubrication chart in the back of the book 
and impress upon him the necessity of following 
the instructions, as perhaps no other feature of 
maintenance is so important to the life of a 
motor car as lubrication. 

It is a good plan to impress upon every pur- 
chaser of a car that 
his Service Inspec- 
tion book has a list 
of Hudson service 
'stations. Show him 
this list in order that 
he may see how many 
of them there are in 
the various states and 
Canada. Many sales 
have been closed 
through making the 
most of the service 
plan. 

If a Hudson owner 
from outside terri- 
tory calls upon you 
to make his inspec- 
tion, which falls due 
while touring, show 
him the same cour- 
tesy and attention 
as you would one of 
your own customers. 
The courteous ser- 
vice owners have 
received at the 
hands of Hudson 
dealers when away from home has earned a 
national reputation for Hudson Service. Keep 
it up. 

The company would like to see the white ser- 
vice cars standardized all over the country. 
Those already in use attract attention to Hudson 
Service and are a big advertisement to every 
distributor and dealer who has them. Informa- 
tion concerning the white service wagons will be 
given to those who ask for it. 

Talk Service. Sell Service. Educate your 
shop men to render it. Make your service REAL. 
It is a winning policy. 
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Thompson of South Dakota is a Hudson Booster 



ompson 



MARTIN O. THOMPSON, secretary and treasurer of the John 
P. Bleeg Co., distributors at Sioux Falls, S. D., visited the 
factory awhile back. Like many other distributors he came 
from his far western home to take a look at the new Super-Six in the 
course of production. After he looked everything over he said : 

"It is hard to realize just what this great factory is doing more 
than a thousand miles away. I am glad I came east and saw the 
production and the vast store of materials that will go into Super-Six 
cars. 

I never saw anything like it before. Few of us who see only 
the completed cars can visualize them in the raw state. The com- 
pleted parts of 30,000 motor cars stacked up in piles is really a rare 
sight. The vast progressive assembly filled with Super-Sixes moving 
on their journey to completion interested me greatly. 

I have always had a great deal of confidence in the Hudson 
organization and I have no reason to change my mind. No Hudson 
distributor can visit this factory and come into contact with the 
people who are at the helm without feeling enthusiasm and carrying 
away a better feeling than he brought with him." 

Mr. Thompson states that his company was about to make an 
experiment with a feature of Hudson service, which he outlined in 
these words: 

"In our country the men are all busy and don't have time to take 
their women folks out for afternoon calls and social engagements, 
and therefore owners of cars cannot get full efficiency out of them. 
Nine out of ten times the women won't drive, so we are coming to 
their rescue. We are going to put competent drivers in uniform and 
advertise to all Hudson owners that we will furnish one any time of 
the day or night when they may be wanted for a moderate charge. 
This is a form of service that will not only please Hudson owners, but 
give them a lot of satisfaction and keep them sold on Hudson cars." 



Suggesting The Hudson Dealers' Clipping Bureau 



HERE is a suggestion which, if acted upon by all Hudson distri- 
butors and dealers will give them a substantial return for the 
small amount of effort expended. The idea is to have dealers 
constitute themselves a clipping bureau for material published in their 
local newspapers concerning Hudson cars. 

A letter on the subject will be sent to everybody in the Hudson 
family with the TRIANGLE, accompanied by a pad of slips on which 
the clippings may be pasted and mailed direct to the Publicity Manager 
at the factory. 

In inaugurating this idea the advertising department has in 
mind the great advantage that will accrue to its dealer organization if 
we know at headquarters what they are doing in their own news- 
papers. We now have to depend upon the regular clipping bureaus 
and have no means of knowing whether or not they see all the items 
that are published about Hudson cars. The factory sends out publicity 
stories and does not know whether dealers get them inserted in their 
local papers unless the clipping bureaus send them in, or the dealer 
happens to think to mail us a copy of the story. Some of our dealers 



are active in getting publicity of their own creation into their local 
newspapers. We would like to keep track of this, and co-operate 
with them. 

Many of the stories our dealers get printed in their home news- 
papers are decidedly interesting and worth multigraphing to be sent 
to our whole organization for publication all over the country. Often 
there is a suggestion in the special publicity stories and advertising of 
dealers that will bear repeating in the TRIANGLE so that all may 
read it. 

If distributors and dealers will designate some one person in their 
organization to watch the papers and clip them and paste the clippings 
on the little pads mentioned above the clipping bureau will get an 
immediate start. It is not necessary to send in the clippings every day 
— once a week will be often enough, unless the article is one of particular 
interest that it is desired to have the factory know about at once. We 
hope our dealers will appreciate this suggestion enough to commence 
at once. The labor involved is slight. Attention to it is all that is 
necessary. 



Experienced Distributor Thinks Hudson Service Inspection Plan Best Yet 



JC. SCHWARTZ, of Gomery & Schwartz, distributors at Philadel- 
phia, was at the factory last week. 
In a casual chat, the editor asked Mr. Schwartz what he thought 
about the new Service Inspection Plan. "The best solution of the 
service problem yet attempted" was his instant response. "We are 
making it one of our best selling arguments. In many cases sales 
have been closed on the strength of it. We are devoting much time, 
thought and discussion to it. A lengthy circular letter analyzing the 
plan has recently been sent to all our dealers. The idea is to educate 
our whole organization in the operation of the plan so that it will 
accomplish its purpose in a way that will perpetuate the country-wide 
high reputation of Hudson service. 

"Our mechanical men have a meeting every Monday, with the 
technical manager in charge. The new service inspection plan is 
discussed invariably at these meetings. 

"Our salesmen have a meeting every morning at 9 o'clock with 
the sales manager presiding. The day's work is outlined, and sales 
problems discussed. These frequent meetings have the effect of keep- 
ing every department at the highest point \f efficiency and enthusiasm, 
and the department heads in close touch with their men. The Super- 
Six is an unusual car and we will have a great year marketing it." 

It will be seen that there is system at Philadelphia. It takes 
system to properly run a big business. Regular meetings of the 
various departments with free discussion of the problems of service, 
selling and advertising cannot fail to be productive of excellent results 
in education, in enthusiasm, in selling power. The Philadelphia 
system is commended to all distributors and dealers who may not 
now be following a similar course. 



J. c. s 
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Cabriolet Newspaper Ads. 

Proof sheets of four cabriolet newspaper advertisements Nos. 83 
to 86, inclusive, have been sent to all distributors and dealers. 
Plates or mats of these ads. will be furnished on request. In 
ordering please specify whether your local newspaper can use 
mats or plates. 

"Hudson Super-Six The Dynamic." 

Once more we bring this folder to the attention of distributors 
and dealers as one that has more than ordinary interest to the 
owner of a Super-Six car. It is suggested that this folder be 
kept prominently on display in your salesrooms and handed out 
to interested parties. More will be sent on request. 

Envelope Inserts. 

It has been demonstrated that many sales were traceable to 
little pieces of advertising literature like the envelope inserts we 
hand our distributors and dealers from time to time, so we hope 
they will not underrate their value. For instance, "Progress and 
Improvement Mean Change" is a folder that will make any 
prospective buyer think "Super-Six." "How the Super-Six 
Differs From a $5,000 Motor Car" is another folder that will 
influence a prospect every time in favor of a Super-Six. These 
folders make men think. Use them. We can send more of 
either of the two mentioned to distributors or dealers who request 
them. 

Folder Requesting Photographs. 

This folder not only conveys definite information on the subject 
of HOW TO TAKE GOOD PHOTOGRAPHS, but it also 
makes an appeal for them, particularly for use in the weekly 
pictorial news bulletin. We hope our dealers will give thought 
to this and send us good photographs for our publicity work. 



Illinois Secretary of State 

Buys Super-Six by 'Phone 

LEWIS STEVENSON, Secretary of State for Illinois, called up 
Mr. Hobbs, the Hudson dealer at Springfield on the telephone 
a few days ago and asked his opinion of the Super-Six. Hobbs 
told the State official all he could think of about the car. The Secretary 
didn't bother further about the matter but booked a rush order for a 
Super-Six phaeton. 

Tells of First South Carolina Auto Show 



Baltimore Adopts New Service Plan 



JAMES M. BLACK, of the Black-Frasier Motor Car Co., distribu- 
tors of Hudson cars exclusively at Columbia, S. C, was at the 
factory this week. He brought with him chat of the first auto- 
mobile show in his State, held by the Columbia Auto Dealers' Asso- 
ciation April 17 to 22. "The auto show was a great social event," 
said Mr. Black. "The 'first families' from all over the State and 
beyond flocked to Columbia to behold under one roof all the much 
advertised motor cars. I am right proud to relate that the Hudson 
Super-Six held the attention of the majority and won greater 
admiration by both men and women, young and old, than all the 
other cars displayed. We sold eight before our Super-Six was on the 
floor in the Hudson booth half an hour." 

Mr. Black has been a Hudson distributor since 1911. He says the 
demand for the Super-Six is greater than for any other model he has 
handled. He attributes this in part to the fact that every Hudson 
owner has found complete satisfaction with his car, and to the stir 
the Super-Six has made because of the convincing tests of speed, power 
and endurance to which it has been put. Mr. Black is a fine type 
of the modern hustling southern business man and the Black-Frasier 
Motor Car Co. occupies a position of importance in Columbia, South 
Carolina's fastest growing city. 



HUDSON dealers of the Lambert Auto Co., distributors at 
Baltimore, held a service convention recently. A feature of 
the occasion was the beefsteak dinner at the used car de- 
partment quarters, pictured above. The table was in the shape of a 
triangle. The diners wore white aprons, and music was furnished by 
colored minstrels. 

"Hudson Service" was the topic of the evening. Interesting ad- 
dresses were made by L. E. Lambert, head of the Lambert Automo- 
bile Co., W. E. Lambert, director of sales; George Norwood, manager 
of the used car department; E. J. McLaughlin, director of the whole- 
sale department; E. C. Smith, superintendent of the service depart- 
ment and Wm. B. O'Brien, Jr., district service representative of the 
Hudson factory. 

During the convention the following telegram was received at the 
factory: 

"The Hudson dealers under supervision of the Lambert Auto Co., 
agreeing to a man, hereby pledge themselves to adopt the 
new Hudson service plan in its literal sense. We congratulate the 
wonderful Hudson manufacturing organization on its great product 
the Hudson Super-Six." 

The center portrait above is that of L. E. Lambert. At left, W. E. 
Lambert. At right, E. J. McLaughlin. 

Posts Super-Six News Bulletin 

For whole Town to See 

J A. VOSS, Hudson dealer at Circleville, Ohio, posts the weekly 
Super-Six News bulletin on the main street of his town where 
everybody can see it. Manager O. L. Cartwright has had a nice 
framed bulletin board made, enclosed in glass and lined with dark 
wine-colored velvet. The Super-Six bulletin is promptly changed 
every week. The Voss establishment is located about half a block 
off the main street, from which the management can see the crowds 
gather about it. The whole town of Circleville knows about it and 
crowds constantly gather about the bulletin board with as much 
interest as though it pictured the latest prize fight or contained news 
of a world's series ball game. Mr. Cartwright says that they have 
gotten many inquiries about Hudson Super-Sixes from people who 
have seen the bulletins and who come to the salesroom for a close 
inspection of the car which is doing the wonderful things depicted in 
the weekly edition of interesting pictures. 

The suggestion in these framed bulletin boards at Circleville, 
Ohio, is one that might profitably be copied by other Hudson dealers. 
The Advertising Department is doing its utmost to keep the weekly 
pictures up to a high standard of interest. It has information that the 
bulletins are drawing crowds to dealer's windows and exciting comment 
all over the country. Dealers who are awake to opportunity will not 
look lightly upon the big advertising value of these weekly Super-Six 
bulletins. 

Seford Makes a Quick Sale 

FC. SEFORD, manager of the Helena Motor Car Co., dis- 
tributor at Helena, Ark., made a record sale of a Super-Six 
early in the month. Here's what the company writes about it: 
"From time to time we have noticed in the TRIANGLE reports of 
record-breaking sales. We have one ourselves which is entitled to 
a place near the top. Mr. Seford had a telephone call from our circuit 
judge who asked him to call at the office. Mr. Seford went at once. 
The judge said he wanted a Super-Six car. The contract was written 
on the spot and the judge signed it. The judge said he did not want 
a demonstration; that he had never even seen a Super-Six; that he'd 
read of its records in power and endurance and knew that the Hud- 
son people had the reputation of making good cars. That was enough 
for him." 
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Tickled To Be Hudson Dealer 

SE. MARQUIS, Hudson dealer at Mar- 
ion, Indiana, is one of the most enthusi- 
astic of the many dealers interviewed 
at the factory. 

Mr. Marquis sells Hudsons exclusively and 
has been a member of the Big Family for four 
years. The above picture was snapped as he 
started to drive a Super-Six from the factory 



S. E. Marquis. 

to Marion recently. This was at the time 
of the last big snow storm which blanketed 
the country and Mr. Marquis says the 
trip to Marion was a triumphal demon- 
stration of the Super-Six over the most 
unfavorable motoring conditions it would be 
possible to go up against. "I never met an- 
other car on the road for 45 miles out of 
Detroit," said Mr. Marquis. "And no won- 
der, for the snow was piled in high drifts. 
Driving five miles this side of Bryan, Ohio, 
I ran into mud instead of snow and the back 
axle of the Super-Six made a mark right 
through the center of the road. She pulled 
through without a falter. I would not have 
believed it if anybody told me such a story 
of tough going. The hubs of the car were 
solid with mud when I got back home. I 
know old owners of cars who now have Super- 
Sixes and say they never had their equal. I 
tell you I am proud — just tickled to death 
to be a Hudson Super-Six dealer." 



Service 



"QERV1CE Does Not Mean 
^% Something for Nothing. It 
^^ Means the Right Thing, at 

the Right Time, at the Right 

Price." 

The above appears on the back of 
the business card of "Doc." A. T. 
Crawford, distributor at Scottsbluff, 
Neb. 



Have Used Car Space. 

OWING to the favor with which the De- 
troit public has greeted the new Hud- 
son Super-Six, the used car business 
of the Bemb-Robinson Company, Hudson 
distributors for Michigan, has grown so 
rapidly that it has been found necessary to 
secure more space in which to properly dis- 
play the used cars on hand. 

Mr. Bemb has secured a location at 309 
East Jefferson, which is near the Bemb-Rob- 
inson building, and "just across the corner." 
Here the used car department has an ex- 
clusive salesroom where all the used cars on 
hand can be shown to good advantage to 
prospective buyers. 



A. L. Maxwell Willing to Wait 

AL. MAXWELL, head of the A. L. 
Maxwell Co., Hudson distributor at 
Lawrenceville, 111., since 1911, spent a 
few days at the factory recently. 

Mr. Maxwell is a composite of "gentleman 
of the old school" and the modern farmer- 
business man. Is a farmer of the new type 
— the kind motor cars have developed. Mr. 
Maxwell talked interestingly to the editor of 
his farms and of his big enterprise in 
marketing Hudson Super-Sixes at Law- 
renceville, headquarters, and at his branches 
at Vincennes, Evansville and Princeton, 
Ind. He thinks the Super-Six the ideal 
car for all-around farm purposes and is 
selling many to his farmer friends throughout 
his territory. Mr. Maxwell naturally regrets 
production delay, but his attitude, when he 
saw the prodigious efforts being made at the 
factory, was that of patience. As he put it, 
"I could have disposed of my entire allotment 
of 250 cars by now if they had come along to 
me. Nevertheless, the Super-Six is a car 
worth waiting for and I expect to have no 
trouble in placing every one I get as it is re- 
ceived. I have perfect faith in the Hudson 
Motor Car Company, which has always dealt 
with me upon the highest plane of fairness." 

Schrup Has Many Orders 

AF. SCHRUP, exclusive distributor of 
Hudson cars at Dubuque, Iowa, spent 
a few days at the plant recently. 
Mr. Schrup says he can sell all the Super-Sixes 
he can get this year as the demand for them 
is stronger than that for any previous 
Hudson model. He has 42 bona-fide retail 
orders on hand and the list is increasing every 
day. 

Erie, Pa. Dealer Is Hudson 
Old Timer 

AL. NELSON, of Erie, Pa., an exclusive 
distributor of Hudson cars since 1912, 
spent a couple of days at the factory 
last week. Mr. Nelson is a progressive motor 
car man and has been in the business for 
twelve years. He took great interest in 
watching the production of Super-Sixes, for 
which he predicts a great year in his section. 

First Visit to Factory an 
Eyeopener 

MD. MORSE, of the Hudson Sales Co., 
distributors at Springfield, 111., made 
his first pilgrimage to the Hudson 
factory last week. He was filled with enthu- 
siasm at seeing such a fine plant and adminis- 
tration building. Speaking of business pros- 
pects in Central Illinois he said: "The people 
in my section will not much longer pay the 
'high price' for cars when they can get the 
Hudson Super-Six, equal to the best, for its 
reasonable price. With the Super-Six to dis- 
tribute we expect to be in the front rank of 
motor car dealers in Springfield by the end 
of the present year. We had a nice auto 
show at Springfield in March. The Super-Six 
booth was by far the most attractive one at 
the show and the car outrivaled all others in 
the interest of visitors. Prominent Illinois 
people in all walks of life are placing orders 
for Super-Sixes." 



Brace of Kansas City Smiles 

WN. BRACE, of the Hudson-Brace 
Motor Co., distributor at Kansas 
City, was seen by the editor flitting 
from office to office in conference with factory 
officials last week. If Mr. Brace had serious 
matters to discuss with the heads of the various 
departments no trace of it was evidenced by 
his attitude or manner. He certainly pre- 
sents a smiling face to the world. 

New Sales Manager at 
Washington, D. C. 

IRVING J. HENDERSON has been ap- 
pointed manager of the Hudson sales de- 
partment of the Semmes Motor Co.» 
distributors at Washington, D. C. Mr. 
Henderson has heretofore served in another 
capacity and has been promoted. He recently 
spent several days at the factory to get 
acquainted with sales department officials and 
better equip himself for his new duties. Mr. 
Henderson is a man of fine personality and 
will no doubt render a good account of him- 
self in his new sphere of work. 

"Outdemonstrates 'Em All" 

DR. F. B. HESS, proprietor of the 
National Auto Co., Hudson distribu- 
tor at Uniontown, Pa., visited the 
factory a few days ago. He told of a fire 
which did considerable damage to his place 
recently. Sales and the rendering of Hudson 
service were only briefly interfered with. Dr. 
Hess says the Super-Six is making convincing 
demonstrations in his hilly country. He 
drove a prospect up Summit Hill not long ago 
at 31 miles an hour in high gear. The climb 
is three miles from base to top. "The Super- 
Six out-demonstrates every other car in 
Uniontown and vicinity. No other car has 
gone up Summit Hill as easily or at 31 miles," 
says Dr. Hess. 

Fickes a Ray of Sunshine 

ER. FICKES, of Elizabeth, Pa., who 
has sold Hudsons since they were first 
manufactured, was a recent caller at 
the factory offices. A more enthusiastic Hud- 
son dealer has not been at headquarters this 
season. Mr. Fickes would like to see the cars 
come through a little faster, but says: "I can 
wait, and my customers will be patient. They 
know that when they DO get their Super- 
Sixes they will have the cars they want. I've 
been too long a member of the Hudson family 
to kick or growl because the production of 
their new and wonderful model is a bit slow. 
I'm for the Hudson Super-Sixes when I get 
them, I am for the Hudson factory, and for 
the gentlemen who are running it, now and 
forever," was Mr. Fickes* parting salute. 

Why Is a Super-Six Like a 
Grasshopper? 

MANAGER LOOMIS, of the South- 
ern Motors Co., Hudson distribu- 
tors at Louisville, Ky., hands us this 
clever bit: 

Why is a Super-Six like a grasshopper? 
Because no living thing gets away faster 
from a standing start than a grasshopper. 
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Sets New Mark for Endurance 

Hudson Super-Six is Again Triumphant 

1,819 Miles in 24 Hours ! 

(Equal in Distance from New York to Denver) 



A Hudson Super - Six Stock Chassis was 
driven a total distance of 1,819 miles in 
24 hours, May 1-2, on the Sheepshead 
Bay Speedway by Ralph Mulford. 

The average speed was 75.8 miles per 
hour for the whole 24 hours. 

The same stock chassis which Mulford 
drove a mile in 35.11 seconds at Daytona 
Beach, Florida, last month has BROKEN 
EVERY RECORD FOR ENDURANCE. 

Imagine going from New York to Chicago 
and return in 24 hours. 

This is the fastest time for such a 
distance ever made by man or machine on 
land, on water or in the air. 

The fastest railroad time ever made was 
from New York to Denver, Colorado, in 48 



hours. In going 1,819 miles in 24 hours the 
Super-Six traveled almost the same distance 
in half the time. 

The Hudson Super-Six went all the way. 
On the railroad a fresh locomotive was sub- 
stituted every 150 to 200 miles. 

The greatest distance ever made in 24 
hours by any one machine of any description, 
previous to this wonderful demonstration, 
was by an Italian made motor car which 
covered 1,492 miles. 

The Hudson Super-Six excelled that 
record by a distance of 327 miles. 

It is a record which has never been 
equaled and is not likely to be matched for 
a long time to come. 

The SUPER-Six has earned a clear title 
to its name. 
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Think What the Endurance Test Means 



HUDSON distributors and dealers are asked to sit down and 
THINK what this latest achievement of the Super-Six 
means! 
Endurance test means that the Hudson Super-Six will stand 
up under more punishment than any motor car ever built t 

Accomplished By Ending Vibration 

The Super-Six accomplished its wonderful endurance record by 
the elimination of vibration. 

Motor vibration is the greatest destroyer of automobile endurance. 
At high speeds for any sustained period the vibration literally beats 
cars to pieces. 

In the Super-Six patented motor vibration has been reduced to a 
minimum. 

Without increasing the size of the motor its efficiency has been in- 
creased 80 per cent. And it stands up under more punishment, will 
run longer at any speed and requires less attention, as has been demon- 
strated, than any other type of motor, aeroplane or locomotive engine 
ever built. 

Fatigue to driver and passengers also come largely from motor 
vibration. So in eliminating vibration, as we have in the Super-Six 
motor, we have made it not only possible to go farther and last 
longer, but have enabled the driver and passenger to ride farther with 
greater comfort. 

The vibration usual to motor cars would have made it impossible 
for any man to have driven those 1,819 miles in 24 hours as Mulford 
drove the Super-Six. 
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Long Life To Bearings 



Burned out bearings and broken crankshafts have eliminated 
cars in all long distance automobile races. 

Yet in every racing car special lubrication is arranged for. 

At high sustained speeds the crankshafts spring out of line, they 
develop intensive vibration and grind out the bearings, despite the 
most ingenious methods of lubrication. 

But the Super-Six, because of its compensated crankshaft, is free 
at all speeds from destructive vibration. 

No special oiling system was used in the endurance trial. 

Hudson engineers have not had to resort to special pistons and 
other compensating parts in order to reduce the vibration recognized 
by all as the greatest foe to motor endurance. 

Think What This Assurance Means 

The owner of a Super-Six will never attempt to equal with his 
car its records on the Speedway. Such speed tests crowd into a few 
hours punishment in excess of anything the average driver owner will 
ask of his car in a lifetime. 

The average driver wants to travel leisurely and comfortably. 
Perhaps 30 miles an hour is as fast as he wants to go. But he does 
sometimes want to leap from three or four miles an hour up to 20 or 
30 to escape being bottled up in traffic congestion. And he wants to 
ride without feeling the presence of the motor in his car. 

These things are possible only in the Hudson Super-Six and because 
of its patented motor. 



Emphasize Endurance Test Sidelights on Endurance Test 



HUDSON distributors and dealers are requested, in discussing 
the last great performance of the Super-Six to refer to it as 
an ENDURANCE TEST. 
The big grind around the Sheepshead Bay Speedway on May 1st 
and 2nd was made primarily to show Super-Six endurance, not 
speed. Although the stock chassis demonstrated speed that has never 
been equaled in such a trial, it also demonstrated endurance that 
has never been matched. It is the endurance that we want to talk 
about. The trial shows how the car stood up. And it certainly DID 
stand up marvelously. And when the big run was over the motor 
was just as perfect mechanically as it was before the starter sent the 
car away on its long day and night trip. 

Remember, then, that this was the Super-Six's ENDURANCE 
TRIAL. 



THE left-hand rear tire was changed because it showed slight 
wear. There was only one tire change. Goodrich Silvertown 
cord tires were used. 
Sixteen stops were made, most of them for gasoline, oil and water. 
The eleventh and sixteenth stops were the longest, each being of 
about six minutes' duration. 

The motor showed practically no carbon deposits. At the com- 
pletion of the run the motor was found to be running as sweetly as at 
the beginning and the car in no way showed any sign of unusual 
treatment. 

There were five official observers. They stated unofficially that 
this endurance test beats all previous records irrespective of class. 

It is worthy of particular note that Edge's record, which has stood 
for about eight years, was made with TWO Napier cars. 
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What the Hudson Super-Six Has Done 

POWER SPEED ENDURANCE 



Sheepshead Bay Speedway, Nov., 1915. 

4 f\f\ MILES in 80 minutes, 21.4 sec- 
II II I onds, averaging 74.67 miles per 
•^^^ hour, with driver and passenger. 

75.69 miles in one hour, continuous run- 
ning, with driver and passenger. 

70.74 miles in one hour, carrying 5 passen- 
gers, with top and windshield up. 

Prom standing start to 50 miles per hour 
in 16.2 seconds. 



At Daytona Beach, Fla., April 10, 1916. 

RALPH MULFORD drove a Super-Six 
stock chassis a mile in 35.11 seconds, 
or at the rate of 102.53 miles per hour. 
This was a new American mark for a stock 
chassis over a straightaway mile. This rec- 
ord was also made under the official super- 
vision of the American Automobile Associ- 
ation, represented by F. E. Edwards, of the 
Technical Board, and by Fred J. Wagner. 



Sheepshead Bay Speedway, May 1-2, 1916. 

A HUDSON Super-Six stock chassis was 
driven by Ralph Mulford 1,819 miles 
in 24 hours, the average speed being 
75.8 per mile for every hour of the 24. This 
is a new record for man and machine. As in 
the other trials of the Super-Six this endur- 
ance trial was under the official supervision 
of the American Automobile Association, and 
electrically timed. 



And in Addition to These OFFICIAL Trials— 



THE Super-Six has been given 
every kind of a test to which a 
motor car could be put by 
Hudson distributors and dealers 
and by those who have purchased 
Super-Sixes. The car has climbed 
about all of the stiffest hills in the 
United States. It has been driven 
through snow, mud, wind and rain 
over the roughest roads of the 
country. In all these tests of the 
prowess of the Super-Six by Hudson 
distributors and by private owners 
the car has in every instance per- 
formed marvelously. It has shown 
unusual speed, unusual acceleration, 
power to spare, endurance that am- 
azed. It has certainly surprised those 
who have driven it. In short, every 
car shipped from the factory has 
shown itself capable of doing the same 
things that have been done in the 
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various official trials. The Super- 
Six has by its brilliant performances 
in all the trials given it, as well as in 
the hands of private owners, created 
more discussion, far and wide, than 
any other motor car manufactured 
this or any other year. 

Hourly Records Compared 

h Mulford 
5 in Super 
X Six. 
Mile*. 



Diagram map, showing what Mulford'a run of 1819 miles in twenty-four hours 
in the Hudson Super-Six would mean in cross-country travel. 

Endurance Record Made With Stock Chassis 



1 
2 
3 
4 
5 

6 
7 
8 
9 
10 
11 
12 



77 
154 
233 
308 
389 
463 
542 
616 
698 
770 
850 
923 K 



Edge in 
Napier 

Miles. 

70 
140 
207 
271 
342 
407 
474 
537 
609 
670 
737 
799 



Mulford Edge in 
in Super Napier 



Six 
Miles. 
1,004 
1,078 
1,158 
1,233 
1,310 
1,382 
1,461 
1,532 
1,597 
1,669 
1,740 
1,819 



Six 



Edge used 2 Napier Cars. 



866 
938 
1,006 
1,068 
1,139 
1,203 
1,263 
1,327 
1,390 
1,458 
1,519 
1,581 



The 24-hour endurance run electrically timed was under the super- 
vision of officials of the American Automobile Association. The car 
was examined by these officials and checked against the regular 
factory production. They compared every mechanical detail, 



measured valves, piston clearances and examined all materials used. 
And they have officially certified that the chassis used was identical 
in all these respects with those used in every Hudson Super-Six that 
is now being shipped to its dealers for distribution to the public 
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Prices Hud 


son 


Super-Six Motor 


Cars 




F. O. B. Detroit 




Phaeton ... 


$1475 


Roadster, 2 passenger 


1475 


Roadster, 4 passenger 


1525 


Cabriolet - - - 


1775 


Touring Sedan - 


2000 


Limousine - - - 


2750 


Town Car - 


2750 



Emphasize Sedan as Open Car 
at this Season of the Year 

IT is suggested that dealers demonstrate the touring sedan at this 
season of the year with the windows dropped and the sides com- 
pletely opened. Emphasis should be laid on the fact that it 
is an open TOURING CAR and not a "closed" car. 

A prospective buyer who admires the Sedan and who has it shown 
him as a luxurious, airy touring car will not fail to be impressed with 
it. If the car is shown him first as a closed car at this time of the 
year he will lose interest, If, on the other hand, it is demonstrated 
to him as the ideal touring car first and then when he is committed 
to it, he is shown how to put the sides up and told that it is our TOUR- 
ING SEDAN, the chance of selling him one at this time of the year 
is materially increased. 

It will be noticed that in all our recent advertisements of the 
Touring Sedan we have shown the car with the glasses dropped and 
the pillars removed so as to show it as an open touring car as well as 
a closed car when necessary. This is done to offset the general im- 
pression which obtains that a Sedan is of necessity a CLOSED CAR. 
Few prospects will be proof against a demonstration of the car's ad- 
vantages as an all-season car if emphasis is laid upon it as a touring 
car at this season of the year. In the same way, when the inclement 
weather of fall and winter comes around again, the reverse plan may 
be adopted. Then emphasize the Sedan as a CLOSED car. 

Dealers who act upon this suggestion will find it much easier to 
close their sales for the Touring Sedan. The car is so different from 
anything else that its appeal to buyers who can be made to appreciate 
its double advantages is growing every day. A great deal depends 
upon how the car is presented to the mind of the prospect. 



Kirk Has Shown Kansas 

What Super-Six Can Do 

AE. KIRK, head of the Hutchinson Motor Car Co., distributor 
at Hutchinson, Kans., is an original Hudson dealer. He com- 
menced with the first Hudsons manufactured seven years ago 
and has made a fortune marketing Hudson cars. 

Mr. Kirk is a strong believer in the new Hudson Service Inspection 
Plan. He says the plan is acknowledged to be the best in the State 
of Kansas. He has twenty expert mechanics always on the road. 

Mr. Kirk is also a thorough Super-Six enthusiast and says the 
car was recently given several impressive trials at Lamed in his terri- 
tory. Speaking of them, he said: 

"These trials were made primarily for the purpose of demonstrat- 
ing that the Super-Six is not a high-speed motor, but rather a motor 
that is capable of developing unusual speed when required. 

"The first test was that of running on high gear and never exceeding 
a speed of one mile per hour on the graded road. 

"The second test was that of going up Fourth Street hill, starting 
at the bottom on high gear, pulling half way and turning around on 
the hill without touching the gear, and pulling the rest of the hill at 
five miles per hour. 

"The third test was pulling up State Street hill starting at the 
bottom on high gear, pulling up half way and slowing down, then 
doing the rest of the hill at five miles per hour, all on high gear. 

"The fourth test was a speed test. The Super-Six was driven at 
the rate of 67 miles per hour on the Santa Fe trail road west of Lamed 
on a rough road, over the sand, and on the inclined roadside. At 
67 miles per hour the passengers asked to have the speed reduced. 
The road over which this trial was made had been recently graded 
and was very sandy. 

"These tests were all made with a stock car and were witnessed 
by prominent local people and by representatives of the press. The 
Hudson Super-Six was driven by E. J. Negy, sometimes called 'The 
Flying Dutchman/ formerly a United States regular army soldier, 
who was in the army at Vera Cruz, Mexico, during our brief occu- 
pation of that port. 

"These trials were very convincing and clearly proved to all who 
witnessed them that the Super-Six is not built for a high-speed car, 
but is one that is right there with speed when called on. That it is a 
strong puller and that its flexibility is so great that it may be controlled 
with ease under any and all circumstances." 



Steinhardt Captures Grand Prize 

With Super-Six at San Antonio 



THE Hudson Super-Six, entered by the Crockett Automobile 
Company, was awarded first prize in the illuminated parade 
of the San Antonio Auto Trades Association a few days ago. 

The car was covered with a bank of white chrysanthemums and 
framed in brilliant lines picked from the radiant stripes of "Old Glory." 
Above and at the front a golden war eagle with flashing, glinting eyes 
perched above coats of arms of the United States on the headlights. 

Flashing from red to white to blue, and then in the tricolors at 
once, the car seemed a living personification of patriotism as it moved 
under the majestic wings of the American eagle before the judges' 
stand. Seven hundred electric bulbs, throwing 11,000-candle power, 
illuminated this masterpiece of decoration. On the radiator and in 
the rear the Hudson triangle trade-mark in the tri-colors of Uncle 
Sam proclaimed the Super-Six's parentage. 

William Steinhardt with Mrs. Steinhardt at his right, piloted this 
creature of his dreams and H. G. Hayes pressed the keys that flashed 
the visional song of color. 
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Dramatizing Super-Six Performance 



THE Hudson Super-Six has been demonstrated 
spectacularly from the day it went on the 
market. 

Every motor car is not capable of that kind 
of demonstration. 

The Super-Six possesses qualities that naturally car- 
ried it to pinnacles of performance. 

No other car has achieved more earned publicity. 

The car made its bow with records already won 
for unusual power, speed, acceleration and endurance. 

As soon as Hudson distributors got their first 
demonstrators they quickly discovered that the car is 
different 

It has more life. It is more flexible. Running with 
velvet smoothness, it develops capacity for doing the 
seemingly impossible. 

Satisfying themselves in the course of casual 
demonstrations that the Super-Six is a wizard-like per- 
former, they commenced to stage demonstrations that 
would, in a highly dramatic way, display the car's 
prowess to the public. 

Take the case of Kirk, distributor at Hutchinson, 
Kansas. HE knew what the Super-Six could do. 

How did he proceed? He announced through 
the newspapers that he was going to demonstrate pub- 
licly that the car was not a high speed motor but rather 
a motor capable of developing high speed when re- 
quired. 

He got a big crowd and took their breath away with 
demonstrations of amazing speed, of control, of hill 
climbing on high gear. 

Robert W. Powers, distributor at Fall River, Mass., 
tried out the Super-Six and discovered that it would go 
up Lincoln Avenue Hill with ease on high gear. He 
knew this hill was regarded as the terror of motorists. 

What did HE do ? He got permission of the police 
for a public demonstration. 

He invited the public through the newspapers to 
witness the Super-Six negotiate the hill. 

Representatives of the press were invited. 

The speed lever was sealed in high gear by a com- 
mittee of newspaper men. 

Then the hill was climbed with ridiculous ease, the 
motor purring like a kitten. 

This was a dramatic performance. Fall River 
papers spread stories of the performance on their first 
pages. The newspapers of the country heralded the 
achievement. 

Mr. Powers simply applied the right psychology to 
the question of Super-Six demonstration. 

It was not a question of satisfying himself or his 



own organization that the Super-Six could negotiate 
that hill. 

The thing to do was to show the public it could do 
it and to make the demonstration spectacularly. 

And that is just the way the Big Hudson Family 
should look at the proposition. It should ask itself how 
best to demonstrate to THEIR customers and prospects 
and the general public the same kind of exhibitions of 
speed, power and endurance as were staged on the 
official speedways at Daytona and Sheepshead Bay. 

Not for their own satisfaction ; not for the satisfac- 
tion of their own organizations; but to demonstrate 
the startling performances of the Super-Six for the 
benefit OF THEIR OWN LOCAL COMMUNITIES. 

Harrison has done it at San Francisco, in the Cali- 
fornia Street hill-climb, staged in a highly dramatic and 
public manner. 

So has the Jesse A. Smith Auto Co., in their 18th 
Street hill-climb. 

Likewise the Henley-Kimball Co. in the Parker 
Hill climb at Boston; and Gomery & Schwartz in the 
Fairmount Park hill-climb. 

The whole Big Family can do the same thing. They 
can do it any time they want to. 

All the hills have not yet been climbed. 

State fairs offer opportunities for demonstrations 
that great crowds will see. 

The ordinary streets of cities can be utilized for 
public exhibitions of Super-Six prowess. 

It is not sufficient that YOU know what the Super- 
Six's possibilities are. 

Let everybody know. Call the public's attention 
to the super-qualities of the Super-Six. 

Show them. That is even better than telling them 
through advertisements. 

They will understand what they see. The public 
dotes on the spectacular. Give it to 'em with the 
Super-Six. 

You know that the car is the same kind of a per- 
former whether driven by a Hudson distributor or a 
private owner. 

You know that the compensated crankshaft of the 
Super-Six gives it qualities and possibilities not matched 
by other cars. 

Demonstrate these differences so that they will be 
visible to all. You know that the Super-Six is beyond 
all question THE motor car of the day. 

Prove it to the public. You can do it any day you 
want to. 

Just follow the pace that has already been set 
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Hudson Super-Six "Ir 
Official Car of 



i Mexican Border. 
Conference. 



public eye every hour 
in the day. General 
Obregon and the Am- 
erican officers continu- 
ally rode about and 
back and forth across 
the International 
Bridge between £1 
Paso and Juarez. The 
Super-Six was sur- 
rounded by staff offi- 
cers, cavalry escorts, 
trumpeteers and full 

military pomp and ceremony. Meanwhile Griffith, moving picture 
producer, was using a Super-Six to grind out film after film picturizing 



Upper picture, General Obregon, Minister of War of Mexico, is seen in the back scat next 
to Hudson Super-Six pennant. Scaled next to him, in the middle, is General Bell, com- 
mander of the U, S. border forces at El Paso. Seated next to him is the Mexican Consul, 
Garcia, located at El Paso. In front of Gen. Obregon, on the auxiliary scat, is Gen. Trcvino. 
commander of Mexican troops in northern Chihuahua. The picture was taken as the generals 
were returning from one of the most important conferences. 

Lower left pictures is another view of party en route back to El Paso via the International 
Bridge. 

Oval view shows same officials, with cavalry escort, returning from conference in the private 
car of American Generals Funston and Scott. 

Lower right picture shows General Obregon and staff entering private car for an official call 
on the American generals. 



sion. The Nauman Motor Sales Co. are 
had such a fine opportunity to demonstrate 



was put to in carrying 
the famous American 
and Mexican generals 
and officials back and 
forth to the confer- 
ences. Great crowds 
of the curious followed 
the party. The Super- 
Six performed perfect- 
ly at every speed. It 
met every emergency, 
every requirement as a 
distinguished equipage 
for a distinguished mis- 
congratulated on having 
the Super-Six. 



Pastor Preaches Super-Six Sermon Super-Six News Bulletin is Booming 



THE prowess of the Hudson Super-Six has reached the pulpit. 
Its power has been taken as the text for a sermon by a prom- 
inent Evansville, Indiana, minister. The story is vouched for 
by Manager E. S. Snow of The A. L. Maxwell Company, Hudson 
distributors at Evansville. Here is what he says: 

"We know that the Super-Six has climbed all sorts of hills on high 
never accomplished by any other car. We've noticed that it has 
negotiated most successfully all sorts of bad roads, but right here in 
Evansville the Hudson Super-Six has mounted the pulpit of a local 
church whose congregation is one of the wealthiest in the city. 

"At the Sunday morning service, a few weeks ago, the pastor of 
the church preached a Super-Six sermon. He mentioned the Super- 
Six more times during his talk than the Hudson factory produces cars 
in a day. He exhorted his hearers to surmount the difficulties of life 
like the Hudson Super-Six negotiates a hill, surely and swiftly, with 
never a grunt. 

"He compared the human race to automobiles, saying far too 
many people were limping through the world like an inferior car 
hitting on one, two or three cylinders. Then the great multitude who 
live their lives by just getting by. Then the small crowd who take 
all the hills on high. Without hesitation, halting or stumbling, they 
go through life like a Super-Six with enough reserve power to do 
whatever comes to hand." 



EVERYBODY says the last issue of the Hudson Super-Six News 
is a "regular hummer." Already viewed by nearly a million 
and a half people weekly, plans are afoot in the Advertis- 
ing Department to greatly increase the audience for this snappy 
advertising of the Hudson Super-Six. It is also intended to mater- 
ially increase its distribution in a way that will obtain for it greater 
attention and publicity. Material is on hand for a succession of 
keenly interesting issues. 

It is suggested that distributors and dealers co-operate by using 
their ingenuity in getting the News bulletin posted in other prominent 
places in addition to their own establishments. E. A. Kemp 8b Son, 
Hudson dealers at Greenville, Mich., have tried the plan of posting 
the weekly News Bulletin in their local hotels. In one of the inns 
the Hudson bulletin is posted on the dining room door, and at another 
prominent hostelry it is posted in the writing room. Both bulletins 
are plainly visible from the lobbies and catch the eye of hundreds 
of hotel guests every hour of the day. Kemp & Son are cashing on 
their enterprise by the many inquiries they receive and the prospects 
they have made for the Super-Six. Try and get the bulletin in the 
windows of all the shops and stores you can. Every News Bulletin 
you get posted will increase its advertising value. It will help you 
get people into your salesrooms. It will help you sell Super-Sixes 
more than you realize. Write the Advertising Department for as 
many more as you can use to advantage, each week. 
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ADVERTISING DEPARTMENT 
BULLETIN 

Birdseye View of Factory. 

Elsewhere in this issue of the TRIANGLE will be found a brief 
description of a new birdseye view of the factory buildings which 
has been mailed to every distributor and dealer. This is the 
most attractive illustration of the home of the Super-Six which 
has been issued and it should be framed and displayed prom- 
inently. 

Newspaper Ad. on Super-Six Endurance Test. 

Plates and copy for a 175 line four column newspaper ad. covering 
the 24 hour endurance test of the Super-Six on the Sheepshead 
Bay Speedway May 1-2 has been sent to all publications on our 
newspaper list. The advertising value of this latest proof of 
Super-Six endurance is beyond estimate. The copy has been 
sent direct to the newspapers, instead of through distributors and 
dealers as usual, to hasten publication while the story of the 
endurance trial is still fresh in the public mind. 

Saturday Evening Post Ad. Being Prepared. 

A whole page advertisement for the Saturday Evening Post 
covering the endurance test is also in course of preparation and 
will appear in the early part of June. Other ads. exploiting the 
Super-Six, with emphasis on its proof of endurance, are also 
under way. 

Good Time to Buy Graflex Cameras. 

Distributors and dealers have already received the folder telling 
about Graflex and Graphic cameras. By arrangement with 
local dealers a discount of 20 per cent may be obtained by ordering 
one of these cameras through the Advertising Department. 

Form Letter to be Sent Those Who Placed 
Orders for Cars at Old Prices. 

A form of letter is being sent all distributors and dealers which 
may be written and mailed to those who have placed orders 
for Super-Six cars at the old prices. It would be a good idea to 
send out these letters as they are sure to create a feeling of satis- 
faction. 



Mississippi Girl Students are Super-Six 
Rooters 



Albany Makes First Sale at New Price 

DONALD HERNE, of the sales department of the E. V. Stratton 
Co., Hudson distributors at Albany, N. Y., probably made the 
first sale of a Super-Six at the new price. Mr. Stratton writes 
under date of the 11th: 

"At eight-thirty yesterday morning, May 10th, when the writer 
received the night letter advising increase in price of the Super-Six 
models, I immediately informed our sales organization. I knew some 
of them were dealing with prospects with whom they hoped to close 
yesterday. Mr. Heme was in touch with a prominent Albanian, Mr. 
Edwin Corning, to whom we had quoted a proposition accepting a 
small Fiat in exchange. In five minutes, Mr. Heme interviewed Mr. 
Corning and secured his order at the increased price. We doubt 
whether any sale was made at the new price any quicker than this, 
after the notification was received. 

"If there were any, we will be glad to hear from the dealers who 
deserve the first prize." 

Nelson Has Right Kind of Sign 



THE young lady students of the Industrial Institute and College 
at Columbus, Mississippi, are "just crazy over the Super-Six." 
N. D. Robinson, President of the Robinson Motor Car Co., 
Hudson distributor at Columbus, is responsible for this Super-Six 
enthusiasm. He had special caps lettered "Hudson Super-Six" made 
for this flock, of Southern beauties and then took 27 of them (count 
'em) "Super-Sixing" all about Columbus and the surrounding country. 
The above picture was made in front of the Institute Music Hall 
a few minutes previous to starting out on the joy ride. The girls liked 
the way the car traveled so well that they probably will refrain from 
"popping the question" this leap year to any man who is not the 
owner or prospective owner of a Hudson Super-Six. 

Please Pack Photographs Carefully 

THE Advertising Department is receiving photographs in bad 
condition. Distributors and dealers who mail valuable photo- 
graphic prints rolled up in a newspaper wrapper should not 
be surprised if they arrive at the factory totally unfit for reproduction. 
The right way to mail photographs is to pack them flat between 
corrugated boards, or in a regular photographer's mailing envelope. 
We hope this suggestion will be followed. 

Buy a Graflex at a Discount 

IF you are going to buy a camera, now is the time. Get a Graflex 
or a Graphic. A folder explaining these cameras has been sent 
to our distributors and dealers. An arrangement has been made 
with a local dealer in photographic supplies to give you all a discount 
of twenty per cent on these cameras. The Graflex is used by the 
Advertising Department for its photography. Dealers in Hudson 
Super-Six cars will need a camera to snap them in action this summer. 
This discount is an inducement worth while. Order your cameras on 
regular parts order blanks sent through the Advertising Department, 
where they will be given personal attention by the factory photog- 
rapher. 



AL. NELSON, Hudson dealer at Erie, Pa., has the right idea of 
a garage sign. He handles Hudson cars exclusively and is 
extremely proud of the Super-Six. A glance at the illustration 
will show that he has given the car he represents a fine home and 
one that is distinctively SUPER-SIX. The sign is 8 feet across the 
top and 9 feet high. It is an electric sign and shows brilliantly at 
night. This sign has real advertising value. The suggestion is made 
that it is a good model to copy. 



New Factory Views are Beauties 

THE new birdseye of the mammoth factory and administration 
buildings of the Hudson Motor Car Co. at Detroit is the most 
expensive and artistic we have ever distributed. 
It is a six-color half-tone reproduction, size 18 x 42 inches, printed 
on heavy stippled postcard stock. A special sheet of copper (now so 
scarce) had to be obtained before such a large reproduction could be 
made, the half-tone key-plate being two inches larger than the 
standard stock size, which is 30 x 40 inches. 

This birdseye should be suitably framed and displayed prominently 
in all Hudson showrooms. Dealers can point with pride to the model 
plant where the Super-Six is manufactured. Prospective buyers will 
be impressed by this picture. It will help make sales. Let the Ad- 
vertising Department know if you can use one or more of them. 
They are furnished without charge. 

"Happiness is a kind of energy; it is produced, and not 
merely possessed. Not what I have, but what I do, is 
my kingdom. — Aristotle." 
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Big Family Stories 



Hudson Franchise His Fortune Swede Farmer Buys Sedan Crandall Has a Good System 



FG. KLEYN, head of the Kleyn Auto 
Co., Hudson dealer at Duluth, Minn., 
was a recent visitor to the factory. 
The story of Mr. Kleyn's rise in the world 
since he became a Hudson dealer sounds like 
pure romance. Briefly told, he was a shoe 
clerk in Detroit a few years ago. He and his 
thrifty wife were ambitious. They decided 
that clerking in a shoe shop led nowhere. Mr. 
Kleyn got a job in a Detroit automobile fac- 
tory. He learned all about motor cars from 
practical work in the shops — and saved his 
money. Then he secured the agency for the 
car he worked on for Duluth. He prospered 
fairly well. He was a real merchant. He 
was shrewd and looked about him for a car 
that he thought would be a comer. He se- 
lected the Hudson. From the day he got his 
Hudson franchise he has grown to be a man 
of consequence in the big town which heads 
Lake Superior. 

During his stop in Detroit, Mr. Kleyn in- 
spected most of the up-to-the-minute sales- 
rooms for ideas to incorporate in the new 
establishment he is about to construct to 
house the Hudson Super-Six, which he is 
proud to represent. The Duluth dealer has 
the air of confidence and prosperity, but car- 
ries his fairly-won honors with becoming 
modesty. 

Flying Trip Roanoke 
to Atlantic City 

JOSEPH S. WALTON, of the Virgi™ 
Motor Car Co., Hudson distributors 
Roanoke, Virginia, accompanied by P 
Mohun, owner of a new Super-Six, : 
Newton Carroll, made a record trip fi 
Roanoke to Atlantic City a few days ag< 
Mr. Walton's telegrams to Roanoke sent 
en route tell the story. Here they are: 

May 2, 1916. 
Winchester. Va. , 9:02 A. M. , 
Arrived Winchester eight o'clock. 
Running time seven hours and fourteen 
minutes. 

May 2. 1916. 
Baltimore. Md. . 12:35 P.M.. 
Arrived Baltimore 12:15 o'clock. 
Running time 10 hours 27 minutes. 

Wilmington. Del.. May 2, 1916. 
Arrived here three-fifteen. Running t 
thirteen hours nine minutes. 

Atlantic City. H. J.. May 2. 19 
Left Roanoke twelve one A. M. Arrive 
Mr. Mohun' s cottage Atlantic City six 
fifty-nine P. M. Actual elapsed time 
eighteen hours fifty-eight minutes. Actual 
running time fourteen hours and fifty-six 
minutes. Car performed perfectly. Average 
speed twenty-eight miles per hour. 

Secretary James Frantz reports this to be 
the best time Roanoke to Atlantic yet made 
by a motor car. "The Super-Six is unques- 
tionably a time getter on the road," he writes. 
"The first 182 miles of the trip, of which 100 
miles was over very common rough country 
roads, was made at an average speed of more 
than 25 miles an hour. The total distance 
covered was 420.7 miles. Mr. Mohun, the 
owner of the car, is prominent locally and 
the trip has created a great deal of favorable 
comment on the Super-Six. 



MARTIN O. THOMPSON, Hudson 
man at Sioux Falls, S. D., told a good 
story while at the factory last week. 

"There are a good many Swedes in our 
country. Thrifty, good people and tillers of 
the soil. Well, a few days ago one of these, a 
cripple, hobbled into our salesroom accom- 
panied by his little blonde wife. I knew them. 
They'd worked hard. Their hands were 
calloused with farm labor, but they had made 
and saved. 

"The husband said, 'I like a fine car for 
my wife.' 

"I immediately decided to show them a 
Touring Sedan, never for a moment dreaming 
they would care to pay for one. But I 
wanted to show them a sure enough 'fine 
car.' So I piloted them to one of these 
handsome cars and pointed out its beauty 
and luxuriousness. 

"The eyes of the Swedish couple fairly 
gleamed at its elegance, telegraphing mes- 
sages to each other. 

"Finally Mr. Swede observed, 'Wall, I tank 
that the car I like for my wife. I take it.' 

"And he peeled off the price from the huge 
roll he was packing about with him and paid 
for it on the spot. You could have knocked 
me down with a feather, I was so surprised. 

"But the sale was made and that couple of 
thrifty Swedes are rolling around in the balmy 
spring airs of South Dakota in that beautiful 
big car, the happiest human beings, and the 
proudest, that ever emigrated to 'the land of 
the brave and the home of the free.' " 



Giving the Super-Six Grip 



OUR photographer caught these two 
happy New England distributors in 
the act of "mitting" each other at the 
factory the other day when news of the result 
of the Super-Six endurance test at Sheepshead 
Bay came over the wires. The smiling big 
man at the ieft is Wm. C. Spear, and the one 
at the right is Robert W. Powers, distribu- 
tors at Manchester, N. H., and Fall River, 
Mass., respectively. Both are everlastingly 
proud of the various tests of speed and en- 
durance through which the Super-Six has 
come so victoriously and neither ever wearies 
of telling what the car is doing in their terri- 
tory. This picture tells its own story. 



ROBERT B. CRANDALL, Hudson dis- 
tributor at Oak Park, Illinois, has a 
system that is working out great. He 
drives the new owners back to Illinois from 
the factory in their new Super-Sixes. Re- 
cently he brought the purchaser of a car and 
the prospective purchaser of another to 
Detroit. He got a Super-Six for the man 
who had bought and drove them back to 
Chicago. The Super-Six performed so 
beautifully on the way over that the man 
who bought it was in a perfect transport of 
delight. This demonstration sold the pros- 
pect a Super-Six. Crandall came back with 
him and another prospect. Repeat. The 
thing works out so nicely that the Oak Park 
distributor may be expected to be a factory 
visitor with a buyer and a prospect every 
time he makes a sale. Nothing like showing 
'em what the car can do in a real drive when 
all touring conditions are met with. On his 
last trip he had with him a new dealer, Mr. 
N. E. Nelson, of Austin, 111., who made his 
first visit to an automobile factory. He was 
enthusiastic. 

Milwaukee Distributor is a 
Hummer 

JESSE A. SMITH, of the Jesse A. Smith 
Auto Co., Milwaukee distributor, dropped 
in at the factory a few days ago. Mr. 
Smith first handled Hudson cars in 1914. 
"When I started with the company," he said 
to the editor, "there were only 150 Hudson 
cars in Wisconsin. Now there are between 
700 and 800. I expect the total will be 1500 
*— *ore the year is out. When I took the 
ison agency there were not over 10 dealers 
Wisconsin. Now there are about 70. 
e Hudson rates as the top car in the 
Jadger State' among the higher-grade 
cars. The Super-Six is the greatest Hud- 
son yet produced. It is a big winner. 
I can sell all the Super-Sixes I can get." 
Mr. Smith dispenses only "live stuff." 
He's a hustler and.his rise as a Hudson 
distributor has been phenomenal. 



Portsmouth, Ohio Dealer 
Drives Car Home 

IS. HOWE, Hudson dealer at Ports- 
mouth, Ohio, was a recent factory 
visitor. He secured a Super-Six and 
/e it back with the purchaser, S. C. Moore, 
ivir. Howe has been a Hudson man for 3 
years, and thinks the Super-Six is a world- 
beater. "I've got 15 orders booked, and can 
sell Super-Sixes as fast as I can get them. I 
have always sold as many Hudson cars as 
I could get in Portsmouth since I have had 
the agency," said Mr. Howe. "I sold a man 
a car the other day who said he'd take one if 
I could deliver it in from 30 to 45 days. He 
wanted a Super-Six bad and said he would 
wait rather than buy any other kind of a 



"Eddie" Bald, Hudson distributor at Pitts- 
burg, was at the factory during the week. 
He couldn't talk about anything else but 
the great endurance run of the Super-Six on 
May 1-2. 
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Farsightedness 




IREFIGHTERS are on the job 365 days a year, fires 
or no fires. 

Star ball players "warm the bench 9 ' until summoned 
for the "pinch hit" that saves the day. 

Athletes train months for contests of a few minutes. 

Slackened immigration tides and war-stopped imports do not 
shorten the government inspectors' roster. 

Whether lake "skippers" are ON the bridge in navigation time, 
or PLAY bridge in the off season, their pay goes on. 

Life savers and lighthouse tenders are on the "annual roll." 

Men can't be picked up at random to perform the tasks of 
the trained. 

Big business, public and private, from vast experience knows 
the fallacy of firing and hiring. 

The successful business man figures on the future. He knows 
that the profits of today may be needed for tomorrow. 

Manufacturers and merchant kings know the season's tides. 

Flood-tide profits pay for ebb-tide losses. 

The air is filled with the slogan "Preparedness for Peace." 

Which means that a big budget now will save battles in 
the future. 

It is the same with the making and marketing of motor cars. 

The wise distributor will maintain his selling organization. 

To do so is preparedness for the day of flood-tide in Super- 
Six deliveries. 

It is the only way to be ready with a SOLID FRONT. 
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Super-Six Touring in Picturesque Southwest 



The Super-Six passing through famous 

Ocean-to-Ocean Highway between 

Santa Fe and Albuquerque. 



traveled up some stiff grades and through 
deep desert sands. He also says the radiator 



subject of much gossip in 
Albuquerque. 



Oklahoma Coach Presented with 
Super-Six 

BEN G. OWEN, coach of the Sooner football team in Oklahoma, 
has been presented with a Hudson Super-Six roadster by his 
admirers. 
The car was sold to business men and the University Athletic 
Association of Norman and Oklahoma City by the McClelland- 
Gentry Motor Co., distributors for Oklahoma, for presentation to the 
popular Sooner Coach. "Bennie" Owen has done more than any 
other athlete to put Oklahoma on the football map, and his friends 
are legion in the Southwest. There was a rush to donate to the 
purchasing fund when it was announced that a Super-Six was to be 
an appreciation gift to Owen. He is proud to own a car that has 
won such honors and is so generally popular with the motoring public. 
Distributor McClelland is equally proud to see his friend Coach Owen 
driving a Super-Six. 



Fast Time Buffalo to Boston in 
Super-Six 

MESSRS. Henley and Kimball, Boston distributors, made a 
fast run from Buffalo to Boston early in May. Speaking of 
the trip, Mr. Kimball says: "We left Buffalo at 5:30 A. M. 
in my Super-Six phaeton and drove straight through to Boston, arriv- 
ing at 11 P.M. The distance recorded on the speedometer was 512 
miles. The elapsed time was 17 H hours. Driving time was 14 hours 
and 10 minutes. 

"This is not the equal of Mulford's record of 1,819 miles in 24 
hours, but these 512 miles were driven over the ordinary highway, full 
of traffic, as the day was Sunday, and towns to go through every few 
miles. It was 'some trip.' The car was not touched all the way 
except to put in oil and gasoline. Between towns we maintained a 
speed of from 50 to 65 miles an hour, according to road conditions." 

Mr. Henley wants to know if anyone has a better road record than 
this with a Super-Six. 



Super-Six in Beautiful Setting at Helena Auto Show 
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ADVERTISING DEPARTMENT 
BULLETIN 

Newspaper Ads. 

Proof sheets of twelve new newspaper ads are being sent to all 
distributors and dealers with this issue of the TRIANGLE. Dealers 
can obtain plates upon request. Please specify whether your news- 
paper uses plates or mats. 

Transfer Window Signs. 

The new Super- Six window transfer signs are now in stock. Deal- 
ers orders for these signs will be promptly taken care of. 

Newspaper Ad. on Endurance Run at Sheepshead Bay. 

Dealers can obtain plates of the newspaper ad. headed "1819 
Miles in 24 Hours." This is the advertisement which ran in all 
the newspapers on our list. 

Gummed Labels With New Prices. 

The advertising department has prepared gummed labels with the 
new prices for the show books (with the striped covers) and the 
large Super-Six catalogs (with the Oriental cover design) . Please 
indicate on the circular letter which was sent to all distributors and 
dealers the quantity of show books and catalogs], you have in stock 
and we will furnish you with gummed labels. 



Here's a Clincher Endurance Proof of 
the Super-Six 



"Dad Letters" Made Salesman of Boy 

A FOURTEEN year old boy has just closed a sale for a Super- 
Six. The boy is Master Henry Testard, son of H. A. Testard, 
distributor at New Orleans. 
"The boy has been working on one of the neighbors after school 
hours," writes the father. "One day he approached me with the 
question of what commission I would give him on the sale of a Super- 
Six, saying 'Dad, I am going to close this sale all by myself.' And 
he actually did it. He got the name on the dotted line after bringing 
the prospects over to my place and putting up a strong sales-talk. 
The feature that tickles me is little Henry's advance declaration that 
he was going to do it. He had been reading the little book containing 
the 'Letters From a Successful Hudson Dealer to His Son.' I feel 
pretty sure these gave him the inspiration and the ammunition for 
his sales arguments. Anyhow, I am the dad in this instance who is 
pardonably proud of the son." 



Send Us Pictures For News Bulletin! 

We are running short of material to fill the 
weekly Hudson Super-Six News Bulletin. This 
weekly pictorial Bulletin grows in popularity and 
advertising power. Send us pictures! 

We want to maintain it at the highest stand- 
ard of interest. 



Like Phoenix Will Rise Again 



THE above picture shows all that was left of the Audley Hill 
Auto Sales Company's place at Augusta, Ga., after a fire 
which burned the establishment to the ground recently. 
While the ruins were still smoking Audley Hill, Jr., the manager, 
with commendable enterprise, had the Hudson Super-Six sign painted 
and posted on the site. The company is now housed in another place 
with 100 feet frontage and 200 feet depth, which is said to be the 
best garage, show room and storage house in Augusta. Mr. Hill is, 
as his distributor, J. W. Goldsmith, at Atlanta, says, "right on the 
job." 



Car 21 in rear of line-up is the Super-Six (third); 11 is the Maxwell 

special (winner). The other entrants were Peugots and 

other famous special racing cars. 

THE Hudson Super-Six furnished the big sensation of this year's 
Metropolitan Trophy at 150 miles. The race was run over the 
Sheepshead Bay Speedway on the 13th of the month. The 
Super-Six performed with its usual pendulum-like bull-dog endurance 
and came in a good third in competition with huge racing cars of the 
latest type. 

The Super-Six was driven by Ira Vail of Brooklyn. The car he 
used was H-30, one of the first shipped from the factory, which had 
been used as a demonstrator at the Brooklyn branch for about four 
months. Vail tried to get a stock Super-Six from every Hudson 
dealer within a radius of 100 miles from New York without success. 
Finally a friend of his secured the Super-Six demonstrator at Brooklyn 
for list price. The only changes he made were to shorten the wheel- 
base 21 inches, put on a high gear and a racing body. With these 
alterations he entered the little car at post time, getting the laugh 
from the grandstand. The "kidders" gave Vail and the Super-Six 
an ovation when the race was run. Third place and $2,000 in prize 
money was grabbed by the man who had confidence in the Hudson 
car, even though he was competing with some of the most famous 
specially built racing machines in the world, driven by men equally 
noted. The Super-Six was the ONLY car that went the whole 150 
miles WITHOUT A STOP. Although it did not show the speed of 
the big machines, it kept close to the pace and gave an exhibition of 
motor dependability and sheer ENDURANCE that won the respect 
of everybody on the track. The press of the entire country is sounding 
the praises of the plucky Super-Six and its driver, the heroes of the 
first big motor racing classic of the 1916 season. 

Super-Six Goes 506 Miles in a Day 

CHARLES H. VINCENT of the engineering department of the 
Hudson Motor Car Co., drove his stock Super-Six 506 miles 
in one day recently. 

Mr. Vincent has driven his Super-Six approximately 5150 miles 
over the country roads adjacent to Detroit within the past sixty days. 
He spends most of his time driving the car through the traffic of the 
city and on all kinds of roads just to see how it performs under all 
conditions of travel. 

On the day the 506 miles were registered the Super-Six was taken 
out at 7:15 in the morning and kept at it until midnight. Deducting 
two hours of this time to allow for traffic hold-ups and lunch, the 
Super-Six was actually driven for fifteen hours at an average rate of 
better than 33 miles an hour. 

The routes taken were through the principal thoroughfares of 
Detroit on which ordinary traffic conditions were met, and out through 
the towns within a radius of 50 miles from Detroit. 

The flexibility of the car was demonstrated in speeds from three to 
78 miles an hour in high gear. The latter speed was attained fre- 
quently over good stretches of road where the going was clear. One 
sprint at the rate of 90 miles was recorded. Seventy-eight miles an 
hour with windshield up and made at night is quite a performance. 
The day's total mileage, attained without any special effort to do more 
than test the car's capacity for getting over the ground under the 
ordinary conditions of touring that any owner of a Super-Six car might 
be expected to encounter certainly speaks well for the Super-Six. 
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Big Family Gossip 



"Super-Six Schwartz" Plans Ex- 
pansion at Columbus 



H. J. SCHWARTZ 

HJ. SCHWARTZ, president of the 
Standard Motor Car Co., Hudson 
distributor at Columbus, Ohio, re- 
cently concluded a deal whereby he obtained 
possession of one of the most valuable pieces 
of business realty in his town. 

The intention is to use the site for the con- 
struction of a new Hudson establishment next 
year. The property, 96 x 187 J/£ feet, is only 
a block from the Ohio State Capitol, faces the 
best residence street, on which is located 
"Automobile Row" in the heart of the retail 
district. This purchase gives our Hudson 
distributor a decidedly advantageous site for 
a new Super-Six home. His present place 
adjoins the newly acquired property. When 
at the factory a week or so ago Mr. Schwartz 
told the editor that the deal involved about 
$200,000. 

"We could sell Super-Sixes by the train-load 
in my territory if we could get them," Schwartz 
told the sales department when he was in 
Detroit. "Super-Six Schwartz," as he is 
called in Columbus, is always right on the 
job, and is a leader among the big motor car 
men of Central Ohio. 

"Bikes" While Waiting for 
Super-Six 

FROM the Crockett Automobile Co., 
distributors at San Antonio, comes this 
little story: 
"A prospect of ours who has purchased a 
Super-Six and is waiting for delivery came in 
a few mornings ago and asked us if we had a 
bicycle that he could ride until his Super-Six 
came. 

"We are planning to furnish him with a 
bicycle with one of those motor wheel attach- 
ments bearing a sign 'This Man is Waiting 
for the Delivery of a Super-Six.' " 



They All Drove Cars Home 

A BIG flock of Hudson dealers turned up 
at the factory right after the Super- 
Six endurance test at Sheepshead Bay 
was announced. They all said they wanted 
to give a Super-Six a personal endurance test 
on the highways which led to their own home 
towns. They were all accommodated. These 
were regular deliveries. The dealers elected 
to drive the cars home instead of waiting for 
shipment. Several were accompanied by 
their wives. 

R. J. Ton, Roseland Auto Sales Co., 
Roseland, 111.; Wm. M. Knudson, Parkway 
Garage & Auto Supply Co., Chicago; F. J. 
Gephart, Atlas Motor Car Co., Dayton, Ohio; 
John H. and H. C. Clairssen, Clairssen Bros., 
Crown Point, Ind.; J. R. Kirk, Maysville, 
Ky.; J. W. Hennessy, of H. & S. Sales Co., 
Springfield, Ohio; Peter Eich, Carthage, Ohio; 
O. B. Barker, Jr., Crandall Motor Car Co., 
Oak Park, 111.; H. H. Mueller, Mueller's 
Garage, Baraboo, Wis. 

Former Big Leaguer Now Super- 
Six Dealer 

E. A. Jones, of Thomas, Mich., resident dealer in 
Hudson Super-S.xes under I. A. Lynch, of Pontiac, 
was formerly a base ball player. He played during 
one full season as a pitcher with the Detroit Tigers 
in the American League. Jones started in base ball 
as a member of a "Semi-Pro" team in Mt. Clemens 
in 1905. In 1906 he was with the Springfield, 111., 
team in the Three I League. He graduated to the 
Detroit Tigers in 1907 and played the full season 
with them. In 1908 he was with Montreal, and in 
1909 with Indianapolis. In 1910 he was again with 
Montreal, which was then in the Eastern League, 
and is now in the International. The following sea- 
son he played with Jersey City in the Eastern League, 
and lead the club, having the highest percentage of 
any pitcher with his team. In the winter of 1911 he 
was sold to Rochester and played with them during 
part of the 1912 season. He then retired and has 
been engaged in the sale of Hudsons since the begin- 
ning of the 1916 season. 

The Letter was Delivered 

"The Super-Six, El Paso, Texas" was the super- 
scription on the envelope of a letter recently re- 
ceived by the Nauman Motor Sales Co. The local 
postomce had no difficulty in determining to whom 
it was consigned. The letter was from R. E. Bar- 
rett of Tulsa, Oklahoma, a strong Super-Six plugger. 
He told how the Hudson dealer in Tulsa walked into 
the salesroom of a rival car, whose manager had been 
issuing defiance to the Hudson man, and spread out 
five crisp, new one hundred dollar bills,' which he 
offered to wager that the Super-Six could beat the 
other in a hill-climbing contest. The writer con- 
cludes his letter with the remark that "they showed 
their good judgment by backing water." 

Hudson "Movie" at Taunton 

The S. & M. Garage, Hudson distributors at 
Taunton, Mass., put the moving picture, "Mr. Dealer 
from Anywhere," on the screen at the Star Theatre 
recently to a large audience. 

Writing of the event they report that "it created a 
great deal of interest and made an exceedingly good 
impression upon the public mind concerning the 
Hudson car and the men and the factory behind it. 
We think this the best form of advertising at this 
time when so many people are interested in the 
movies." The S. & M. Garage repeatedly show a 
spirit of most commendable enterprise which no 
doubt accounts for its high standing among Massa- 
chusetts motor car establishments. 

J. E. Gomery, of G ornery & Schwartz, Philadelphia 
distributor, shook the dust of the "Quaker City" off 
his patent leathers about a week ago and checked in 
at a Detroit hostelry. He was seen in conference 
with factory officials for a couple of days. The editor 
suspects that he MIGHT have come here to sec about 
more Super-Sixes. 



Crawford Contributes Poem 
With a Punch 

AT. CRAWFORD, Hudson distributor 
at Scottsbluff, Nebraska, is so ver- 
satile that he just naturally forces 
himself into the TRIANGLE every now and 
then. When "Doc" Crawford was at Detroit 
recently he displayed to a select few wonderful 
gifts as a raconteur. He beat a party of 
Hudson distributors from everywhere bowl- 
ing; played pool and billiards like the proverb- 
ial "shark"; performed on the piano like a 
virtuoso; and generally showed that he can 
hold his own in any kind of company for 
"money or marbles." Another thing he ra- 
diated was ABSOLUTE LOYALTY to the 
Hudson Motor Car Co., under any and all 
circumstances, fast or slow deliveries, now 
and all the time. Some of that spirit is shown 
in the verses just received by the editor, 
which are reproduced: 

THE GAME. 
By A. T. Crawford. 
When the game seems lost and you want to quit. 
And you're sticking just by your nerve and grit, 
And you can't see an earthly chance to win. 
And you're weary and jaded and near "all in," 
Don't ever quit as you want to do. 
But keep your heart till the game is thru. 
Till the last hard minute is past and gone — 
Fight on! Damn you. Fight on! 

The chaps who win are the boys with pluck. 

Who never will quit till the gong is struck, 

And many and many a game they play 

Is won at the end of a losing day — 
Won by sticking the struggle out, 
Won by going the whole long route. 
While they — tho* weary in brain and brawn — 
Fight on! By God, Fight on! 

So, tho' you're staggering, weak, and blind, 
Battered in body and dazed in mind. 
You can't be sure that the other side — 
In spite of its front of strength and pride — 

May not be tired and jaded too. 

And feeling fully "all in" as you! 

You brace and rally — their triumph's gone — 
Fight on! Damn you, Fight on! 

The Lincoln Highway Arch 



The beautiful arch pictured above is being con- 
structed on the Lincoln Highway at the Wyoming- 
Utah state line. The material is to be native red 
granite. The cost of the arch will be $6,000. The 
arch was designed by the American Institute of 
Architects. 

It is expected that similar arches will be erected at 
other points where the Lincoln Highway crosses state 
lines. 

The affairs of the Lincoln Highway Association are 
in flourishing condition due to the interest which is 
being taken in the good roads movement by all 
classes of people throughout the country. 

Harold L. Arnold, distributor at Los Angeles, is 
now in the East. He passed through Detroit a week 
or so ago and went to New York and other cities on 
the Atlantic seaboard. He intends to stop in Detroit 
for a few days at the factory before returning to "the 
coast." 
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The Whole Truth 
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HE HUDSON Super-Six is a revelation 
in motor car construction and achieve- 
ment. 



Naturally, it has excited opposition and criti- 
cism. 

It cannot be expected that its competitors will 
permit Hudson dealers and salesmen to 
run over them with the Hudson Super-Six 
without any opposition. 

It is to be expected that they will "fight back." 

Therefore, Hudson dealers and salesmen 
should not lose their enthusiasm or op- 
timism merely because they encounter op- 
position. 

Criticism of the Super-Six is merely a compli- 
ment to its attainments. 

If competitors paid no attention to it, we 
might then become alarmed, lest it had 
failed to make an impression. 

This fact should be kept in mind when read- 
ing reports of wonderful achievements put 
out by self-styled competitors. 

Notice closely the difference between these 
reports and advertisements and those that 
have been circulated by the Hudson Com- 
pany. 

Observe that in the reports put out by the Hud- 
son Motor Car Company of achievements 
of the Super-Six that in all cases the. car is 
certified as a stock car by the American 
Automobile Association. 

Observe that we have given every detail of the 
construction of the chassis and of the car 
that made the test. 



Notice that if the fenders and top are removed, 
we say so; if there is a special body, we say 
so, and describe the kind of body; if there 
is a difference in the gearing, this is stated. 

Also note that we make very prominent men- 
tion in these tests of the fact that the car 
used was a stock car certified by a disinter- 
ested and absolutely authoritative organi- 
zation known the world around. 

Observe, also, in the reports of the competing 
cars that are stated to have made such won- 
derful records it is not stated whether or 
not the car was a stock car; that nothing 
whatever is said about any official author- 
ity for the records. 

"World's Records" are claimed without any 
basis whatever for such a claim. 

It is easy enough to write Ao//-truths and 
reports of wonderful feats, but it is an en- 
tirely different thing to add to these reports 
the authority of an organization such as 
the American Automobile Association. 

Dealers and salesmen, therefore, will not be- 
come stampeded when prospects mention 
these alleged cases where a self-styled com- 
petitor has excelled the Super-Six. They 
will call the attention of prospects to the 
facts recited above. They will show them 
the Hudson proves a definite absolute 
record officially attested by the American 
Automobile Association. 

Hudson dealers and salesmen will find it to 
their advantage to make a strong point of 
the integrity of the advertising and claims 
for the Super-Six. So much can be said 
concerning the officially attested exploits 
of the car, that it is unnecessary to resort to 
exaggeration or Aa//-truths. 
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Service Reciprocity Exemplified 



MR. PORTER KIMBALL, of Hope, North Dakota, purchased 
a Super-Six phaeton from the Simms Auto Co., of Grand 
Forks, N. D., a few weeks ago. Recently he came East with 
Mrs. Kimball. They visited the factory and took delivery of their 
Super-Six. From Detroit they started out on a tour of the Eastern 
states. On May 13th the Kimballs turned up at Lynn, Mass., 
where Green & Sibley, Hudson distributors, gave their car its second 
inspection. This picture was taken in front of Liberty Garage in 
Lynn after the inspection was concluded. 

Mr. and Mrs. Kimball are both delighted with the performance 
of the Super-Six. They have had the most convincing proof that 
the Hudson Service Inspection plan works like a charm. Their car is in 
as perfect condition as on the day they drove it away from the factory 
in Detroit. 

Thompson Succeeds Under Difficulties 

NOT long ago the A. E. Thompson Auto Co. moved into its 
new show-room and garage at 99 Pitt Street West, only four 
blocks from the ferry dock. This is said to be the finest 
looking and best equipped automobile salesroom and garage in the 
Province of Ontario this side of Toronto. 

And it is a monument to the industry, ability and salesmanship 
of its founder, A. E. Thompson. 

Up to August, 1915, he was a salaried bookkeeper for a Detroit 
manufacturing concern. Ambitious to better himself, he gave up 
his job, borrowed money with his father's help, contracted for Hud- 
son cars, got a small salesroom in downtown Windsor, then hustled, 
and sold his full quota. 

Now he has taken in a partner, Walter Morton, a practical re- 
pair and garage man. The new establishment represents a $150,000 
investment, is of steel and concrete, and built to special plans for the 
A. E. Thompson Auto Co. It is the only place in Windsor equipped 
to charge batteries, decarbonize cylinders, do welding, etc. 

Mr. Thompson says there are more than twenty cars represented 
in the county, but that he expects to get a big share of the business 
with the Hudson Super-Six. His record warrants the belief that 
he will do what he says he will. 

His associate, Mr. Morton, is not only an experienced mechanical 
man, but he is also an inventor. He has recently submitted to the 
Hudson engineers a carbureter which is being given favorable con- 
sideration. 

The success of this firm in such a short period of time is a fair 
example of what it is possible to accomplish through industry, busi- 
ness acumen and the Hudson car to market. 

When one considers that other Hudson dealers have the com- 
paratively easy task of selling Super-Sixes at the list price of $1475 
and that Thompson must sell them plus the heavy Canadian import 
duty, which brings his list price up to $2025.00, his achievement is 
remarkable. Add to this the fact that his country is at war and that 
his city has furnished a large number of soldiers who have smelled 
gas at the front in France, business conditions are far from favorable. 

Thompson's success in such a short period of time is a fair example 
of what it is possible to accomplish through industry, business acumen 
and the Hudson car to market. 



O 



NLY the man who succeeds knows 
the cost of that success. If you want 
to drink the wine of success you must be 
willing to taste daily the bitter gall of 
failure." — Character. 



Strong Praise for Touring Sedan 

RO. CASTLE, of Castle, Roper & Matthews, prominent busi- 
ness firm of Lincoln, Nebraska, is the owner of a Hudson 
Touring Sedan, purchased from the Lord Auto Co., distri- 
butors at that point. 

Mr. Castle is enthusiastic over the Sedan and has written a letter 
of appreciation to Mr. Lord, which the latter sent to the factory. 
Here is how the autograph letter reads: 

"When you met me on the road to the Omaha Auto Show last 
month and answered my questions and explained the principles of 
the new Super-Six, I was interested at once. In looking over the 
numerous styles of cars exhibited at Omaha there was nothing that 
took my eye, for the purpose I had in view, like the Touring Sedan 
and I therefore asked you to get me one. 

"I was somewhat surprised to see you drive up to my place of 
business a few days after the Omaha Show with the new car and in 
fifteen minutes you had my check and I had the new Sedan. Am sure 
I was the more pleased of the two. 

"The body of the Touring Sedan is roomy. Large enough for 
seven grown people, yet so compact is the seating arrangement that 
with only three or four people they do not look lost. The enclosed 
top absolutely defies the wind and weather. We ride with the same 
degree of comfort on a cold day or night as on the pleasantest summer 
day. 

"The car runs like a dream. I can see nothing lacking in the quiet, 
speedy engine or the car that could be improved upon. I have never 
yet used over half the power going 45 miles per hour with seven 
adult passengers aboard. Yet the motion is so smooth and easy at 
that speed that one cannot realize the car is running over 25 miles 
an hour. 

"I am much pleased with the car and so delighted with the service 
you are giving that I wanted to write and tell you that you need not 
hesitate to refer any prospective customers to me." 

Super-Six Big Advance— Say Engine 
Makers 

"A I ^HE publisher of one of the leading agricultural journals in the 

I United States, recently wrote a factory official to offer his con- 

**■ gratulations on the bringing out of the Super-Six, with its 

patented motor, which is giving such practical demonstrations of its 

possibilities. 

The farm magazine publisher in question has been a Hudson 
owner for years, is now driving one of the previous Sixes, and plans 
to buy a new Super-Six, which he calls a "real car," more so than its 
predecessors. 

The farm paper publisher concluded his communication with 
these significant words: "I have talked to several large engine 
manufacturers and they all agree that your new engine is a big step 
in advance, and a distinct success." 

This tribute to the new Super-Six motor carries much weight, 
when the source is considered. Farmers will find in the above expres- 
sion of opinion added justification for their choice of a Super-Six car. 
Distributors and dealers might mention this endorsement when 
talking Super-Six to their farmer friends. 

Miner Buys Super-Six Unseen for Cash 



LJ. ROSS, Hudson dealer at Boise, Idaho, has just sold a Super- 
Six to £. £. Carter, of Quartsburg, Idaho. 
The buyer of the car is the manager of the Gold Hill Mining Co. 
at Quartsburg. This town for eight months of the year is inundated 
with snow and entirely cut off from communication with the rest of 
the world, save for the delivery of first class mail. This is handled 
by carriers on snow-shoes. How Quartsburg looks in snow-time is 
indicated by the above picture, taken not long ago. 

Mr. Carter heard what a wonderful car the Super-Six was, and, 
without either seeing Mr. Ross or the car, sent his check for one, re- 
questing delivery to be made as soon as the mountainous roads are 
sufficiently free from snow to be passable. This is a strong expression 
of confidence in the power of the Super-Six to negotiate the rough 
roads in the vicinity of Quartsburg, which the purchaser will find 
justified when he gets his Super-Six. 
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ADVERTISING DEPARTMENT 
BULLETIN 

Window Transfer Signs 

One of the new Super-Six Window Transfer signs is 
being sent to all distributors and dealers. Additional 
signs can be had upon request. 

Newspaper Clippings 

We wish to call your attention again to sending in 
clippings of your publicity articles and advertisements. 
A pad of slips to be attached to your clippings was 
recently sent you. Write the Advertising Department 
for more pads when in need of them. 

Gummed Labels Showing New Prices 

The gummed labels containing the new prices for Super- 
Six show books (with the striped covers) and the Super- 
Six catalogs (with the Oriental Rug cover design) are 
now ready. Distributors and dealers should inform 
the Advertising Department how many show books and 
catalogs they have on hand so that labels may be sent 
them. 

Photographs for the Super-Six News Bulletin 

Do not forget to send in photographs showing the 
Super-Six taking part in any of the important events in 
your city. Such pictures have a great news value and 
no opportunity should be lost by dealers to obtain them. 
Photographs showing prominent persons can be used to 
advantage. 



Super-Six Fobs 
Are Ready 



Oxidized 12 gauge silver fob 
bearing words "HUDSON 
SUPER-SIX or HUDSON 
MOTORCARS." The lettering 
is stamped in relief and burnished , 
and is furnished with black 
leather strap with black buckle. 
Illustration shows exact size. 

Price 25 cent* each, net, at 
Detroit. 



An Aristocratic Super-Six Home 
at Sacramento 



How to Transfer 
Window Signs 



YOU will receive Hudson 
Super-Six Decalcomania 
Window Transfers to be 
transferred upon your Show 
Room Windows. By follow- 
ing our instructions you will 
encounter no trouble in trans- 
ferring these signs properly. 

1. Clean window thoroughly, 
removing all grease spots. 

2. Dip sign in water for one 
minute and then apply 
sign (paint side) to glass. 

3. Take ordinary wrapping 

paper, place over sign and 
squeeze out wrinkles, sur- 
plus water and air bub- 
bles. To do this, use a 
roller, ruler or pencil, 
starting at center and 
working towards edges. 

4. Allow sign to remain on 

window with paper back 
for 24 hours (this gives 
the litho films a chance to 
dry and harden) . 

5. Moisten back with sponge 
to release paper backing 
from the sign. 

6. Coat back of sign with 
varnish to protect it 
from water when window 
is washed. 



ARNOLD BROTHERS, Hudson distributors at Sacramento, 
California, are now settled in their new establishment. A 
glance at the accompanying exterior and interior views shows 
the new place to be impressively "toney." Hudson quality is re- 
flected inside and out in this ideal Super-Six home. 

Arnold Brothers are felicitated upon having achieved this most 
artistic establishment for the display and sale of the Super-Six. To 
have built this fine place is the evidence of faith in Hudson cars and 
of well-earned success. 

Youngstown Sees Super-Six Perform 

THE Hudson-Eckenroad Co., distributors at Youngstown, Ohio, 
showed an immense crowd what the Super-Six could do a few 
days ago. 

Tests were made with a stock Super-Six touring car under the 
direction of the automobile editors of the local newspapers. The car 
performed splendidly on the Glenwood Avenue hill, which is one of 
the recognized test grades of the city. A large audience witnessed 
the demonstration. 

With A. G. Trowell of the Service Department of the factory at 
the wheel and carrying four passengers, the car made four ascents of 
the hill on high, two of the tests being made from a standing start 
with the wheels of the car backed against the curb in Mahoning 
Avenue. All tests were made with the gear in high speed at all times. 

The first standing start test showed a speed of 43 miles per hour 
at the top, which was reached in one minute and three seconds. The 
second standing start test showed the same speed, but the hill was 
negotiated in one minute fiat. With a start on the Mahoning Avenue 
viaduct and making the sharp turn into Glenwood Avenue, which cut 
down practically all the advantage of the start, the car was doing 41 
miles at the top of the hill, which was reached in exactly one minute. 
The flying start test began at Garlick Street and Mahoning Avenue. 
After making the turn the car was going about 25 miles an hour, 
picking up to 35 as the top of the steepest section of the grade was 
reached. It crossed the finish at 46 miles an hour, in 36 seconds. 
Policemen stationed at the street intersections kept the path clear for 
the onrushing machine. 

In tests on the Maple Avenue hill, the car rounded the curve from 
Walnut Street and did not have to travel faster than nine miles an 
hour to negotiate the steep grade. 

On the roads north of the city, the car negotiated all speeds from 
one to 60 miles an hour without difficulty and later pulled itself out 
of the mud after it had dropped into the mire up to the running boards. 

Smith vs. Smith 

THEIR names are Smith. One is Harold M., and the other is 
Halbert M. Both are with the Louis Geyler Co., Hudson 
distributors at Chicago. 

They just happened to get into the organization about the same 
time, did these two Smiths. It was 'iH. M. Smith" here and "H. M. 
Smith" there, and the confusion caused by the man having the same 
initials made it bad for both Smiths. But the disorganization that 
came into the complete Geyler organization did not last long. Mr. 
Geyler appointed Harold retail sales manager and Halbert became 
wholesale sales manager. 

So what was more natural than to refer local sales to "Retail" 
Smith and dealers' sales to "Wholesale" Smith? And now it is 
"Retail" and "Wholesale" for the long-distance calls, local calls and 
telegrams. 

Does a shipment of cars come from Detroit? "Retail" will plead 
with "Wholesale" for an extra car or two. "Be good to me, Whole- 
sale; you know I have a lot of good friends of Lou Geyler who are on 
the waiting list. Be good." 

"Humph I I was about to ask you to have a heart and let me 
have one out of this lot for my Aurora dealer." 

And so they spar and parry and thrust, the "Retail" and "Whole- 
sale" Smiths. 
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Hopewell, Mushroom Town, 
Benefits Virginia Dealer 

J. B. Andrews, Hudson dealer at Petersburg, Va., 
under C. E. Wright & Co., distributors at Norfolk, 
paid his respects to headquarters recently. Mr. 
Andrews talked interestingly of Hopewell, the town 
of mushroom growth due to the establishment there 
of the Du Pont Powder Co. Before the war Hope- 
well was scarcely on the map. Today it has a 
population of 30,000. The powder works cover 2500 
acres, and is the largest plant of the kind in the world. 
Mr. Andrews has profited greatly by Hopewell's 
growth, as the town is but 10 miles east of Petersburg. 
Incidentally, he mentioned that the Super-Six has 
outrun every other car on the Virginia hills in his 
vicinity. He has the only REAL motor car show- 
room in Petersburg and it is, he says, crowded all the 
time with people eager to see the car that has earned 
such a big reputation. The weekly Super-Six News 
Bulletin has been a big attraction in Petersburg, 
according to Mr. Andrews. 



Grand Rapids Now Has Ideal 
Salesroom 



L. E. Colgrove is commander of the Hudson fort 
in Grand Rapids. Last season he was quartered in a 
little building which was attractive, but too small. 
With the advent of the Super-Six, prospects for 
the season loomed big, and a change became im- 
perative. A large two-story building in the heart 
of "Motor Row" was promptly secured, and remod- 
eling and redecorating were hastened. 

After seeing the beautiful effect secured by the 
Bemb-Robinson Company, distributors for Mich- 
igan, in staging their first presentation of the Super - 
Six, Colgrove decided to follow suit and immediately 
incorporated in his plans for remodeling his new 
building a salesroom which, though somewhat small, 
would be quite as attractive as any in his city. 
Beautiful draperies and hangings were appropriately 
used, wicker furniture was introduced and a gener- 
ally artistic place created as will be seen from the 
photographs reproduced herewith. 

The result is not difficult to imagine. Popular 
approval was immediatley bestowed upon the won- 
derful new Hudson creation, with the result that, 
including the few cars he has delivered and the orders 
on hand, more than one-third of his year's quota of 
Super-Sixes is already sold. 

A royal blue Town Car, a Hudson Limousine and 
an order for a fall series Limousine are among the 
orders taken from people belonging to exclusive social 
circles of Michigan's western metropolis. Colgrove 
is the leader of Grand Rapids in the motor car 
business. 



Mr. Simon is Proud of 
This Sale 

C. J. Simon, Hudson distributor at Van Wert, 
Ohio, came to Detroit last week to get a Super-Six 
phaeton for Dr. Geo. W. McGaveran, a prominent 
physician of his town. Mr. Simon said he was rather 
proud of the sale since the doctor has owned twelve 
motor cars, all of them high priced cars. The pur- 
chaser accompanied him to Detroit and made a 
complete tour of the Hudson factory. He had heard 
some of the competitors' "knocks" against the 
Hudson Super-Six. After visiting the home of the 
car and seeing it in the making, the doctor stated 
that he was convinced that his selection of a Super- 
Six was absolutely wise. Mr. Simon and the doctor 
drove the new phaeton from Toledo to Van Wert, 
affording a splendid opportunity to demonstrate its 
performance of which we may hear about later on. 

Tells Judge 60 Miles in Super-Six 
Like Standing Still 

W. H. Cahill, wholesale manager of the JesselA. 
Smith Auto Co., Hudson distributors at Milwaukee, 
Wis., was among those who kept the factory "enter- 
tainers" occupied not long ago. Mr. Cahill drove the 
Super-Six in the hill-climbs at Milwaukee that have 
been noticed in the TRIANGLE and Super-Six News 
Bulletin. He told the story of the mining engineer 
in Milwaukee who went out for a ride in a Super- 
Six. Far beyond the city limits he was headed off 
and taken into custody by a deputy sheriff for 
speeding. When the case was heard in court the 
latter testified that the mining engineer was driving 
his car at a speed of 60 miles an hour. Asked by the 
judge if this was so, the engineer replied, "She was 
riding so easy I thought I was standing still." He 
had to pay a fine. The moral of the tale, is to warn 
all who drive the Super-Six not to be deceived by 
how the car FEELS, but to watch the speedometer. 

* * 

J. W. Goldsmith, Jr., distributor at Atlanta, 
Georgia, was another recent visitor to Super-Six 
headquarters. Mr. Goldsmith occupied his time 
while in Detroit confering with sales and advertising 
department officials, and in fraternizing with his 
fellow townsman, "Ty" Cobb, who happened to be 
playing ball with his team in Detroit. It goes with- 
out saying that our Atlanta distributor and "the 
Georgia Peach" are the best of pals. 

* * 

W. G. Welbon, of the Welbon Motor Car Co., dis- 
tributor at Cincinnati, Ohio, put in an appearance at 
the factory a few days ago, but did not tarry long. 
He says business is humming at his end of the 
"Buckeye State" as well as over in West Virginia. 
Incidentally, the Super-Six has been shattering 
records over at Wheeling in Mr. Welbon's territory. 
Mention of these demonstrations will appearflelse- 
where in the TRIANGLE. 

Preston A. Barry of the Pacific Car Co., distrib- 
utors at Tacoma, Wash., was our guest along in mid- 
May. Mr. Berry reports a brisk demand for the 
Super-Six in the Puget Sound country. "The Hudson 
Super-Six has shown 'em all up," is the way he put it. 
The Pacific Motor Car Co. has a sheaf of bona fide 
orders for the Super-Six. 

? ? 

A. W. Cahill, brother of W. H. Cahill, of the 
Jesse A. Smith Auto Co., distributors at Milwaukee, 
has also been a factor visitory. He came in company 
with E. R. Bauer, dealer at Beaver Dam, and J. G. 
Baumgartner, one of the Milwaukee salesmen. The 
trio went through the factory and expressed their 
delight at the numerous extensions and improve- 
ments. 

J. R. His ted, of the Twin City Motor Co., dis- 
tributors at Minneapolis, Minn., paid a brief visit to 
the factory last week. 

9 ? 

O. B. Parker, Jr., associated with R. B. Crandall 
in the conduct of the Crandall Motor Car Co., dis- 
tributors at Oak Park, 111., came to Detroit a few days 
ago to drive a Super-Six back to Illinois. He was 
accompanied by his wife and Mr. H. K. Mackenzie, 
in charge of their sales department. He said he drove 
a Super-Six from Detroit to Oak Park a couple of 
weeks ago in fast time without shifting gears once 
during the whole trip. 



Kalamazoo Dealer is A. A. A. 
Technical Expert 

Harry Scott, President and General Manager of 
Harry A. Scott & Co., Hudson dealers in Kalamazoo, 
Mich., is a race driver, licensed by the A. A. A. He 
has been in the automobile business as a garage 

> the sun 



and mechanical expert for years. Since t 
of 1914 he has been connected with the A. A. A. as 
a technical inspector of race cars. During the 1915 
season he was in charge of technical inspections of 
all race cars in Michigan under the direction of W. D. 
Edenburn, who is general A. A. A. rep res en tative 
for Michigan. This year Scott has had his jurisdic- 
tion enlarged and will attend all big races in the 
country, officiating as technical inspector of cars and 
parts before the races and in the pits during the races. 

Easier for Tourists Entering Canada 

The following notice has been received from John 
J. Fitzgerald, Secretary Board of Trade, Sherbrooke, 
Quebec: 

"Complying with the demands made by the Board 
of Trade of Sherbrooke, Quebec, supported by the 
eastern townships associated boards of trade, the 
Customs Department of Canada has made new 
arrangements whereby automobile tourists from the 
United States who were previously obliged to provide 
a bond for the duty of their car, will now be permitted 
to enter the country without any other formality 
than the signature of a certificate in duplicate giving 
a description of their car and their address in the 
United States. The officer issues a 10-day permit 
for touring in Canada and at the port of exportation 
both the permit and the certificate describing the 
car must be surrendered." 

* * 

B. T. Jones of the Jones Auto Co., distributors at 
Akron, dropped into Detroit from the big Ohio rubber 
town a few days ago. "Akron Jones," as he is often 
called, is one of the veterans of the Hudson Big 
Family. He "hath a merry eye" and a nimble wit. 
Time's passage has no effect on his blythe youth- 
fulness. 

* ? 

H. G. Knessi, of the Semmes Motor Co., distrib- 
utors at Washington, D. C, was at the factory last 
week. He reports that the company will occupy their 
new establishment on June 1st. There is to be a 
formal opening with flowers, orchestra music, and all 
that. The particulars will come along in due time 
and be mentioned in the TRIANGLE. 



Model Showroom and Service 
Station 



The Harrington-Hudson Co., Hudson distributors 
at Hartford, Conn., are among the most progressive 
of the enterprising Hudson Big Family. 

Their showroom and Service Station, pictured 
above, is the outgrowth of a great deal of thought to 
place the Super-Six in a worthy setting. The show- 
room has an atmosphere of good taste. The service 
station is expressive of what it is, a well appointed 
workshop to inspect and care for Hudson cars with 
skill and speed. 
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Looking Ahead 



R 



INGLING Brothers Big Circus pitched 
its tents near the factory a week or so 
ago. 



With mushroom rapidity lemonade and pea- 
nut vendors established stands on the show 
grounds. 

The public, hungry and thirsty, tossed nimble 
nickels by the hatful into the pockets of 
these refreshment dealers. They did a 
rushing business. While the circus was 
there and drew the crowds there was no 
end to the demand. 

When the show folded its tents and wheeled 
away to its next stand the business of the 
refreshment vendors vanished. 

Their merchandising powers were limited to 
the demand created by the circus crowds. 
They would starve to death trying to sell 
lemonade and peanuts in that spot under 
normal conditions. 

Is not this analogous to conditions in the mo- 
tor car business today? 

At the present time everybody wants cars. 
There never was such a demand in the his- 
tory of the industry. Dealers are experi- 
encing the effect of this insistent demand. 
They are impatient at any delay in deliv- 
eries. They can sell every car they get 
now when the rush is on. 

Some dealers threaten to surrender the Hud- 
son franchise because deliveries are not 
satisfactory. 



They will substitute for the Hudson, which 
has made them prosperous, most any other 
car on which they can get promises of 
quick delivery. 

Where will the dealer that actually does 
this find himself when the unprece- 
dented motor car demand of 1916 has 
passed into history? 

We opine that he will find himself in a simi- 
lar predicament to the refreshment vendor 
after the circus crowds vanished. 

The dealer who looks ahead will not place 
himself in such a situation. He will stick 
to the Hudson Super-Six which will be in 
just as great demand next year as it is 
this year. 

The Super-Six will survive, because it is a re- 
markable car. As time passes its super- 
quality, its wondrous power, its magic 
smoothness and speed will become more 
and more a household word. 

The wise dealer is he who will exercise pa- 
tience and stick loyally to the car which 
guarantees him certain sales when the big 
demand of today settles down to the nor- 
mal. When sales will be based on quality. 
When quantity will not be the only desid- 
eratum. 

The Hudson Super-Six franchise, backed by 
the Hudson organization, prospective ad- 
vertising and sales help will not be lightly 
trifled with by the far-seeing motor car 
merchant. 
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To the Indianapolis Speedway and 
Back in a Super-Six 

1 editor of the TRI- 

IGLE journeyed to 
i from the Indian- 
3 lis races in a 
per-Six. "Charley" 
Vincent, who has driven the 
Super-Six farther and faster over 
the roads than any other man, 
from coast to coast, did the 
driving. We were not out for a 
record, but he kept the car 
moving like a locomotive on a 
limited run whenever the roads 
permitted. The average time going was 33 miles an hour. Return- 
ing, the notch was 37V 2 miles an hour. Storms made the roads, none 
too good at best, pretty rough going. When they were fairly good 
the Super-Six streaked along smoothly and noiselessly at from 45 to 
65, sometimes 68 miles an hour. Every other car met on the road 
was passed with superlative ease. No tire troubles, no mechanical 
tinkering with the Super-Six going or coming. All you've got to do 
with the Super-Six is to give it gas and oil and GO. It will take you 
there and bring you back no matter how far it is or what obstacles 
may be on the pathway. The trip to Indianapolis is confirmatory 
personal proof to the editor that the endless daily stream of reports 
he receives of Super-Six prowess on the roads are gospel truth. The 
Super-Six is beyond compare. 

Hudson Men Were There 

J. B. Hulett and R. L. Law, distributors of Hudson cars at Indian- 
apolis, were much in evidence around the speedway. On the day of 
the big race, W. C. Spear and E. G. Oliver, distributors at Man- 
chester, N. H., and Buffalo, N. Y., respectively, occupied seats 
in one of the Hudson 
Super-Six boxes. W. G. 
Welbon, distributor at 
Cincinnati, and party, 
occupied boxes. Sev- 
eral representatives of 
the Sales and Adver- 
tising and Engineering 
Departments of the 
factory were occupants 
of the Hudson boxes. 
One or two were in 
pit 10, allotted to Mul- 

ford and his Peugeot crew. Ralph Mulford's Super-Six "Special" 
was not entered but will go at Chicago. Ira Vail also has his Super- 
Six entered at Chicago. Mulford gave his Super-Six a work-out and 
this picture was snapped by the factory photographer. 

Willing to Wait Six Months for Delivery 
of a Super-Six 

r RANK E. PRITCHETT, Hudson distributor at Huntsville, 
Texas, has a patient customer for a Super-Six. He tells the 
story in these words: 

"I noticed in the TRIANGLE that a prospect said he 
would take a Super-Six if he could get delivery in from 30 
to 45 days. 

"The other day a prospect came to our salesroom and asked if we 
could deliver him a car within a month. After taking him out for a 
demonstration we told him it would be some time before we could 
make delivery. He said: 'Well I want one if I have to wait six months 
for it.' 

"We find that selling Super-Sixes is easier than any car we ever 
handled." 

Artist-Author Bought First Super-Six 
on Pacific Coast 

M. PAYNE, the artist-author of the " 'Smatter Pop" car- 
toons, was the first man on the Pacific Coast to purchase 
a Hudson Super-Six car. Mr. Payne's pictures furnish 
amusement to newspaper readers all over America. His 
home is at Los Angeles and motoring is his hobby. He 
bought his Super-Six from Harold L. Arnold, Hudson distributor 
for the Los Angeles territory. On the radiator he has drawn a large 
white triangle within which appears the legend "Hudson Super-Six." 
He is proud of his car and takes no chances on it being mistaken 
for any other make. 



Super-Six Captures Cups in Big Auto 
Event at Spokane 






Left to right— Harry Twitchell, Vice-President, John Doran Co.; Frank J. 
MacDonald, Outside Territory Salesman, who drove Super-Six in auto events, 
and W. H. Heylman, Secretary of the John Doran Co. The two trophies are 
in foreground. This exhibit in lobby of Davenport Hotel, Spokane, Wash. 

b HE SUPER-SIX was the star performer in the contests 
which were a part of the recent auto show at Spokane, 
Wash. 

"The big motor event of the day was the hill-climbing 
contest, which was listed as Event No. 4, between the 
winners of the first three classes. This was easily captured by an 
absolutely stock Super-Six, driven by Frank J. MacDonald, of the 
John Doran Co., distributors at Spokane, beating a number of non- 
stock cars and particularly a popular eight which was stripped of 
body-fenders and running boards and used canvas hood. The hill 
course was 2139 feet with an average grade of 7.55 per cent. The 
time of the Super-Six was 36 4/5 seconds. The stripped eight was 
second in 38 1/5 seconds. The Super-Six's time was the best ever 
made up this particular hill — Spokane's test hill — in a contest, on 
high gear. 

"The trophy for the winner of this event was the Spokesman- 
Review silver cup. The meet was sanctioned by the American 
Automobile Association under Class C, for non-stock cars, and the 
Association's representative, Frank W. Guilbert, was at the finish 
line. 

"The Super-Six also annexed Event No. 2, for cars with a motor 
displacement of from 231 to 300 cubic inches, which was a dash to 
test speed. The Hudson car made a speed of 45 miles an hour at 
the finish line, doing the dash in 37 seconds flat. 

"On another day of the auto show contests, the Super-Six won 
the 100-yard dash. The requirements were that the driver should 
be standing on the ground with the door closed; at the pistol shot he 
opens the door, jumps in, starts the engine, drives 100 yards and stops 
on the line. Frank MacDonald defeated a number of entrants for 
this event in 15 2/5 seconds. 

"It will be seen that the Hudson Super-Six practically made a 
clean sweep by defeating all winners of other events in the fourth 
event, and by capturing the coveted silver trophy, as well as others 
of the events to which its piston displacement made it eligible to start." 

Following the above events a few days later, there was a hill- 
climbing contest at Waitsburg, Wash. Again, driven by MacDonald, 
the Super-Six scored a victory. The distance was one mile and nine- 
tenths over a rough country road with a grade of from seven to 
twenty-two per cent. The Super-Six made it in two minutes and 
eighteen seconds from a standing start, defeating several well-known 
six and eight cars. 

The John Doran Co. and Mr. MacDonald are congratulated on 
the success of their efforts in bringing the Super-Six through these 
events with such signal triumph. 



"PERSONALITY in salesmanship is 
1 merely the radiation of self-confi- 
dence. Be sure of your ground and you 
will have a convincing personality." 

— William Maxwell 
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ADVERTISING DEPARTMENT 
BULLETIN 

Address Stickers For Super-Six 

News Bulletin 

Sample cf an address sticker which is to be pasted on the Super- 
Six News Bulletin when it is posted at places other than the 
dealer's showroom, is being sent to all distributors and dealers. 
We will send you a quantity of these upon request. Your local 
printer can imprint your name and address on them. The 
advantage of using these is that all who see the News Bulletin 
at other locations will thus be directed to the dealer's estab- 
lishment. 

Triple Demonstration Folders 

The Super-Six Triple Demonstration Folder is now being sent to 
all distributors and dealers. This is a most interesting little 
folder. It tells what a triple demonstration of the Super-Six 
means — hill-climbing, accelerating power and speed. Dealers 
will interest every prospect in the Super-Six if one of these 
folders is mailed to him. More will be sent to all who request 
them. 

New Farm Paper Advertising 

The agricultural paper advertising campaign will be started in 
the near future. This advertising is being prepared with great 
care and it will undoubtedly create an active demand for Hudson 
Super-Six cars by the country's farmers. Also, it will have the 
effect of helping our dealers close sales with farmer prospects 
already considering the purchase of a Super-Six. 

National Advertising 

Campaign Returned 

Beginning with the June 10th issue of the Saturday Evening Post 
the national advertising campaign will be resumed. This will 
include the leading national weeklies and prominent monthlies. 
Arrangements are being made to send advance proofs of national 
advertising to all distributors and dealers so that they may know 
just what is being done. These proofs may be used for posting 
in windows. They should not be displayed, however, before the 
date upon which the advertising is seen in the various national 
publications. 



Super-Six's Great Feat in Des Moines 




Good Roads Practical Preparedness 
Says President of A. A. A. 

m NOTHER ten years will see national road systems covering 
every section of the country — the greatest practical step 
in the direction of preparedness that could be made," 
comments Dr. H. M. Rowe, the newly elected president of 
the American Automobile Association, from Washington 
headquarters. 

"In a decade we will begin to have separate roads for freight 
traffic and passenger traffic," predicts Dr. Rowe, "and the horse and 
mule will have practically disappeared. Our present highways will be 
greatly multiplied and largely increased in width and improved in 
quality. No other country on the face of the earth can make such 
good and profitable use of good roads as the United States of America. 
We will eventually excel in that as we do in many other things. 
There has been wonderful changes in all matters relating to transpor- 
tation since the introduction of the motor-car, but there are still 
greater things to come. 

"Equal justice and fair treatment for the users of motor vehicles 
must continue to be sought for some time to come. Everything the 
motorist asks for, everything the A. A. A. and the clubs affiliated with 
it have worked for, has been based on these principles. We have 
worked for good roads for the reason that they are of equal economic 
benefit in the final analysis to all, and it is only just and right that the 
people of our country should have the advantages to which they are 
entitled. We have worked for unrestricted intercourse between the 
states through the use of motor cars, because that is a constitutional 
right that has been denied us. We have asked for equal taxation. 
That is another constitutional right that has been set aside, partly 
because we submitted to it willingly, I admit, but it is an injustice 
and consitute unfair treatment just the same. 

"Much has been accomplished, it is true. But there yet remains 
more to be accomplished before it can be truthfully said that the 
owner of a motor car is not subjected to annoyances and unfair treat- 
ment, which is not visited upon those who employ other road vehicles. 

"The American Automobile Association has a great mission to 
perform. Its friends are inspired by the thought that the body is 
going to further increase its prestige until it shall possess the power 
and influence that it rightfully should exert as the national spokesman 
of the interests of the motorists of the entire country. 

"No matter what the organization may be, however, it must work 
unselfishly and for the common interest of its members. The large 
majority of motorists are men of large views. They are capable of 
seeing things big. Their efforts should be of the same character." 




Super-Six Climbing Steepest Grade in 
Des Moines on High Gear. 



HE Hudson- Jones Automobile Co., distributors at Des 
Moines, Iowa, recently gave the Super-Six one of the 
severest tests yet recorded. The car was sent up South 
28th Street Hill, 800 feet long and 13% grade in high gear. 
This is conceded to be the most difficult hill in Des Moines 
for motor cars to negotiate. The Super-Six went up the hill easily. 
The accompanying picture of the Super-Six was taken when the car 
was about half-way up. This picture is one of the best hill-climb 
photographs the factory has received from any source to date. It 
gives a perfect idea of the steep grade. The detail of having "Super- 
Six" painted on the slip-cover at the back is clever. The photography 
is splendid and stands analysis. 

Once More We Ask Dealers to Read 
Automobile Publications 

( HE TRIANGLE of March 25th suggested to dealers the 
value of reading trade papers. Since then the Hudson 
Super-Six Automobile has occupied a prominent place in 
such publications as Automobile, Motor Age, the Auto- 
mobile Topics, Horseless Age, The Motor, Motor 
World, Motor West, The American Motorist, Automobile Trade 
Journal, Automobile Dealer and Repairer and other similar 
publications. 

Extensive notice has been given to the record mile the Super-Six 
stock chassis made at Daytona, Fla., and to its great endurance test 
at Sheephead Bay early in May. 

Dealers who regularly read the automobile publications mentioned, 
or at least a few of them, will equip themselves with talking points on 
the Super-Six which will be absolutely convincing. They should 
familiarize themselves with every detail of these great public achieve- 
ments of the Super-Six. By doing so they will add materially to their 
store of information concerning the car, what it has done and what 
it can do under every possible test. Salesmen and shop men should 
read these publications. Get together and discuss these Super-Six 
performances. Much enthusiasm will be generated in this way. 
Paste these illustrated Super-Six stories in your windows. They will 
draw crowds and send prospects right into your salesrooms. 

Every now and then there will be big Super-Six articles in these 
automobile journals. Be sure to get them and use them to advantage. 




Four Passenger Roadster Not to Be 
Built at Present 

_ HE factory has found it impossible to get the 
design and quantity of four-passenger road- 
ster bodies it desired to use by the time it 
had planned. In view of this fact, and rather 
than bring these cars through in the late 
Fall and Winter, when other models would be in 
greater demand, it has been decided not to build 
them for the present. 

The Sales Department is sending a general explana- 
tory letter to all distributors and dealers on this subject. 
This letter covers every point involved. All prospects 
should be informed, as the letter suggests. 
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Best People in Canada Buy 
Super-Sixes 

J. R. ROWLANDS, general mana- 
ger of the International Motor Co., 
distributor at Ottawa, Canada, 
came over the border to renew old 
acquaintances recently. 
He is a former Minnesota man, but has 
been in Canada for nearly ten years. 

"The Hudson car in Ottawa is classed with 
the best," said Mr. Rowlands. "It is pur- 
chased by people who can afford to buy any- 
thing they want. 

"We expect soon to close for a Super-Six 
with Lord Richard Neville, right-hand man of 
Governor-General the Duke of Connaught. 
We have sold a touring sedan to Col. James 
W. Woods, largest manufacturer of tents, 
uniforms, kit-bags, haversacks, etc., in the 
Dominion. Hon. J. D. Reed, minister of 
Customs, is driving a Hudson Six-54, and A. 
E. Blount, Prime Minister, has a Hudson 
Six-40." 

Mr. Rowlands enjoyed his visit to the 
factory and returned to Canada with renewed 
and even greater Hudson enthusiasm. 

Ontario to Extend License 
Reciprocity 

W V INLAY MACDIARMID, minister 

^K3Fy °^ P u bl' c works, announces that an 

V J order in council will be signed 

JHto/ extending reciprocity in motor 

▼ licenses in Ohio, Pennsylvania, 
Massachusetts, in addition to New York and 
Michigan. 

Brings Prominent Iowans 
to Factory 

J. DANATT, distributor at Clin- 
ton, Iowa, brought Wm. M. Smith, 
president of the Clinton Paper Co., 
to Detroit for a trip through the 
Hudson factory. Mr. Smith had a 
long-standing order in for a Super-Six and the 
trip was planned to get delivery and drive the 
car back to Iowa as a thorough demonstration. 
It was Distributor Danatt's first look at the 
Hudson plant and he was amazed at its 
greatness. He told of a unique demonstration 
of the Super-Six just before starting to 
Detroit. 

Said Mr. Danatt, "a prospect went with me 
up our 10th Street hill, two blocks long, to 
study the car's performance. I throttled the 
Super-Six down to 1 Vi or 2 miles an hour on 
high gear, got out of the car without touch- 
ing the wheel, and let it go by me. Then I 
walked around the front and got in the side 
door. When we got in the car picked up 
instantly and we fairly flew. I sold the car to 
my prospect on the strength of this demon- 
stration." 

w ^^\. W. JONES, of the Hudson- Jones 

^ f^fr Automobile Co., distributors at 

B lir Des Moines, Iowa, was a recent 

^%*^ factory caller. Mr. Jones said he 

▼ had nothing on hand to hold him 
in Iowa, so he thought he would come for a 
breath of Michigan ozone. He enjoyed the 
change of air. 



Lincoln Highway Enthusiasm 
in Nevada 



Suffolk, Va., Distributor 
Is an Inventor 



M 
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HE Lincoln Highway enthusiasm 
prevailing in Nevada is typified by 
the artistic concrete bridge which 
has been built on the transconti- 
nental road in Washoe County 
about five miles west of Reno. This structure 
was erected by county funds and the addi- 
tional work necessitated by the lettering was 
contributed in the name of the Lincoln High- 
way Association by the contractor who 
originally conceived the idea. 

It has been proposed to use this same design 
on all concrete bridges required on the High- 
way in all parts of the country. 



To the wealthy communities of the East, 
this bridge may seem a small thing, but it 
should be considered that the state of Nevada 
has a population of less than 100,000 and that 
a bridge of this size is as great a burden to the 
individual tax payer as would be a Brooklyn 
Bridge to the population of Greater New 
York. 

Lincoln Highway sentiment has reached a 
high pitch in the West, particularly in Nevada 
where work on the road is being rapidly 
pushed to completion. 

Dealers Await Delivery With 
Patience in New England 

^CV-EORGE VEASEY, wholesale man- 

^g My ager of both the Harrington- 

M *W* Gifford Co. and the Harrington- 

^%a^ Hudson Co. , distributors at Spring- 

^ field, Mass., and Hartford, Conn., 

respectively, was a factory caller recently. 

"The demand for Super-Sixes is wonderful," 
said Mr. Veasey. "I am in a position to know 
the feeling in New England. We have many 
small dealers who have not even received a 
demonstrating car who are sending orders from 
all sections of our territory. We are swamped 
with unfilled orders. Still they are willing to 
wait, and will not buy other makes. These 
dealers say they know there is no other car 
made that is just as good as the Super-Six in 
performance, durability and smooth running, 
and they insist that they are going to sell 
Super-Sixes or nothing even if they have to 
wait all summer for deliveries. I believe if the 
Hudson factory was four times as large as it is 
it could market its output." 
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G. WELBON, distributor at Cin- 
cinnati, was observed mixing with 
factory officials, particularly dis- 
tribution headquarters, during the 
past week. 
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G. EDGERTON, Hudson distrib- 
utor at Suffolk, Va., was at the 
factory last week. It was his third 
trip since he took the Hudson line 
nearly four years ago. 
Mr. Edgerton has invented and applied for 
a patent on a motor testing device which he 
successfully demonstrated on a Super-Six 
while in Detroit. As this may be of interest 
to Hudson dealers a few words of description 
is given. 

It was shown in the demonstration that a 
positive test of the working condition of each 
cylinder could be made on each cylinder of the 
motor separately the same as if the motor was 
pulling the car with half or more throttle 
opening. The device instantly indicated a 
missing or weak cylinder and located the 
trouble. The device is extremely simple and 
inexpensive. Mr. Edgerton has a big demand 
for them already. He will be glad to give 
particulars to dealers who address him at 
Suffolk, Va. 

Virginia Distributor Says Com- 
pany Fair in Deliveries 

E. WRIGHT, Hudson distributor 
at Norfolk, Va., made his first 
pilgrimage to the Hudson factory 
in a long time last week. 

After "going through" Mr. 
Wright dropped in at the TRIANGLE 
sanctum for a chat. Asked how things looked 
to him he said: 

"I feel better than when I came. I am 
absolutely convinced that the company has 
been fair in their deliveries; that they will 
build the cars and that in good time we will 
get all of them we have contracted for. 

"It is a year and a half since I have been at 
the factory. I would not have believed it 
possible to work such wonders as I have seen. 
I am positively knocked in a heap by such an 
exhibition of achievement. 

"It will be a great pleasure to return to 
Virginia and tell folks of the fine prospect that 
looms up for those who are interested in 
Hudson cars — and they are legion down my 
way." 

Tom Botterill Will Open a 
Detroit Office 

S. BRODHEAD, distributing 
manager for Tom Botterill, Hud- 
son distributor at Denver and Salt 
Lake, came to Detroit recently for 
possibly a protracted stay. He 
plans to open an office in Detroit with a 
view to be in closer touch with the factory and 
make preparation for the distribution of 
Super-Sixes to Colorado and Utah when peak 
of production time arrives. The plan is 
experimental for a month or so. If found 
successful, Mr. Brodhead may be retained 
as the permanent Tom Botterill Detroit 
representative. 

Mr. Brodhead is a man of splendid per- 
sonality and found no trouble in ingratiating 
himself with factory officials. 




No one ever gets on to the top without a 
tussle. 
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HE plans for the consolidation of which the 
Hudson Company was to be a part, have been 
definitely dropped. 



At first we were quite impressed with the 
advantages which would accrue from the particular 
combination under way. We believed the results would 
be helpful to our product, our Dealers and ourselves, 
and it looked for a while as though we would go 
ahead. 

The consolidation would have in no way 
changed the management of the Hudson Company, 
and there would have been no difference whatever in 
the relations of this company with the public or our 
dealers. On this point we made absolutely sure- 
insisting that there could be no change in the Hudson 
policies, otherwise, we would not be interested. 

However, as we all got more deeply into the 
subject, we became impressed with the fact that it 
would probably be better to drop the matter entirely 
and continue to operate independently as heretofore. 




President Hudson Motor Car Company. 
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Elks Honor Sid Hall's Super-Six 




MANY decorated cars competed for first money offered by the 
annual Indiana convention of the Benevolent and Protective 
Order of Elks at their recent convention at Huntington, Ind. 
Sid Hall, Hudson distributor at that point, entered a Super-Six which 
he personally decorated, assisted by brother Elks. Mr. Honnewell 
drove the car in the Elks' parade. The unanimous verdict of the 
judges was that Sid Hall's Super-Six was easily entitled to first prize. 
It was an important victory, aside from the cash value of the prize, as 
Indiana Elks have been taking unusual interest in the Super-Six ever 
since the convention and a number of new sales are in immediate 
prospect. 

Good Medicine 

AS. BRODHEAD, Distributing Manager for Tom Botterill, 
Hudson distributor at Denver and Salt Lake says: "The boss 
is all nerves over the situation — no cars. Whenever he is 
about to blow up he jumps into a Super-Six and takes a ride. He 
comes back feeling better." 

Of course he does. He couldn't help but feel better when he 
SEES and FEELS the matchless performance of the Super-Six and 
realizes simultaneously that he is distributing such a car. 

It is pretty sooth- 
ing medicine to 
KNOW that when you 
GET cars you've got 
SUCH CARS as the 
Super-Six to distribute. 
There are a lot of 
motor car distributors 
in this country today 
who are waiting for de- 
liveries from many fac- 
tories, but there are 
NONE who are waiting for a car like the SUPER-SIX. 

There is more than a modicum of assurance in having a GREAT 
CAR to wait for, if you have to wait at all. 

So we venture to make the suggestion to other Hudson distributors, 
that when their nerves begin to go, they take the good medicine of a 
nice long ride in a Super-Six. Open her up and let her sing the lullaby 
of a noiseless, smooth-running, fast-going motor on some beautiful, 
verdant country road. Concentrate thought on the performance of 
the Super-Six as you ride. Let it seep into your system just what it 
means to represent such a car. And remember as you spin along 
that the Hudson factory is back of you. And that deliveries will not 
ALWAYS be slow. 
^ Follow the example of Tom Botterill. 

Good Roads Cause of Commerce 

THE Federal aid roads bill has been up for discussion in Congress 
lately. Members of the A. A. A. clubs of America are much 
concerned over this legislation. 
John Sharpe Williams, of Mississippi, in an address on the bill a 
few days ago, concluded with this characteristic bit of oratory: 

"All the roads of Rome were strategic roads, and commerce grew 
upon the road, so that the road was the cause of the commerce rather 
than the existence of the commerce the cause of the construction of 
the road. But with us we have not only the strategic military reason, 
which is National; the interstate-commerce reason, which is National; 
the post-road reason, which is Federal; but the other reason which I 
have mentioned, which is educational. In addition to that, we have 
the economic reason. It is true that there can be no interstate com- 
merce of any great power unless there be good roads for a local com- 
merce forming connecting links upon which the interstate commerce 
is founded, nor can there be any great international commerce except 
for the intrastate commerce of the various countries which form the 
family of nations." 



The Highway Movement in Southern 
Michigan 

FIVE years ago, the county of Calhoun, in which the thriving 
and world-famous city of Battle Creek, Mich., is located, was 
still building roads by piecemeal, on the township system. 

The road-making wasn't "getting anywhere." 

There was widespread indifference. The public was skeptical 
about the motives behind good roads talk. A year previously the 
county good roads system had been defeated by an emphatic majority. 

The Battle Creek Enquirer and Evening News took up a vigorous 
campaign for the adoption of the county road system. The county 
was organized, speakers sent out, business men and leading farmers 
actively interested. In a whirlwind campaign of three weeks the 
previous adverse majority was turned to a substantial favorable 
majority. The building of good roads was systematically taken up. 
Practically every corner of the county is now reached by gravel roads. 
Bonuses have been repeatedly raised to finance road-building where 
public funds were lacking. 

Some months ago the Battle Creek Enquirer and Newa began 
the discussion of a lake-to-lake paved-way between Chicago and 
Detroit. Business men rallied promptly to the project. At a banquet 
held in Battle Creek in January 300 representative business and pro- 
fessional men from the seven counties interested were present, and 
the "Michigan Detroit- Chicago Highway Association" was organized. 
As a result of this organization most of the counties are proceeding 
toward the voting of bonds for immediate highway construction. The 
first two-mile stretch of concrete pavement on the line of the great 
highway is now being laid near Battle Creek. The county of which 
Battle Creek is a part proposes to submit a bond issue to finance not 
only the through east-and-west pavedway , but the immediate comple- 
tion of all her county highway system. 

There's a fine suggestion to Hudson dealers in this account of the 
development of good roads in the "Wolverine State." The right kind 
of agitation and enthusiasm, backed up by co-operation with local 
newspapers, will accomplish wonders. There is an opportunity for 
Hudson dealers to become the leaders of similar movements all over 
the country. Public service is the best service. Good roads play a 
big part in the sale of motor cars. The better the roads the more 
buyers there will be for cars. We hope our dealers will take this tip 
and get busy. 

Ottawa-Prescott Highway Reliability 
Tour is On 

THE TRIANGLE has received from the International Motor 
Co., Hudson dealers at Ottawa, a program and running and 
technical rules governing the Free Press Ottawa-Prescott 
Highway Reliability Tour, which started Friday, June 9th. The 
referee of the run is W. D. Edenburn, of Detroit, who has been in 
Canada for a week or so completing preparations for the event. 
Prominent officials of the Dominion have signified their intention of 
meeting the cars at various points along the way and at the terminus, 
Prescott. Canadian motorists are intensely interested in this relia- 
bility tour. 

Decorated Super-Six Wins Cup 



RD. CURRY, head of the Curry Motor Car Co., distributor at 
Hillsboro, Ohio, was a visitor at the factory recently. He 
brought with him the photograph reproduced above showing the 
beautifully decorated Super-Six that won him a silver cup at the 
Hillsboro High School Field Meet. Mr. Curry is seen at the wheel. 
He is right proud of the handsome silver cup he won, and equally so 
of the compliments which Hillsboro poured upon him. Super-Six 
popularity and increased demand for the car were the natural after- 
math of his prize-winning efforts. 



m 
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Displaying Factory Birdseye Views. 

The suggestion is made that some good advertising may be had by 
Hudson dealers who have framed copies of the new birdseye view 
of the factory displayed in places other than their own establish- 
ments. There ought to be many places, such as garages, hotels, 
clubs, manufacturers' offices, etc., where these artistic pictures 
could be placed. The cost of framing them is slight. The return 
for a little enterprise expended in this direction will be great. 

Super-Six Catalogues. 

A reprint of Super-Six catalogues is now ready. These catalogues 
contain the new prices. Distributors and dealers will be supplied 
on request. 

Super-Six Price Cards. 

Attractively printed price cards on heavy stock are now being dis- 
tributed. The new prices are on these cards and they should be 
displayed in all Super-Six showrooms. 

Super-Six Post-cards. 

Post -cards of the various models are now being placed in the pockets 
of all cars shipped from the factory. A supply of these is being 
sent all distributors to cover shipments of cars in which these post- 
cards were not included. These packages of post-cards should be in 
turn sent to dealers to be by them given to the owners of Super- 



Hudson Car, Hudson Service Best Ever 
Says Texas Man 

k R. TURNER, of Waco, Texas, 
thinks that the Hudson car, 
Hudson Service and Hudson 
distributors in Texas are a combina- 
tion that can't be beat. Unsolicited 
he has written the following letter 
to the factory: 

"I do not suppose one gets more 
letters of praise in a day's mail than 
he desires and as I believe more in 
saying a pleasant word here on 
earth than giving flowers for the 
grave after death, I send you a few 
words of praise. 

"Last week I went fishing to 
Medina Lake — 69 miles below San Antonio. I left Waco in the early 
morning and drove 269 miles to the fishing grounds in my Hudson 
Six-40. Although two years old, it ran perfectly. Not one explosion 
did it miss in the 269 miles. On my return trip, if possible, it ran 
better. I have driven in the last six years, six makes of cars and in 
my opinion no car can drive better nor ride easier than the Six-40 
which I am now driving. So much for the Hudson car. 

"Now for Hudson service. On nearing San Antonio on my return 
trip, I had a couple of punctures and ran into San Antonio on the 
rims. I was unfortunate in striking the street car track which straight- 
ened out the inside flange of my rim and reaching San Antonio late 
that night, I was in distress. I inquired for the Hudson service station 
and went around there for help. I phoned Mr. Steinhart, your agent, 
late Saturday night. He not only pleasantly told me to leave the 
car at the station over night and he would have a man there early 
Sunday morning to give it the needed attention. As I wished to 
leave early Sunday morning, this was quite an accommodation. 
Sunday morning upon my arrival at the garage they had already 
put a new wheel on the car. They not only did this work for me 
quickly, but did it pleasantly and I cannot say too much in praise 
of the disposition of the Hudson service stations to accommodate 
patrons. This accommodation to me at the San Antonio Station is 
very similar to that which has always been accorded me by your 
Waco distributor — the Percy Willis Auto Co. 

"I have dealt with Percy Willis exclusively for six years in buying 
automobiles and he and your San Antonio distributor are certainly 
worthy representatives of the Hudson Motor Car Co. With such men 
and such cars I cannot for the life of me see how anyone sells a car 
for more money than you ask for yours. They can certainly produce 
no better service. 

"My next car will be a Hudson Super-Six. It looks like a winner 
tome. 

"I am writing this letter because of my general appreciation of 
the Hudson car and Hudson service in Texas. 

"Yours very truly, 
C. R. TURNER." 



Iowa Banker Appreciates Super-Six 

THE Ohlman-Bleeg Co., Hudson distributors at Sioux City, Iowa, 
have received the following letter of appreciation from E. T. 
Kearney, President of the Mid- West Bank of their city: 
"The longer I drive my Hudson Super-Six the better I like it. 
Have run about four thousand miles without a single adjustment to 
the engine and she purrs along as contentedly as a kitten, climbing 
everything on high that should be climbed. 

"I am very glad to recommend the Hudson to any person whom 
you may refer to me, and especially thank you for the GOOD SERV- 
ICE you have given me on my car. You have CERTAINLY KEPT 
YOUR PROMISES. I hope you will have fine success with the 
Super-Six." 

Hudson Car To the Rescue 

JOHN H. PHILLIPS, of the Hudson-Phillips Motor Car Co., 
distributors at St. Louis, is telling with a great deal of pride 
of the excellent performance of a Super-Six owned and driven 
by C. E. Heinrichs on his trip to Fenton, Mo., recently. Instead of 
using the bridge over the regular route, the Hudson party followed 
two other motorists on to a side road leading to a fishing slough. 
All three machines were caught in a sand bed, hub-deep, and none 
were able to extricate themselves, the largest car, in fact, going deeper 
at each turn of the wheels. It took Mr. Heinrichs to be the "man of 
the moment," for he was finally able to pull through, only because of 
the supreme power of the Super-Six. He reached terra firma and 
was able to pull out both of the other machines. Once again the 
wonderful flexibility and pulling power of the new Hudson Super-Six 
motor was demonstrated. 

Super-Six a Dauntless Tourer 

GA. ALLEN is touring in a Super-Six from Miami, Fla., to 
Chicago. The following is a leaf from the log of his trip, 
dated May 22nd: 
"Arrived here (Atlanta) last night after four days' driving. Made 
Cocoa, Fla. (from Miami), the first day; Jacksonville, second day; 
Douglas, Ga. (40 miles north of Waycross), third day and Atlanta 
the fourth. Drove 242 miles yesterday, 12 or 14 miles out of my 
way. Found seventy miles of awful sand between Jacksonville and 
Waycross and drove most of way at 10 or 12 miles on high. * * * * 
Car has run beautifully all the way. Car runs smoothly all day long 
through sand or good roads. Went through a ford yesterday 
that sent a wave of water over top of radiator and spread out one 
each side of hood. Car went right on without a slip." 

Test Hill in Oklahoma Climbed 
by Super-Six 



AT Enid, Okla., Jefferson Street hill has for years been a severe 
test for the powers of motor cars. 
The Oklahoma Automobile Co., Hudson distributors at that 
place recently proved the Super-Six easily master of that hill, sending 
the car up in high gear from a standing start from the pavement at 
the bottom of the hill. The Super-Six gained momentum every 
second until the summit was reached. Most cars go up this hill on 
intermediate and some have to go to low gear to make it. The Super- 
Six was also tried up the hill on intermediate gear, when the above 
picture was taken. The same day these trials was made the car was 
driven over an ordinary country road with four passengers at a speed 
of 64 miles an hour. 
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Spokane Distributor is "Right 
There" at Golf 

»HN DORAN, 
tiead of the John 
Doran Co., Hud- 
i distributors at 
x>kane, Wash., is 
eputed to be one 
>f the best golfists 
in the Pacific 
Northwest. He 
does not come 
to Detroit often, 
but whenever 
he does he is 
easily beguiled 
to the local golf 
links. He was 
here a few days 
ago and, as usu- 
al, was carted 
away to the field 
where he gave his 
isual demonstra- 
on of golfing 
ss. Our omni- 
ent camera man 
is picture, as here 
:ed. 

Motoring a Pleasure in 
Super-Six 

T\/r R ' and Mrs. Porter Kimball, of 
l\fl Hope, N. D., who took delivery of 
^""^ their Super-Six at the factory a few 
weeks ago, are en route back west. From 
Chicago they write: "This far on return 
from New England trip. Motoring is sure a 
pleasure when driving a Hudson Super-Six. 
Found nothing in the 3,500 miles it could not 
negotiate." 

More Super-Six Enthusiasm 
from Marion Distributor 

SE. MARQUIS, Hudson distributor at 
Marion, Ind., revisited the factory 
recently to take delivery of a Super-Six 
sold some tine ago to a townsman of his. 
They drove the car back and the purchaser 
was much elated over its performance. 
"The roads were muddy for 120 miles," tells 
Mr. Marquis of the trip, "and we pulled a 
well-known light car out of the ditch en 
route. Its driver saluted us with the remark: 
'that Super-Six of yours is some puller.' 
With these road conditions we drove the 
Super-Six at an average speed of 30 miles an 
hour and got 13 V2 miles to a gallon of gasoline 
actual measure. The new owner of the Super- 
Six took pains to measure this gas consump- 
tion and was tickled to discover the figures. 
I've sold several Super-Sixes on the strength 
of this since my return home." 

WILLIAM WIELD manager of whole- 
sale sales at the New York Hudson 
distribution headquarters, was a 
caller at the factory a few days ago. He 
made his first trip through the plant in a 
long time. "Marvellous, just marvellous is 
the only word to describe the improvement 
and expansion," is what he said after the long 
jaunt was completed. 



Super-Six is The Doctor's Car 

DR. H. G. IRVINE, a prominent Minne- 
apolis surgeon, who attended the con- 
vention at Detroit of the American 
Medical Association, drove back in a Super- 
Six ordered three months ago from the Twin 
City Motor Car Co. The doctor planned to 
take delivery at Detroit when he came to 
attend the medical men's convention. 

Dr. Irvine is one of about a dozen promi- 
nent physicians from different parts of the 
United States who made similar arrange- 
ments with their local distributors and are 
expected to come to the factory at the close 
of the medical convention to take delivery of 
their Super-Sixes. They consider a drive back 
home in the fine Hudson car a fitting wind-up 
of their convention attendance. The coin- 
cidence of so many physicians arranging to 
get delivery of their cars at the factory dur- 
ing the medical convention has emphasized 
the fact that the Super-Six is becoming in- 
creasingly popular with the doctors, who 
demand a lot in a motor car the whole year 
'round. 

* * 

JAMES FRANTZ, distributor at Roanoke, 
Va., came to Detroit for a jaunt through 
the factory a few days ago. He was 
greatly impressed as he had not been at the 
home of the Hudson for a year and a half. 



Chicago Distributor is a Top 
Notch Golf Artist 
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the pose presented in the accompanying 
picture. * 



Georgia Hudson Owner Discovers New 
Kind of Genus Homo 



COL. Luther Z. Rosser made an automobile trip 
to South Georgia in his Hudson car last week 
on which he discovered people who believe that 
the automobile has ceased to be an exclusive luxury 
of the few and has now become a sort of public utility 
for the common enjoyment of all. 

These people are realizing the dream of home 
economists that some day everyone who wanted an 



The guests were given the use of the full tonneau 
while Mr. Rosser and Mr. Shelton occupied the front 
seat. 

"How far do you want to go?" asked Mr. Rosser. 

"Well/* said the old woman, as she adjusted a pair 
of well-worn goggles, "we expects to git as far as back 
home to Saginaw, Mich. How far is you gwine?" 

Mr. Rosser gasped, but regained his balance and 
replied: 

"It makes no difference how far this car is 'gwine.' 
You are going as far as Macon, but no farther." 

The extent of their plan was gradually unfolded. 
They had traveled free in automobiles from Michigan 
to Tampa, Fla., and, now, their visit completed, they 
expected to travel back by the same means. They 
said they had made up their minds to travel pretty 
much over the United States by this method before 
they died. 

When the party reached Macon, Mr. Rosser asked 
them where they wanted to get out. 

The old woman gave instructions as though to a 
chauffeur. 

"Take us by the postoffice to see if there is any 



automobile would have one; just as "A — No. 1," that 
world-wide traveler, became convinced that he had 
just as much right to ride railroad trains without 
paying fare as a member of the Legislature, and pro- 
ceeded to enjoy the scenic wonders of America in that 
democratic and inexpensive way. 

Col. Rosser, being of sound mind and suspicious 
nature, did not agree with them exactly, but their 
appeal was so strong that he was forced to a com- 
promise. 

He had been down to Valdosta in a Hudson-Six, 
of which he is seized and possessed, with Charles B. 
Shelton. his son-in-law, and they were beating it back 
to Atlanta when an old woman stepped out from the 
side of the road and hailed them. 

She was old and worn to a point to inspire pity. 

"Couldn't you give us a ride?" she asked. 

"Who is us?" asked Mr. Rosser. 

"Me and my husband," she answered. 

The husband then appeared, a one-legged man, 
carrying a camp stool. 1 1 later developed that he was 
prepared to provide his own seat if the machine his 
wife stopped happened to have all seats filled. 



mail, then let us out on the big road so we can catch 
another automobile." 

Mr. Rosser obeyed, but when rid of his passengers 
declared that he would refuse to ride any more 
automobile tramps. «N 

"But," chuckled de Kunnel, "she couldn't eat our 
beaten biscuit because some far-sighted person had 
levied on her false teeth for a board bill." 
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Super-Six Again Proves 
Its Stamina 



A N 



N OUTSTANDING feature of the run- 
ning of the Auto Derby over the 
Chicago Speedway on June 11 was the 
noteworthy performance of the two Hud- 
son Super-Sixes. 



Both were sharers in the prize money, fin- 
ishing sixth and ninth, respectively. 

The mechanical efficiency of the Super-Six 
was again strikingly demonstrated in this 
big race, in which many of the noted 
foreign specially built machines fell by the 
wayside on account of engine trouble of 
one sort or another. 

The two Super-Sixes went the whole 300 
miles without a single stop except to make 
tire changes. 

The one driven by Ira Vail — the same recon- 
structed stock Super-Six which gained 
him third position in the Metropolitan 
Trophy at Sheepshead Bay — was at the 
pit but once to replace a left rear tire. 

The other car, Ralph Mulford's Super-Six 
Special, driven by Fred McCarthy, made 
three stops for tire changes and once for 
gas. Neither motor was stopped at any 
stage of the long grind. 

And the Chicago race was the fastest contest 
of the season. All the entries had to make 
90 miles an hour to qualify. The winner's 
time was at the rate of 98.61 miles per 
hour. The Super-Sixes went the 300 miles 
in 94.48 and 90.38 miles per hour, respec- 
tively. 



The Super-Six is not entered in these big 
races with any idea of trying to prove it to 
be the fastest car. We know there are 
faster cars built • The Super-Six is entered 
to demonstrate its endurance and mechan- 
ical efficiency; to show that it will be 
"there or thereabouts" and going when the 
race ends. 

Ralph Mulford likes to drive the Hudson 
Super-Six because he has confidence in its 
staying powers, in its capacity for stand- 
ing up and keeping agoing. That's the 
kind of confidence a driver must have in 
the car he pilots in a race. Mulford says 
that when he starts out for a journey in a 
Super-Six, whether it is for 100 or 1800 
miles, he feels absolutely certain that the 
car will go the whole distance with him. 

The Chicago Derby race furnished another 
striking demonstration that the Super-Six 
is worthy of the confidence of its driver. 

The Super-Six has definitely proved that it 
can stand the strains of racing in any com- 
pany. It is already the monarch of the 
country's roads in ordinary touring for the 
same reason that it stands up in racing — 
because it is powerful, efficient, marvel- 
ously enduring. 

The Super-Six is winning laurels in racing. 
It has won them in ALL the great tests to 
which it has been subjected. It has al- 
ready had and will continue to have a 
triumphant career. 
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Super-Six Touring Party See Classic Panama-Pacific Exposition 

Buildings Soon to be Wrecked 



i* 



This is one of the courts of the Palace of Fine 
Arts, one of the few structures of the group 
of main buildings of the Exposition still un- 
touched by the wreckers. This was one of the 
beauty spots of the exposition and always 
excited the liveliest admiration. 



Upper picture shows all that 
remains of the once magnificent 
Tower of Jewels, now almost 
entirely dismantled. Lower pic- 
ture taken just opposite the 
Palace of Fine Arts. 



Another view of the Palace of Fine Arts* 
building, showing a few of the series of 
toweringlv beautiful Corinthian columns 
which held the gaze of so many Panama- 
Pacific visitors. The architecture of these 
buildings was superb. 



Milwaukee Distributor Suggests Plan 
to Hold Super-Six Orders 

JESSE A. SMITH, distributor at Milwaukee, comes forward with a 
suggestion which is brought to the attention of the Hudson Big 
Family in the hope that others may follow it with as much success 
as Mr. Smith has met. He writes: 

"I have started a plan of trying to assist our dealers in holding orders they have 
already booked for Super-Sixes, and from present indications it is having a satis- 
factory effect in a great many cases. 

"I got in touch with all of our dealers and asked them to send in the name and 
address of all persons who have orders in for Super-Sizes. I wrote these people 
a PERSONAL. LETTER. I will follow it up in a few days with another letter. 
As I am in a better position to explain the conditions to these customers than the 
local dealer can (having recently visited the factory) it is having a tendency to 
hold them a little longer than we could do otherwise. 

"The thought has occurred to me that this might be a suggestion worth passing 
on to other distributors, as we are all in the same boat and I know I would welcome 
any suggestions from anyone else that would help me out of the present dilemma." 

For the information of our distributors it should be stated that 
several other motor-car manufacturers are in no better position to 
deliver cars than we are. If Mr. Smith's plan is adopted and results 
in holding the bulk of orders for another ten days or so, no doubt 
those who are clamoring for Super- Sixes can be held for some time 
longer. Certainly the recent performances of the Super-Six ought to 
act as a stimulus to distributors to present the strongest kind of 
arguments to buyers for waiting for a car which has demonstrated 
its quality in such a distinguished manner. 

Hudson Super-Six Cigar is Out 

T. CASSELL, Hudson dealer 
at Jacksonville, 111., has 
placed the Hudson Super-Six 
cigar on the market. He says it is 
a corking good smoke and that 
great pains have been taken in its 
manufacture to bring it up to Super- 
Six quality. The box has a replica 
on the cover of the Super-Six "rug" 
catalogue, with a Super-Six car im- 
printed on it, for a label, as shown 
in the accompanying illustration. 
The price of the Hudson Super- Six 
cigars is $5.00 per 100, or $2.50 per 50. Mr. Cassell will be glad to 
receive orders for these fine smokes from Hudson distributors and 
dealers. It might be a good idea for Hudson dealers to have a few 
around to hand out to prospects. Try 'em anyhow on the say-so of 
a member of the Hudson Big Family. 



R 



Mrs. Nilla Dearborn, She Sells Cigarettes 

MRS. NILLA DEARBORN is the widow of an automobile 
driver, who lost his life driving a car on the race track. 

Left upon her own resources she looked about for the best 
possible means of a livelihood. She started the Nilla Dearborn 
Cigarette Co. at 220 West 42nd Street, New York City. 

Automobile men generally, particularly in the East, are trying to 
help her make a success in her chosen business of manufacturing 
initialed cigarettes. 

She furnished the cigarettes used by the Hudson Motor Car Co. 
of New York at its big dinner at the time of the Automobile Show last 
winter. She also supplies initialed cigarettes for big automobile 
people in different parts of the country. Her cigarettes are good 
cigarettes and their average price is somewhere around $20 a thousand. 
They can be had in various grades of tobacco, in different blends, and 
are marked with divers designs or initials to suit the taste and purposes 
of the consumer. 

The suggestion is made that when distributors have a dinner of any 
sort or a convention of their dealers, where cigarettes are used, that it 
would be nice of them to patronize Mrs. Dearborn. She will furnish 
cigarettes with the Hudson Super-Six Triangle and the dealers' names 
or initials on them, as may be desired. As long as Hudson dealers are 
going to buy and smoke cigarettes at their affairs, why not give the 
business to Mrs. Dearborn? Give her a trial order, anyhow, the next 
time you want a lot of cigarettes. 

Distributors who order should give at least ten days or two weeks 
in which to prepare goods and forward them. 

Big Paper Maker Likes Super-Six 

NW. WILSON, vice-president of the immense establishment at 
Erie, Pa., that manufactures the famous Hammermill bond 
paper, is the owner of a Hudson Super-Six which was only 
recently delivered to him. To a friend at the factory he wrote a few 
days ago: "The new Super-Six has arrived and I have today had a 
chance to try it out. To say that I am enthusiastic at its appearance 
and at the running of the car is putting it mildly. In fact, all indica- 
tions are that as time goes on I will be an even more enthusiastic 
Hudson booster than I have been in the past, which is saying a 
good deal." 

The factory is receiving similar letters from leading manufacturers 
and people prominent socially and in business all over the country. 
Every Super-Six owner becomes an enthusiast over the car. 
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ADVERTISING DEPARTMENT 
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Sales Letters to 

Physician Prospects 

A series of six sales letters for prospective physician purchasers 
of the Super-Six has been prepared. The car is in big demand 
by the medical men. It is a good time to go after their business. 
This series will be sent dealers on request. 

Sales Letters to Prospective 
Purchasers of Touring Sedans 

There is being prepared a series of sales letters on the Touring 
Sedan model. Dealers who send letters regularly to their pros- 
pects report excellent results. The Touring Sedan letters will 
present strong selling talks to prospects and prove very effective 
aids. These letters will be sent dealers on request. 

Super-Six News Bulletins 

We are sending many thousand copies of each issue of the Super- 
Six News Bulletin to our dealers. Dealers who are sending the 
News Bulletin to their mailing lists report that this is an excel- 
lent form of advertising and that it is creating an unlimited 
amount of interest in the Super-Six. Many dealers have not 
taken advantage of this wonderful opportunity of calling atten- 
tion to the Super Six. This reminder is directed to those who 
are not sending the Super -Six News Bulletin to their mailing 
lists. 

Birdseye View of the 
Hudson Super-Six Factories 

No dealer's office, salesroom or garage should be without one of 
these beautiful enlarged photographs. Our supply of these prints 
is becoming limited. Write us today. 

Dealer Should Keep 

Supplied with Advertising Matter 

It is a mistake for dealers to allow their supply of advertising 
matter to run low. The Advertising Department prepares this 
matter with infinite care, always having solely in mind the idea 
of helping Hudson dealers with their sales. Check up your sup- 
ply. Watch this weekly bulletin. Keep your stock up. Make 
every piece of advertising literature work for you. 



Typical Hudson Establishment — Live- 
Wire Distributor 



Waits for Super-Six Duplex Roadster 

ii T"N the TRIANGLE I found an article on 'Willing to wait for a 
I Super-Six for six months/ " writes A. L. Nelson, proprietor of 
^ the Star Garage Co., distributors at Erie, Pa. "I have a similar 
prospect here in Erie. 

"Three weeks ago last Sunday I took a party of six besides myself 
to Cleveland in a Super-Six to see the ball game. After we returned 
one of the gentlemen in the party asked when the Hudson Motor 
Car Company would get out the Four-Passenger Roadster. According 
to our information at that time the factory was to commence to make 
deliveries in August on this model. I told him that the Hudson 
factory had decided not to make deliveries on this model until next 
year, and he would have to wait until next spring. He said he would 
rather wait and get a Super-Six than any other car; which means 
perhaps six or eight months' waiting. 

"This just goes to show what people think of the Hudson Super- 
Six." 

Helena Red Cross Nurses in Super-Six 



THE T. C. POWER Motor Car Co., Hudson distributors at 
Helena, Mont., furnished this charming picture for the TRI- 
ANGLE. R. L. Diggs, sales manager of that company, who 
transmitted the photograph, wrote that the Helena Red Cross nurses 
were, without a shadow of doubt, among the "fairest of the fair" of the 
Montana metropolis. Arrayed in their white uniforms, and pictured 
in their big white Hudson Super-Six, his veracity is beyond question. 
They are. Montana is to be congratulated. In the background of this 
picture may be seen a small section of towering Mt. Helena. 



HUDSON quality, Hudson dignity and good taste are written 
all over the model establishment of the Foley Motor Car Co., 
distributors at Newark, N. J. The spacious display windows 
are fine, the signs are right. The whole place is strictly and correctly 
Hudson. Every little detail has been considered. 

Edward J. Foley is the guiding spirit of this high-powered selling 
and service organization. He was a veteran motor-car man when he 
took the Hudson Newark helm in 1914. Ever since the business has 
grown by leaps and bounds. His record is a recapitulation of month- 
by-month gain. Gain not only in volume of sales, but in public 
appreciation of Hudson service and Hudson standards. 

George Beck, who was an attache of the Newark Hudson establish- 
ment before Mr. Foley became its head in 1914, says that the secret 
of their fast-growing success is the Foley personality which radiates 
enthusiasm and energy. Mr. Foley's talks at their weekly organization 
conferences and his example has impressed all hands. The result is 
strong co-operation in all departments. Mr. Foley has strongly advo- 
cated Hudson Service as a paramount policy. His force has responded. 
Owners of Hudson cars in Newark and vicinity are the strongest kind 
of Hudson "boosters." The Super-Six is having a sensational demand 
in that territory, and Mr. Beck reports that the increase in price has 
had a tendency to prevent those who placed orders from cancelling 
their pending deliveries. 

Forgets Own Business to Laud Super-Six 

WD. JAMES, secretary and general manager of the James 
Manufacturing Co., manufacturers of sanitary barn equip- 
ment at Fort Atkinson, Wis., has a new Hudson Super-Six 
roadster. He has added shock absorbers front and rear and the car 
has so aroused his enthusiasm that, as he says, "I am spending more 
time talking Hudson Super-Six than I am the James line; in other 
words, I am sacrificing my bread and butter to boost the other fellow's 
game. But Super-Six is worthy of it and I do so with much pleasure. 
I have owned several automobiles and have had two cars a year for 
six or seven years, all of standard makes, including a Hudson Six-40. 
I can say truthfully that I never owned an automobile until I bought 
the Super- Six roadster. I now have a REAL car. One that it's a 
pleasure to drive because of its wonderful power, ease of operation, 
wonderful get-away and great speed. For hill-climbing there's 
nothing that will touch it. Going over rough roads and bad roads it 
handles wonderfully well. Its riding qualities are most pleasing. Mrs. 
James says it cannot be beaten." 
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An Ail-Around Sportsman 

JOHN P. BLBEG, head of the company bearing his 
name, distributes Hudson cars at Sioux Palls, S. 
D. When he is not at his place of business, he 
may be found at the golf links, at a big hunting 
camp he and his fellow-townsmen have somewhere in 
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s fame as a 
:ur is a by- 
Also, he is a 
man shark 
i the cue. We 
ow this not 
om hearsay, 
ut from ac- 
ual experi- 
ence. Mr. 
Bleeg came 
Bast to wit- 
ness the Auto 
Derby at 
C h icago. 
There he 
met Guy 
Smith, Hud- 
distributor 
at Omaha. 
Both were so 
tickled to see 
:wo Super- 
ixes stand up 
id finish in 
e money in 
big race that 
y decided to 
me on to De- 
id fan it out 
lain tent. In 
te factory en- 
tertainment committee 
took the two westerners to see a ball game. Being 
visitors they rooted for the New Yorks, who defeated 
the home team. B. O. Gamble, Toledo Hudson dis- 
tributor happened to be at the game. Nothing was 
more natural after the game than a bite to eat at the 
Detroit Athletic Club, to which the Hudson men 
drove in a Touring Sedan. Gamble's long suit is 
ordering a meal that would tempt the palate of 
Lucullus — which he did. Being a bowler of sorts, 
Gamble wanted the party to join him at the alleys. 
A dance was on and the bowling department was 
closed. Mr. Bleeg suggested a few games of pool. 
Everybody was willing, though Guy Smith said he 
was not much at the game. Gamble umpired. The 
writer was among those present with a cue in that 
game. The gentleman from South Dakota made 
us all look apprentices. Except in one or two games, 
when Smith of Omaha got his cue eye working. 
Then it was a battle royal between Nebraska and 
South Dakota. In some "period of his incarna- 
tion" Guy Smith must have spent a lot of time 
around a pool table. The way he put the ivories in 
the corner pockets on long shots was terrific. But 
Mr. Bleeg just smiled and smiled — because he just 
knew that in the long run most of the little tin chips 
would be nestling in his right-hand pants pocket. 
And that's where the aforesaid disks were when 
Gamble called "time." After the election is over 
some of the members of that delightful evening's 
stag party will be wearing new high-class headgear. 
It was Wilson vs. Hughes, half and half. And they 
backed their man with a little hat wager, all around. 

WG. WELDON, tarried a day at the 
Hudson plant, en route to the Chi- 
cago Speedway races. Sartorially 
speaking, Mr. Weldon hikes us back in mem- 
ory to one Berry Wall, of New York, the 
gentleman of fashion of his day. 

? * 

BJ. SAUNDERS, of the Saunders 
Motor Car Co., distributor at Bir- 
mingham, Ala., came north a few 
days ago for a return visit with folks at head- 
quarters. 

LA. VOELL, Hudson dealer at Fond du 
Lac, Wis., came to Detroit last week 
to take delivery of a Super-Six long on 
order for a citizen of his town. He drove 
the car back to Wisconsin. 



Enthuses Over Hudson 
Factory 

FLANK B. GARDNER, distributor at 
Rockwell Center, Long Island, made 
his first visit to the Hudson factory 
last week. A member of the sales staff 
escorted him through, and his astonishment 
at its vast expanse, its herculean activities, 
system and store of parts, knew no bounds. 
"I have not seen many plants of this sort," 
said Mr. Gardner, "but I cannot imagine a 
more splendid manufacturing plant than this. 
I never was in a place where the men seemed 
to take hold with such vim and seemed to 
accomplish so much." 

Mr. Gardner commenced handling Hudson 
cars a year ago. He sold his aMotment of 
55 Super-Sixes in January and February and 
wishes he had made it three times as many. 
After seeing the factory he was confident that 
his deliveries would not be much longer 
delayed. 

Aultman, of Jacksonville, 
Contributes 

Kissimmee.Jla. ,918. A.M. .June 10.1916. 
12KM XH S5 Blue 
Osoar M. Johnson 

Care Metropolis, Jacksonville. Tla. 
Prom all information available at present 
writing it appears that CATTS has taken 
the KHOTTS out of WOOD, looped the loop on 
the TARRI8 wheel and skidded into Talla- 
hassee in a HUDSON Super-Six. 

1. B. Crawford. 
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UX TT XE presume that the author of the 
attached telegram owes apologies 
to George Ade," writes M. B. 
Aultman, of the motor company which bears 
his name, Hudson distributor at Jacksonville, 
Fla. "It was sent by a Mr. Crawford, of 
Kissimmee, to the Florida Metropolis here as 
a witticism on the recent Democratic primary 
held June 6th. The joke is that CATTS, 
KNOTTS, WOOD, FARRIS and HUDSON 
were the candidates for governor. Our 
interest, of course, centers around the last 
three words of the telegram. The race was a 
very close one and the telegram states the 
situation exactly. Incidentally, F. M. 
Hudson, the last candidate mentioned, owns 
a Hudson car." 

* * 

ROBERT W. POWERS, distributor at 
Fall River, Mass., turned his back on 
New England and struck out for 
Detroit last week. He got here during the 
Detroit-Philadelphia series and enjoyed the 
games. 

* * 

JOHNSON & DIXON, Hudson dealers at 
Racine, Wis., also visited the factory as a 
team last week to drive away a Super-Six 
promised them for, lo, these several weeks. 

EG. OLIVER, Hudson distributor at 
Buffalo, crossed the Lake one day last 
week for a brief visit with particular 
pals among the factory organization. 



Hudson Service Demon- 
strated at Baltimore 

THERE was an accident on one of Balti- 
more's streets recently. The car hap- 
pened to be a 1914 Hudson. As soon 
as the driver of the car got his Hudson up to 
the curb he phoned the Lambert Automobile 
Company, local Hudson distributors, and told 
of his predicament. 

By actual count of time by a watch, the 
Lambert service car with three men was at 
the scene of the accident, by seven minutes 
from the time the call was made. The service 
car had with it every conceivable part of the 
Hudson and the men on the car were expert 
mechanicians. The result was that after 18 
minutes' work several new parts were put on 
the car and the driver was on his way again. 

As the owner and driver climbed into his 
Hudson he was heard to remark: 

"Believe me, that was sure some service 
those Hudson people rendered." 

As he drove down Howard street, he re- 
marked to a companion: 

"Lambert service is really more than they 
crack it up to be." 

This is the kind of service that is making 
friends of Hudson owners every day. 

Hudson Expansion at 
Tucson, Arizona 

MCARTHUR BROTHERS, Hudson 
dealers at Tucson, Phoenix and 
Douglas, Ariz., have just completed 
plans for the remodeling of their establishment 
at Tucson. When this is done the building 
will have 7,500 square feet of floor space. 
Rapidly increased business has compelled this 
expansion. 

Kelly is Growing at Pima, 
Arizona 

AN unprecedented demand for Hudson 
Super-Sixes has forced R. M. Kelly, 
distributor at Pima, Ariz., to start the 
construction of a new garage. The new place 
will be of concrete and steel, fireproof and 
occupy 50 by 100 feet of space. The new 
plant will be ready for business in a few 
weeks. 

Schwarts, of Columbus, 
Gets a Graf lex 

HJ. SCHWARTZ, distributor at 
Columbus, Ohio, spent a couple of 
days rummaging about the factory and 
offices last week. He arranged to purchase 
a Grafiex camera and says he's going to get 
some great Super -Six pictures before the 
summer season wanes. He is the first distri- 
butor to get the factory discount. 



If you know your business, it will not be neces- 
sary for you to hang a sign out announcing the 
fact. It will leak out. The wise chap does not 
worry over his wages, but concentrates on his 
work. When he can do more work, he can com- 
mand more pay. 
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We must not think that the Super-Six has been 
sold this year. People have bought it. 

The remarkable excellence of the car is, practic- 
ally, wholly responsible for the demand that has 
existed for it. 

Of course the prestige of the dealers 9 organiza- 
tions is an indorsement that made the claims for 
the Super-Six accepted. But it was not personal 
effort. Neither brain nor leg work has been required 
to any great extent to find buyers for the Super-Six. 

But the time comes when those conditions 
change, and the time to prepare for that condition 
is before it arrives. 

We hear much about "preparedness," and it 
should apply even in the merchandising of such 
a wanted article as the Super-Six. 



A safe way for any individual or organization to 
proceed is to work as hard for more orders as 
though warerooms were full of cars and there was 
not a prospect on the books. 

It is a much happier condition to be eight weeks 
behind in deliveries than eight cars behind on or- 
ders. And one never feels so good as when business 
is driving.* 

Today the sun is shining hotly — summer clothing 
is the vogue — careless ones take no thought of 
winter. 

But frost and snow are as certain as that the sun 
will rise tomorrow. 

So it is — Hudson distributors and dealers — with 
selling cars. Thirty days — sixty days — will see you 
facing ENTIRELY NEW CONDITIONS. Sunrise to- 
morrow is not more absolutely certain. 

Are you sleeping away the days? Are you careless- 
ly "letting things slide?" Are you doing anything 
at all to be ready when orders on hand are all filled 
and you find yourself with cars in stock and more 
arriving? 

Cars are pouring out of the factory. Deliveries are 
rapidly catching up with orders. Some dealers al- 
ready have reached a point where they are surprised 
to find all present orders filled. 

The great driving and buying months are passing. 
Many prospects have decided on their car and are 
out of the market. It is, of course, becoming harder 
to make sales. Some will demand prompt deliver- 
ies. Some will cancel if they do not get cars when 
expected. 

Yet in spite of difficulty, annoyances, need for tact 
and adroitness in holding orders, SALES MUST BE 
MADE if the dealer is to keep his business in a 
healthy condition, his salesmen full of pep, his 
organization alive. 

Better five sales with four cancelled than no sales 
at all. 

The bugles are blowing the "Assembly." Time to 
get ready for action! It is dangerous to wait too 
long. 

Is YOUR sales force in service condition, fully 
equipped, well drilled, ready to make good when 
the call comes for active service. 



First Super-Six Sold in Reading, Pa., Abbott "Dramatizes" Super-Six Per- 
Frisking Around in Berks County Hills f ormance at Bangor, Maine 
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Make Your Town a Big Auto Town 

GEORGE M. SCHELL, editor of Motor World, of Los Angeles, 
Cal., in reply to an inquiry regarding the number of cars 
registered in California, writes that at noon of May 30, when 
the offices closed, there had been registered 196,893 cars. On June 
30, 1915, California had 147,383 registered. Los Angeles itself has 
more automobiles per thousand of population than any city in the 
world. The figures May 15, 1916, showed 33,741 cars in Los Angeles. 
The population figures in 1915 were 528,817. 

There is considerable food for reflection in these figures. They 
indicate with force two things. One, that California, and particularly 
Los Angeles, has taken to motor cars with much the same enthusiasm 
that has characterized its spirit toward other worth-while things. Los 
Angeles has literally boosted itself into fame, fortune and population 
through the expenditure of a limitless amount of enthusiasm and 
energy. Its growth is one of the country's marvels. The other point 
is that good roads have played a large part in the development of the 
desire for motor cars in Los Angeles and California generally. 

Every Hudson dealer has the opportunity to emulate, as far as 
his local conditions will permit, the spirit that has placed Los Angeles 
so prominently on the map. Plug for your town. Take a personal 
interest in its development. Get right into the thick of every move- 
ment to increase the quality of your roads. Keep motor car enthu- 
siasm aflame. The best way to do this is to keep the Super-Six always 
in the public eye. The Hudson dealer who follows these suggestions 
will do his part toward making HIS town as big an automobile town, 
proportionately, as Los Angeles. And while doing this he will be per- 
forming a civic duty and promoting his own personal interests at one 
and the same time. 

Well Fixed 

"I see Smith is building a garage. When did he get a car?" 
"He hasn't got one yet, but he's got an option on ten gallons of 
gasoline." — New York World. 



CG. ABBOTT, Maine manager of the Henley- Kimball Co., 
Hudson distributors for that state, took the TRIANGLE tip 
of May 20 issue, and dramatized Super-Six performance at 
Bangor so brilliantly that the knocks of a great big anvil chorus of 
dealers in other makes of cars has been silenced to a feeble whisper. 

The local newspapers were used to announce the Super-Six's per- 
formances, which drew great crowds to witness them. 

Speaking of the Bangor demonstrations, Mr. Abbott says: 

"Some of our competing dealers in Bangor have made statements 
to the effect that the Super-Six was not built to live up to the Hudson 
advertising. 

"Last week I drove my car through to Bangor and asked my dealer, 
L. P. Swett, to notify the competitors who had made the disparaging 
remarks regarding the Super-Six that we were only too anxious to 
prove to them the truth of the Hudson Motor Car Company's state- 
ments. His novel method of inviting competition appeared in the 
Bangor Commercial of June 7th, and was accepted the following 
day by dealers in two well-known cars. In order to insure that any 
of the cars were not using a special gearing for high speed Mr. Swett 
specified that Carr Street hill must be climbed in high gear. This 
hill is the worst in Bangor and has never before been climbed on high 
gear by any automobile turning off from Hancock Street with a load 
as big as the one the Super-Six carried. After the challenge was 
accepted tests were made and it was impossible for any of the cars 
which accepted the challenge to climb the hill. Consequently we were 
barred from any further competition. However, as a means of stilling 
any further arguments regarding the possible speed of the Super-Six 
I made a few road tests for acceleration and speed with H. S. Board- 
man, Professor of Civil Engineering at the University of Maine, hold- 
ing the stop watch. With six people in the car and the windshield up 
on an ordinary gravel road perfectly level starting from a standing 
start in high gear I accelerated the car to 50 miles an hour in 16 1/5 
seconds, and to 60 miles an hour in 22 3/5 seconds, and attained a 
maximum speed of 74 miles per hour. This car was geared with a 
four and nine-tenths to one gearing and the speedometer gearing was 
not changed from the standard. This would allow an error in the 
speedometer of about 10% and would show an approximate actual 
speed of 67 miles per hour and a motor speed of 3,250 R. P. M. I 
regard this as a most remarkable performance and I think it has been 
equalled by few other cars. With one passenger I accelerated this 
same car from a standing start in high gear to 50 miles an hour in 
14 2/5 seconds." 

Other Hudson dealers can make the populace in their locality sit 
up and take notice of the Super-Six, put a quietus on the "knocks" 
of other dealers and get a lot of newspaper notice out of it. It is 
not necessary to demonstrate Super-Six hill-climbing alone. The car 
is easily capable of all sorts of exhibitions of power, of speed and endur- 
ance. Stage some "stunts." Get crowds out to see them, by news- 
paper announcements. Photograph the Super-Six in action. The 
Super-Six furnishes the greatest medium for advertising itself by 
what it can actually do yet developed in the motor-car world. Take 
advantage of this. 



IT is not poverty but covetousness that 
* causes sorrow. It is not wealth but 
philosophy that gives security. — Epictetus. 
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Theatr* Program Advertisements 

A new series of theatre program advertisements has been prepared. 
Distributors or dealers who use theatre programs for their adver- 
tising will be sent proof sheets of these advertisements on request 
so that they may select such copy as they wish to use in their 
programs. Plates of these advertisements are furnished gratis. 

Triple Demonstration Folders 

The demand for the Triple Demonstration folder has been so 
great that we are reprinting this folder. This is an excellent 
piece of sales literature. It is suggested that dealers send this 
folder to each of their prospective purchasers. Write the Adver- 
tising Department today telling them how many of these folders 
you will require. 

Super-Six Magazine and Farm Paper Advertising 

Super-Six advertising will appear in the Saturday Evening Post 
on July 8th, Collier's Weekly on July 15th, The Literary Digest 
on July 29th, the Christian Herald on July 26th and the Youth's 
Companion on July 20th. The farm papers listed below will 
carry Super-Six advertising in their issues of the first week of 
July: American Agriculturist, Breeders' Gazette, Country 
Gentlemen, Dakota Farmer, Farm and Fireside, Farm and Home, 
Farm Journal, Farm and Ranch Farmer, Farmer and Stockman, 
Farmer's Review, Farming Business, Hoard's Dairyman, Iowa 
Homestead, Kansas Farmer, Kimball's Dairy Farmer, Missouri 
Ruralist, National Stockman and Farmer, Nebraska Farmer, 
N. E. Homestead, N. W. Stockman and Farmer, Oklahoma 
Farmer Stockman, Orange Judd Farmer, Pacific Rural Press, 
Rural New Yorker, Southern Ruralist, Successful Farming, 
Wallace's Farmer and Wisconsin Farmer. 

Letters to Prospective Purchasers of 
Super-Six Cabriolets 

A series of six sales letters to prospective physician purchasers 
of Super-Six cabriolets is going to all dealers and distributors 
with this issue of the TRIANGLE. Dealers should not neglect 
the opportunity of circularizing their prospective physicians with 
this series of excellent letters. 



Michigander Praises Super-Six 

FD. STEVENS of the Michigan Trust Co., Grand Rapids, Mich., 
recently bought a Super-Six from L. E. Colgrove, Hudson dis- 
tributor at that place. He came to Detroit and received his 
car from Bemb, Robinson Co., driving it home. 

Speaking of the trip, Mr. Stevens writes the factory to say that, 
"The going was simply indescribable. I knew we were in for a rough 
trip and wanted to see what the car would do, but there was nothing 
in my experience, nor it seems in my imagination, that could give me 
any idea of how difficult the roads were for an automobile. We saw 
two single buggies and one double team on the road during 17 hours 
of traveling but not a motor vehicle of any description except my new 
Super-Six. It started to rain at Jackson and rained till we got home. 
We went through water well above the bottom of the radiator. Twice 
the timer was so wet that we had to wait for it to dry before we could 
proceed. It was so misty and foggy at one part of that trip that we 
could not see land to either side or up and down the road — looked as 
though we were out in the middle of Lake Michigan. 

"I really do not believe that any car could be given a more gruelling 
test and behave more splendidly than my new Super-Six did. The 
passengers who came across with me have devoted their time since 
they got home to praising the Hudson Super-Six. There was no time 
during the entire trip when the car was assisted in any way, every- 
thing being done by the engine. I presume every man thinks that the 
trips he takes are the hardest, but this was so bad and the car so good 
that I could not refrain from letting you know about it." 

IBB83 

THE fighting spirit is the one that wins. But it must be — 
applied to the best advantage. For instance, quite a 
number of dealers spend a great deal of valuable time 
fighting the factory. To have an over abundance of energy 
is a great asset. Save your energy and your fighting 
abilities for the selling of Hudson cars. ^ 

Big Hudson Garage Will 
Be Opposite Postoffice 

A THREE-STORY garage, the largest in 
the tri-state territory, will be built for 
the A. L. Maxwell Co., Hudson distri- 
butors at Evansville, Ind. 

The company contracted to take a ten-year 
lease on the building to be erected on the site 
opposite the city postoffice. The building and 
ground will cost $55,000. 

E. S. Snow, manager of the A. L. Maxwell 
Company, had traffic checked at the corner 
and some other places in the city. From 
12,000 to 15,000 people passed the corner 
from 7 a. m. to 6:15 p. m. 

The building will be 75 by 150 feet. A 
17-foot space will be left at the alley for the 
exit. 

The concern has the exclusive agency for 
Hudson cars. 

The building is to be completed by Oct. 1. 

Hudson-Phillips Will Have 
Unique Showroom 

A SHOWROOM with a hardwood floor 
and interior door frames of burnt 
cypress bordered in silver-finish oak, 
having contours of an Egyptian temple pylon, 
is being completed as the central attraction 
of the extensive new premises of the Hudson- 
Phillips Motor Car Company, distributors at 
St. Louis. The new place will occupy an area 
all ground floor, of 195 x 160 feet. The private 
office of John H. Phillips, off this showroom, 
has a bathroom, with tile floor and enamel 
tub, among its unusual features. 

The shops, which occupy the rear of the 
premises, have already been moved to the new 
place. The sales forces, both for new and 
used cars, are still at the old location. 
Another new feature of the premises is an 
accessory store to be maintained at the 
corner. A stucco and brick front, following 
subdued, but artistic lines, especially in the 
coping composition is now receiving its finish- 
ing touches. A special battery service room 
and a room for chauffeurs are among the 
conveniences of the new place. 



■ 
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Super-Six Touring Sedan Propels Ferry 



CT. SCURRY, Hudson dealer at Aberdeen, Wash., has demon- 
strated the power of a Super-Six in a novel way. A Hudson 
Super-Six Touring Sedan was recently put in commission as the 
motive power to propel the local ferry. This is believed to be the only 
ferry in the world similarly propelled. When the Touring Sedan 
drives on the barge the rear wheels are lashed solidly. The driver then 
starts the motor, which transmits power to the side wheels, and the 
ferry moves along at a good speed. The novelty of this arrangement 
attracted the attention of the representative of an international mov- 
ing picture company touring through the state of Washington, who 
filmed it for his weekly screen news. This picture will no doubt soon 
be seen on the "movie" screens. Pretty good advertising. 

New Hudson Salesroom at Red Oak, 
Neb., Dedicated>in Style 

EVERYBODY who could possibly find a way to get to Red 
Oak, Neb., Saturday, June 10, attended the opening of the 
new salesroom and garage of the Petty Automobile Co., 
Hudson dealers there. 

It was a big day for the Petty Automobile Co., and they certainly 
did their level best to entertain the large crowd. Roses were given 
to the ladies, cigars to the men and everyone all the ice cream they 
could eat. The building itself, presented a very handsome appearance 
with flowers placed all over the salesroom and large boxes of flowers 
placed outside and brand new Hudson cars, bright and shining, on 
the floor. 

For entertainment, the company hired the Elliott Concert Band, 
which furnished music during the afternoon and evening. 

In the spacious dining room of the leading hotel the friends of 
the Petty Automobile Co., were served a fine dinner. 

The new building is a one-story brick structure, 45 x 108 feet in 
size, with hydraulic brick' front and large plate glass windows which 
afford an abundance of light to the front division of the building. 
The sales and office rooms occupy a space 45 x 32 feet with polished 
white oak floors and steel ceiling. The two office rooms are finished 
in birch wood stained in mahogany color, and the office furniture is 
all of mahogany. Opening off from the offices are a small coat room 
and a lavatory. 

The south part of the building is devoted to the storage and service 
room 45 x 76 feet in size, with cement floor, a 14-foot wash rack and 
a supply room of sufficient size that the stock of tires and other acces- 
sories may be systematically taken care of. A basement 45 x 32 feet 
in size occupies the space under the offices and salesrooms, and the 
entire building is heated by a hot water system and is electrically 
lighted. A large Bowser gasoline filling station will be erected on the 
walk in front of the building, and free air will be furnished at the 
walk by an air pump located in the back part of the building. 

Be Courteous 

THE practice of unfailing courtesy costs less and gains more than 
any other personal trait. 
That so many people in the world seem to be oblivious to this 
fact only adds to the courtesy's value. 

Not necessarily an art, the practice of courtesy may be made an 
art. 

The courteous salesman is ingratiating — he instantly wins atten- 
tion and confidence, makes friends. 

Politeness quickly becomes a habit. Cultivate this quality for its 
own sake, not because "it pays." BUT IT DOES PAY. 



Dreams and Dreamers 

LET them call you a dreamer, 
if they will, but keep sacred 
in your heart the vision of the. 
broader, more useful, more 
happy person you would like 
to be. 

Out of such dream-stuff comes 
slowly but surely the bigger 
SELF. 

Every great improvement, every 
forward step, was once some 
one's idea -some one's dream. 

— 5. Rowland Hall. 



Owner Praises Service Plan 

HH. TOMPKINS, Jr., a prominent stockman, purchased 
the first Super-Six delivered to Tom Botterill in Denver. 
The New Hudson Service Inspection Book was explained 
to him by William P. Tyler in the presence of R. L. Barrett, one of 
the factory service men. 

Mr. Tompkins has driven several makes of cars. As a result of 
his motor experiences he has heard a great deal about service. At the 
conclusion of the explanation of the new Hudson Service, he said : 
"This is the best service plan I ever heard of." 

Super-Six Standing Start Winner Against 
Big Field in San Diego 



"Manners should bespeak the man, independent of fine clothing. 
The general does not need a fine coat." — Emerson. 



ON Saturday, May 20th, the Hudson Super-Six with M. L. Sars- 
field, San Diego distributor, at the wheel, defeated all entries 
in the quick getaway race at the Motor Events' Day of the San 
Diego Panama Pacific International Exposition. Several high-priced 
cars entered, among them a special well-known racing model. 

From a standing start the Super-Six attained a speed of 55 miles 
per hour in 9 4/5 seconds. The distance covered was 200 feet, starting 
in intermediate gear and shifting to high before the line was crossed 
at the finish. 
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No Change in the Super -Six 

I believe the time has now come to outline to you our plans for the future. 

PRODUCTION: 

We have shipped more than 10,000 Hudson Super-Sixes, mostly in the past four 
months. Since March 1st, we have quadrupled production, and average now 135 cars 
per day. By August 1st the daily shipments will average ISO cars. 

We have on hand and in process, parts and materials for 20,000 more cars like these. 
We have lately made contracts for parts and materials to build an additional 15,000. 

Therefore, it is settled that at least 35,000 more Hudson Super-Sixes will be built like 
the present model. 

This is our assurance to prospective buyers who secure a Hudson Super-Six now, that 
it will be the same car that they would buy next spring. No changes in the car are con- 
templated, although as usual, details will be worked out from time to time. 

There should be an unbroken period of prosperity ahead for all interested in the sale 
of the Hudson car. The wise dealer is the one who will be constantly asking for an in- 
crease in his allotment through the summer. You will be preparing the way for the 
bigger things to follow. 

ADVERTISING: 

We are announcing in advertising, this continuing policy as to the Hudson Super-Six. 
Buyers will thus be assured of no radical changes in the car. A heavy national ad- 
vertising campaign will begin this month and continue indefinitely. 

PRICE: 

The price cannot be lower this coming year. It may possibly be a trifle higher, this 
all depending upon labor and the varying conditions of material and other costs. We 
hope to be able to continue the car at the present Hudson price. 

DEALERS' PLANS: 

All the dealers we have talked with since our production has gotten up to its present 
size, have made ready for this increase in volume. Numbers of our dealers have greatly 
expanded their sales and service facilities, as well as their working forces. Others are 
doing it now. This is the right time for such expansion. 

We again reiterate our policy of no branches — this is the best assurance to our good 
dealers of the permanency of their Hudson connection. This summer and fall are the 
greatest opportunity months in your history as well as ours. 

With this outline of our plans, you can shape your campaign for the succeeding 
months with accuracy, optimism and enthusiasm. 
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Hudson-Jones Automobile Co. Have Ideal 
Establishment at Des Moines, Iowa 



T 



HERE is 
movement 



a 
all 



concerted 
over the 



"*■ country to make Hudson 
distributing establishments 
models of their kind. 

Rebuilding and expansion 
are general in all of the principal 
cities. The popularity of Hud- 
son cars has made distributors 
and dealers prosperous. The im- 
mense success of the Super-Six 
has warranted Hudson distribu- 
tors in going the limit in building 
expensive, finely equipped sales 
establishments. 

The Hudson- Jones Automo- 
bile Co., distributors at Des 
Moines, Iowa, were among the 
first to realize the great possi- 
bilities of Hudson sales. Iowa 
is a leading buyer of motor cars. 
The state is enjoying unprece- 
dented prosperity, with crop pros- 
pects for 1916 that never were 
equalled. The Hudson is distri- 
buted from one of the most per- 
fectly appointed establishments 
in the United States. Every 
detail to facilitate sales and for 
the rendition of Hudson Service 
has been provided. 

Other Hudson distributors 
who are building, or contemplate 

the building of new places, should read this article carefully, as they 
will undoubtedly find in it many suggestions of value, as the Hudson- 
Jones establishment is up-to-date and the most advanced ideas have 
been incorporated into its construction and equipment. 

The Des Moines establishment represents a big investment in 
money. But good taste, dignity, convenience, system, sound business 
ideas are the things which the place reflects. 

The exterior of the building is typically Hudson. The large electric 
triangle sign, visible from a distance day and night, is a Hudson 
feature quickly recognized. The windows of the show room are 
unusually spacious. The show room itself is perfectly appointed and 
in keeping with the display of Hudson Super-Six cars. The tiled floor 
is of artistic design, walls and ceilings are decorated with taste. Art 
glass electroliers of great beauty and exquisite colors are suspended 
from the ceilings. High-grade wicker chairs are placed about the room. 

In the rear of the show room are two offices, used by the managers 
of the wholesale and retail departments. There is a mezzanine balcony 
at the rear, occupied as private offices of G. W. Jones, head of the 
organization, the accounting office, and the stenographer's office. On 
this floor is also located the parts department. A card index kept by 
one of the stenographers makes any part instantly obtainable from 
one of the series of all-steel bins. A perfect check and lock and key 
makes this department leak-proof. 

To the rear of the show room is the Used Car Department. Back 
of this comes the Service Department. Both of these rooms are 
spacious and equipped with every modern convenience. A feature of 
the place are the big ball-bearing turn-tables. If a car comes in for 
service and repairs are needed, it is driven right onto the turn-table. 

Southerner Says Super-Six Supreme 

THE R. H. NESBITT AUTO CO., distributor at Spartansburg, 
S. C, sends the following letter from an enthusiastic owner of a 
Super-Six: 

We have just returned from a 1,000-mile tour through the Carolinas in the 
Super-Six. The first lap of the journey from Greenville, S. C, to New Bern, 
N. C. (the route making a horseshoe of the two states), we made the 439 miles in 
less than 17 hours' running time, Mrs. Charlotte and myself taking two-hour 
shifts at the wheel. We carried two children and a maid, and 150 pounds of 
baggage. We kept careful account of fuel consumed, and figured an average of 
15 miles to the gallon for the 439 miles. Some of this route lay over the best roads 
in the South, while we struck 50 or more miles of bad going in sand and mud. 

The car had previously been driven over 2,000 miles, and on the trip we had 
not a minute's trouble, barring one or two punctures from vagrant tacks. 

While at New Bern we made record runs to many nearby points, notably to 
Beaufort, N. C, the great mecca of the followers of the late Sir Isaac Walton. 
There we made a record catch of fish — landing 74 sand perch, sea mullet, black 
fish, etc., in 40 minutes. I am sure the Super-Six gave us this luck. (At least the 
car got us to the fishing ground in record time). On the trip the Super-Six crossed 
the new Inland Waterway from Boston to Beaufort, crossed great sand bars like 
a hound pup and ploughed through heavy mud like a tidewater skiff. 

The Super-Six is an achievement! 

Sincerely yours, 
(Sgd.) JOHN M. CHARLOTTE. 



Upper picture is an exterior view of the Hudson- Jones place. The Super-Six 
that went 1819 miles in 24 hours is on exhibition in the center. Lower pictures 
are interior views of the show room and used car room. 



With ease it is spun around and 
rolled onto a large elevator. Ar- 
rived at the floor above it rolls 
out onto another turn-table. A 
quick turn and it is wheeled in to 
the mammoth workshop. The 
workshop is spacious and comp- 
letely equipped. 

There are metal conduits on 
every floor to provide portable 
electric lights when night work 
is necessary. A third floor is used 
as a storage department. In the 
basement are the car washing 
racks. The turn-table operates 
with the elevator to easily get the 
cars up and down. Swinging 
sprays suspended from a center 
swivel makes car washing a 
matter of minutes coupled with 
absolute thoroughness. 

The whole building is pro- 
vided with the sprinkler system, 
which makes for lower insurance 
rates and added safety to cars 
and employees. 

Shower baths are provided 
for the workers, who all have 
steel lockers for their clothes. 
All over the establishment are 
sanitary drinking fountains, 
toilet and wash rooms, with 
always a big supply of clean 
The work benches are of 2 -inch 
Electrically propelled lathes and 



towels, sanitary soap racks, etc. 

maple tops and have cast legs. 

other equipment make the work-shop an ideal one. 

The Hudson factory bird's-eye view, and other pictures 
furnished by the Advertising Department are framed and 
prominently displayed throughout the establishment. The 
Super-Six News is always on display in the big show windows — 
and continually draw crowds. 

The most up-to-date loose leaf book-keeping system is operated 
by an expert accountant. 

G. W. Jones keeps in constant daily touch with his organization. 
Sales meetings are frequent. The organization is well-knit, co-opera- 
tive and always on the job. Every man from Jones down to the porter 
is a Hudson enthusiast. Hudson Service is a house slogan. No matter 
where he comes from, the owner of a Hudson car always departs from 
the Des Moines establishment happy and a booster for the Hudson 
Service plan. 

The Hudson- Jones Automobile Co. took the Hudson line in March, 
1913. At that time there were 19 Hudson cars in the county, including 
the city of Des Moines. There are now 190. The company sold in 
Iowa 136 Hudsons in 1913. In 1915, 575 were sold. Since the Super- 
Six came out the first of the year 300 cars have been sold and deliv- 
ered, with several hundred orders yet unfilled. There are 91 dealers 
under the Des Moines distributors. 

The Des Moines establishment is a credit to Mr. Jones and staff. 
The Super-Six is by far the most popular and distinguished car seen 
about Des Moines. With G. W. Jones at the helm, and his wide-awake 
staff in Des Moines and the enthusiastic Hudson dealer organization 
working under them, the welfare of the Super-Six is secure in Iowa. 

Chauffeur Converted to Super-Six 

THOMAS LEEMING, prominent New York importer, has a 
chauffeur who has been "converted" to the Super-Six. Mr. 
Leeming related the facts in an unsolicited letter recently 
addressed to the factory. He wrote: 

You may be interested to know that my chauffeur teems to be converted to a 
belief in the Hudson car. Since 1907 I have always had two big cars in commission. 
This winter, wanting a smaller and lighter runabout for my daughter to drive, 
I ordered one of your Hudson cabriolets. The chauffeur didn't exactly resign, but 
he would have preferred another make. Last Saturday he pointed out to me your 
method of supplying gasoline to the motor, which he said was "a feature which 
the other company might do well to adopt." 

I am much interested in your system of Hudson Service. After going a few 
hundred miles over hard roads, the cabriolet body loosened a little, as always 
happens with a new car, so that one of the doors would no longer stay shut. I 
sent the car around to your Service Depot in Brooklyn, and got it back in a few 
hours, with the rear portion of the body slightly elevated by shims, so that the 
door-catch would again connect. No charge. 

In looking about for a small car, I carefully refrained from buying a certain 
well-known car, for the reason that I had known several instances where the dealer's 
attitude was plainly, "Please don't bother us with any repairs just now; we are 
really too busy. Won't you call around another day?" This is why I am much 
interested to know of a moderate-priced car whose manufacturers have the courage 
and wisdom to back it up with good repair and adjustment service. 
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Have You Used This Advertising Series 



WE illustrate five of a striking series of small ads sent out by 
the Advertising Department. 

A number of distributors and dealers have used this 
series in local newspapers, and report that it has excited great attention 
and achieved practical results. 

The Advertising is so prepared that it produces prominent display 
in any newspaper on any page. The large amount of white space 
acts as a means to set aside the type matter from the rest of the 
newspaper page. This is what makes the ads so distinctive. 

These advertisements are all hand-lettered and reproduced in 
plate form. We have them in two sizes. The large ad is 120 lines 
by three columns. The smaller one is 80 lines by two columns. We 
recommend wherever possible that the large size be used, as it is 
much more striking and distinctive. A good method is to use the 
large sized ad in the principal papers where the largest contract has 
been placed, and the smaller sized ad in the other papers. Or during 
the week, if Sunday advertising is used. There is just sufficient 
reading matter so that the eye catches it all at once. Each advertise- 
ment is written to "drive in" one point and do it well. 

Dealers will be interested to know that an additional series is 
being prepared somewhat similar to this, but with different reading 
matter. This series will be ready for use within a week or ten days, 
and sheets will be sent out, and full information will be given through 
the "TRIANGLE." 

Georgians Drive Super-Six 90 Miles 
in 130 Minutes 

MESSRS. Houser and Marshall, with J. W. Goldsmith, Jr. 
Hudson distributor at Atlanta, Ga., say that the Super-Six 
is "without exception the most wonderful car ever placed on 
the market." 

A recent drive of a Super-Six from Albany to Quitman, Ga., 
showed it up to such advantage as to arouse the enthusiasm of these 
gentlemen to a high degree. The distance between the two cities 
mentioned is ninety miles. The trip was made in 2 hours and ten 
minutes. Mr. Marshall says they did not have to change gears the 
entire distance, though they slowed down when passing through 
towns. On reaching Quitman the radiator was so cool they could 
lay their hands on it without discomfort. The Super-Six had to 
plough through many stretches of sandy roads and, in some places, 
actually went down in the sand almost up to the hub. But this 
did not stop it. With power in reserve it easily pulled through and 
made the fast time above indicated. 

Mr. Marshall states that southern crops are in splendid condition 
and all indications point to great prosperity and an unprecedented 
demand for motor cars — especially Super-Sixes — this autumn. 



A Good Publicity Suggestion 

SH. WINSTEAD, Hudson distributor at Greenfield, Ohio, has 
brought up a point in relation to publicity that is worthy of 
consideration. 
He says that the publicity items that come to him from the factory 
he has printed without the mention of his name as a Hudson dealer or 
distributor. His idea is if the item appears without mentioning his 
name it will be taken by many readers to be simply a news item and 
will therefore get better consideration than if it was apparent on the 
face of it that it was sent out as publicity by the Hudson Company. 
We are inclined to think Mr. Winstead is right. At any rate we 
will try out the plan with the publicity items we send out for awhile. 
Distributors who feel that they will get better advertising value out 
of the items by leaving their name out of them may use the items as 
we send them. Those, however, who feel that the most value to 
them will be gotten by the use of their name as distributor or dealer, 
may continue to use the stories as heretofore. 

We would like to have an expression from our distributors and 
dealers on this point. Meanwhile the items will be written for use 
without mentioning the names of dealers. An endeavor will be made to 
write the stories as newsily as possible so as to get them through on 
their own merits. Of course it will be necessary to use the Hudson 
name or that of the Super-Six to get advertising value. 

Dealers are Subscribing to Automobile 
Publications 

DEALERS are promptly responding to the suggestion that they 
subscribe to the automobile publications. Several of the motor 
magazines have offered special subscription rates to Hudson 
dealers which are worth taking advantage of. Motor World reports 
that their first subscription resulting from the enclosures sent out 
with the TRIANGLE of June 17th came from the Eddie Bald Motor 
Co., at Pittsburg. We repeat that Hudson dealers ought to keep 
informed on all that is going on in the automobile world. The motor 
magazines we have recommended will prove an authoritative source of 
interesting information from the whole field. Special articles about 
the Hudson Super-Six will appear from time to time. 

Send in Your Order for 

Hudson Super-Six Caps 



THE Hudson Super-Six Cap is the latest addition to the list of 
"Dealers' Advertising Aids" issued by the Advertising Depart- 
ment. Providing we can obtain a sufficient amount of orders 
from our dealers, we will contract for 50,000 of these caps. This will 
enable us to retail them at $5.00 per hundred. This price includes 
your imprint if desired. No order will be accepted for less than 100 
caps when imprinting is specified. The imprint is printed directly 
below the line "Hudson Super-Six" in any color of ink. The caps are 
well made and guaranteed by the maker. The line "Hudson Super- 
Six" and the Triangle on each side is printed in blue. The top part 
of the cap is well sized white cotton. The peak is waterproof material 
and striped in blue. Many large corporations have used the Cap 
Idea to advantage in advertising. School boys and newsboys are 
eager to possess a novelty of this sort. The caps may also be intro- 
duced into picnics, classes and all sorts of youthful organizations. 
Distribute them freely everywhere. 

Write your order today. No order will be placed by the Adver- 
tising Department until we obtain orders from our dealers to total 
50,000. 

Attention When Ordering 

Write orders on the regular Parts Order Blank so they will be 
handled through the Parts Order Department in the usual way. 
Send CASH with order. CAPS cannot be sent C. O. D. as they are 
sent direct from the makers. 



"Fortunes of thousands, thousands ten, can- 
not be made but by able men."— c*in«««. 
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King and Army Head Honor Distinguished Hudson Distributor 



General G. S. Tuxford, K. C. M. G. 



BRIGADIER-GENERALG. S. TUXFORD.K.C.M.G., Hudson 
distributor at Moose Jaw, Saskatchewan, has been overseas for 
nearly two years. His ambition, long cherished, to become a 
general in the British Army, has been realized. And to add to his 
happiness he was, in January, 1916, made a Knights Commander, Order 
of St. Michaels and St. George by the King at Buckingham Palace. 
General Tuxford has on two occasions been honored by President 
Poincaire of France for distinguished service in the field. 

Immediately on the declaration of war, General Tuxford, who 
was then Colonel of the 27th Saskatchewan Light Horse, wired head- 
quarters at Winnipeg offering himself and his entire unit for overseas 
service. The offer was rejected because they were not in a position 
to use cavalry. This was a big disappointment as the 27th Light 
Horse was made up of the finest bunch of horsemen in western Canada. 
They then offered themselves as "battle-crushers," were accepted 
and left Moose Jaw August 24, 1914. Their first experience in the 
trenches was in February, 1915, from which date the Tuxford rise 
commenced. The General has been wounded twice, but not seriously. 
In May of this year his steel helmet was knocked from his head by a 
sniper's bullet. The steel helmet saved his life. 



James Tuxford 



General Tuxford is originator and sole owner of the Canadian 
Garage at Moose Jaw and has held a Hudson contract since 1911. 
He has always driven a Hudson car and has frequently written back 
to Mr. Graham, who is managing the business, expressing regret that 
he did not have a Super-Six with him. 



The picture at the right is that of General Tuxford's only son Jim, 
who is now in uniform at Camp Hughes, Manitoba, with the 184th 
Battalion, machine gun section. The son is just past 18 and has been a 
student at St. John's College, Winnipeg, for past four years. His ambi- 
tion is to follow in his father's foot steps and be a British army officer. 



'Super-Six Special" Shows Great Endurance on Des Moines Speedway 



RALPH MULFORD drove his Super-Six Special for the first 
time on the Des Moines, Iowa, Speedway on June 24. It was 
really the first opportunity he had to personally try the car, as 
McCarthy piloted it in the Chicago Auto Derby. It was generally 
remarked that Mulford's mount was the best looking car on the track 
with the possible exception of De Palma's big Mercedes. Mulford 
and his Super-Six Special were repeatedly cheered by the thousands 
in the grandstand and field enclosure as he sped through the stretch. 

It has been repeatedly stated that the Super-Six is not entered in 
the races with the idea of defeating the speedy specially built racing 
machines, but rather to demonstrate its motor efficiency and its 
capacity to stand the strains of driving under the extreme conditions 
imposed by high speed in racing. This it has done in a striking 
manner. 

There were two events on the Des Moines card June 24. In the 
150 mile race the Super-Six did not make a single stop at the pits for 
any purpose. Every other car in the race except one stopped either 
on account of engine trouble or to replace tires. Out of the 12 that 
started in this race the Super-Six finished 6th. 

In the 50-mile race with a similar number of starters, Mulford 
was racing second to De Palma at better than 90 miles an hour till 
near the finish when a rear tire blew up and forced him to his pit. 
Seconds count a lot in a 50-mile race. The few seconds required to 
spin on a new "shoe" undoubtedly cost the Super-Six Special 2nd 
position, and Mulford had to content himself with 7th place. 

But the car gave a splendid demonstration of motor efficiency and 
power. It ran with clock-like precision, making lap after lap in the 
same number of seconds, approximately from 38 to 40 to each lap 
over the mile and a quarter course. 

The Super-Six Special will be piloted by Mulford at Grand Rapids 
on July 8th and at Omaha on July 15th. Mulford will be better ac- 
quainted with it in these events and may be closer up. But in any 

Laundry Man Likes Hudson Service 

LETTERS like this are a pleasure to receive. The writer is the 
proprietor of Beattie's Troy Laundry at Troy, N. Y., and one 
of the most prominent men in the Laundrymen's National 
Association of America and the New York State Laundrymen's 
Association: 

Harrington & Gifford Co., 
Springfield, Mass. 
Gentlemen: 

I wish to express to you my appreciation for the excellent service rendered 
me by your company a week ago Wednesday, May 31st, when I had trouble with 
the radiator of my Hudson Six-40, at North Wilbraham, Mass. 

It took just 1 hour and 35 minutes from the time I telephoned you from 
North Wilbraham, about 12 miles from Springfield, to send two expert workmen 
in your handsome Service Car to take off old and install a new radiator on my 
machine. While I have had excellent service from the Troy Station they, however, 
had never had a like opportunity. 

The service rendered me was efficient in every detail and was the kind of 
service worth while. 

Yours very truly 

(Sgd.) J. A. BEATTIE. 



event he may be relied upon to conclusively demonstrate to all owners 
or prospective buyers of Super-Sizes that in the motor of their car, 
and in its oiling and ignition system, in its carburetion and its crank- 
shaft, they possess features that are a big step in advance. If this 
were not the case the Super-Six Special could not make such a showing 
in the company of the world's foremost motor speedsters. 

The Super-Six is the only car entered in these racing events that 
is a self-starter. It is the only car with battery ignition. It is the 
only car with an ordinary splash oiling system — all features of the 
touring car that is sold out of stock to purchasers of Super-Sixes. And 
it lacks the special exhaust pipes that cause the regular racing cars to 
explode with the deafening noise of artillery in action. It races 
quietly, functioning as perfectly as though out for a mid-summer spin 
on an open country road. Hudson distributors and dealers have 
reason to be proud of the fine record the Super-Six Special is making 
in its racing dates. 

In a series of shorter events run at Des Moines, Monday, June 
26th, Mulford's "Super-Six Special" finished third in every one of 
them. 

Much credit must be given to Mulford. He is not only a peerless 
driver, but he is a master mechanic. Before every race he sees that 
his mount is "tuned" to perfection, and that the crankshaft and its 
casing, the pistons and valves — in short — every part are in the "pink 
of condition." Ralph Mulford takes no chances. He works hard at 
his car and knows how to work. Sleep, meals, rest have no place in his 
program before a race. "The car first" is his slogan, even if he must 
neglect himself. That he is tireless and that his own powers of endur- 
ance are nothing short of marvelous he has proven over and over again. 
He is a great handler of a racing car and his whole heart and brain 
and brawn are in his work. His personality must always be closely 
connected with all thought of the Super-Six performances which have 
set the whole motor world gossiping. 

Unique Plan for Showing News 
Bulletin at Night 

COWLES & CO., distributors at Shelbyville, N. Y., have adopted 
a novel plan for displaying the Hudson Super-Six News so that 
night pedestrians will be sure to see it. 
They post the News Bulletins in their windows. Then they place 
a Super-Six near the street curb, projecting its spot-light across the 
pavement to the News Bulletin. The plan works. The little spot- 
light showing on the interesting poster stops passersby every time. 
Cowles & Co. are getting big advertising out of the News Bulletin 
Other dealers might work this to advantage. 



"What one loses today one may 

gain tomorrow"— Cervantes. 
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The Old, Old Story 



"Fortune often rewards with interest 
Those that have patience to wait for her." 



T 



HERE was a story in the April American 
Magazine, by Russell H. Conwell, en- 
titled "Acres of Diamonds." 



"A certain Arab," the story runs, "whose 
mind had been powerfully affected by 
stories of the discovery of diamonds, 
sold his humble farm, upon which he 
had passed his life, and with the proceeds 
went out to hunt for diamonds. 

In the meantime, after its former owner 
had spent all of his money and died of 
disappointment, the largest mine in the 
world was discovered on the very farm 
from which he had parted so lightly." 

This is the old story of life. 

In all ages men, young and old, have gone 
away from opportunities right within 
reach, and only wanting "the touch of 
Midas," to search in vain for an Alad- 
din's Lamp to light them to fortune. 

History tells us of but a few of the many 
who went out in search of gold and 
got it. 

Few of the legions who composed the band 
of "Forty-Niners" came back from Cali- 
fornia with the gold they sought. 

The stories of those who "struck it" at 
Nome, or at any of the transiently lumi- 
nant Goldfields, are of only a few hardy 
lucky ones. 

The vast majority trudged back to relate 
tales of hardships and disappointment. 

Valenciana and Guanjuato, erstwhile great 
Mexican veins of gold, have been magnets 
for treasure seekers for a century. 

Men leave a certain fortune right at their 
doors to chase will-o'-the-wisp, phantom 
fortunes, tales of which float to them on 
the thin ether of distant gossip. 



And when, baffled and beaten, they re- 
turn to find that the very thing they 
went away to battle and struggle for 
was at home "under their Very noses." 

They were deaf, dumb and blind to oppor- 
tunity and only awakened to real action 
after a pursuit of the intangible. 

The real thing which was right in THEIR 
hands was discovered by somebody else. 

Smith and Brown have done this since the 
beginning. 

Generations of Smiths and Browns will 
do it again in the future. 

There are a few dealers who, right at the 
present time, are listening to the whisper- 
ings of the phantom lure. 

They consider seeking a pot of gold at the 
end of some far-distant rainbow. 

Cars have not come as fast as they wanted 
them. 

They only see the money they might have 
made THIS season. They forget the 
future. 

So they threaten to drift away from the 
fold of their distributors and ally them- 
selves with some other car on which big 
deliveries are promised NOW — because 
the demand for it is not great. 

Presently they will wander back to their 
original moorings to make the discovery 
that the man who gets their franchise 
is the possessor of the key to the 
golden casket. 

There is a moral to this little tale. It runs 
like this: 

THE WISE MAN KNOWS "A GOOD 
THING" WHEN HE HAS IT. 
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Hudson Super-Six News Draws Crowds to Distributors' Windows 



THE above picture is an example of the drawing power of the 
weekly NEWS Bulletin. It is an actual photograph of a crowd 
gathered in front of the Show Room of the Hudson- Jones Auto- 
mobile Co. at Des Moines, Iowa. There is novelty in this advertising. 
It is alive and right up-to-the minute. It is estimated that nearly 
three million pairs of eyes scan the Super-Six pictures all over the 
country each week. The factory receives frequent reports of the 
interest taken in the photographs of the Super-Six in the many interest- 
ing situations which are thus presented. The Weekly NEWS Bulletin 
is doing more than merely attract the curiosity of pedestrians who 
happen by Hudson show-rooms. Genuine interest in the Super-Six is 
awakened and people step into the Hudson salesrooms to make inquiry 



concerning the car. They become live prospects. Many sales of cars 
may be traced directly to this publicity. 

We want all Hudson distributors and dealers, east, west, north and 
south, to contribute pictures of the sort we can use for the NEWS 
Bulletin. Study it and send in your contributions. Help the Adver- 
tising Department maintain the high standard of interest already 
achieved. By doing this you will be helping yourselves. Many dis- 
tributors and dealers have not yet sent us a single picture. Some have 
sent photographs that were not suitable. These should not be dis- 
couraged. If the photographs are right they will be reproduced and 
used. We need a constant flow of photographs from which to make 
a selection. Do your share. 



The Commercial Value of Courtesy 

NEVER in the history of business has courtesy had a greater 
commercial value than right now. Instances of the value of 
genuine unaffected courtesy for its own sake multiply day 
by day in all the affairs of life. In business life, in selling, courtesy 
has become a factor of increasing importance in every organization 
with a product to market. 

The Hudson organization all over the United States has earned an 
enviable reputation for the extension of courtesy. It is a part of 
Hudson Service. The dealer who fails to appreciate courtesy's value 
fails to realize the meaning of SERVICE. Happily we do not know a 
distributor or dealer in the Hudson organization who does not possess 
a* perfect sense of the fundamental meaning of Hudson Service and 
Hudson Courtesy. 

The factory receives so many true-ringing letters from people here, 
there and everywhere, who have experienced courtesy at the hands 
of Hudson dealers, that it feels impelled to publish them in the 
TRIANGLE from time to time. 

An example of the sort of letters of appreciation of the company 
receives is the one from George Patterson Boyle, lawyer, whose offices 
according to his letter-head, are at 72 West Adams Street, Chicago. 
He says: 

June 19, 1916. 
Hudson Motor Car Company, 

Detroit, Michigan. 
Gentlemen: 

I think it only fair to your company and your agencies to call your attention 
to courtesies extended myself and party a little over a week ago at Valparaiso, 
Ind., en route Chicago to South Bend. 

We had trouble with the horn which finally became entirely incapacitated by 
reason of defective wiring in the motor. At Valparaiso we were unable to have 
the trouble remedied in the few minutes we stopped, but Mr. Wheeler of the 
Wheeler-Blam Company, operating the Lincoln Highway Garage, who handle 
Hudsons, gave our signaling system a most minute inspection and removed the 
horn in the hope that he might be able to fix it by the time we returned from 
South Bend the following day. He then gave us an efficient hand horn with which 
we proceeded to South Bend and back, only to find that our Sparton would have 
to be returned to the factory. We retained the hand horn into Chicago and several 
days later returned it. 

Mr. Wheeler treated this only as a courtesy and accepted no compensation 
for services or even deposit on the horn. This is a minor matter so far as dollars 
and cents are concerned but it evidenced that efficient, courteous, service that 
makes every car owner boost for his own machine and cannot but make for the 
success of those who, like Mr. Wheeler, pay attention to the little things. 



Yours very truly, 



GEORGE P. BOYLE. 



Speaking of Gasoline Consumption — 

SOME owners get a lot of mileage per gallon driving the Super-Six. 
Here are bona-fide letters from three who have done very well. 
They are not reproduced in the TRIANGLE as an indication 
of what ALL who drive Super-Sixes may expect, but merely to show 
the possibilities. The consumption of gasoline, as our readers know, 
depends on many things — how long the car has been driven; how it is 
driven; the condition of roads, etc. 

H. A. Brownlee, of the Salina, Kansas, Auto Co., writes from 
Omaha: 

The Super-Six is some car. Drove from Salina, Kansas, to Omaha in less 
than 11 hours, a distance of 294 miles, with just 19 gallons of gas. This is 15.26 
miles to the gallon. Am on my way to Wisconsin with my family. Am having a 
fine time and there are no cars passing us on the way. 

O. J. Seilkop, of the Newport Auto and Service Garage, writes of 
his drive from the factory to his home in a Super-Six. He says: 

We arrived in Newport, Ky., O. K.. and I felt it my duty to immediately 
notify you of my success with "Hudson Super-Six." I left factory June 15, 1916, 
averaging 16.642 miles per gallon of gasoline from Toledo to Newport, Ky., 233 
miles. I consider it a very good average, I feel certain you would be pleased to 
learn of the performance of the car. 

I left Central Garage at Toledo, Ohio, at 5:45 A. M. June 17, speedometer 
registered 55 miles, 19 gallons of gasoline; stopped at Bellfontaine for lunch at 
12:45; at Springfield for five gallons of gasoline and one-half gallon of oil, arrived 
at Newport at 7 :45 P. M. with five gallons of gas in tank and speedometer regis- 
tering 288 miles. 

Following is summary of trip: 

Driving time 12 hours 

Standing time 2 hours 

Gas consumed 14 gallons 

Miles traveled 233 miles 

Average mileage per gallon 16.642 with three 

passengers 

J. Iten, of the Iten Biscuit Co., of Omaha, has this to say for his 
car; writing to Guy L. Smith, Omaha distributor, from whom he 
purchased it. 

I have now had my Hudson Super-Six Touring Sedan approximately four 
months. It might be interesting to you to know that the car is satisfactory in 
every respect as to performance, power, comfort AND ECONOMY. 

On a recent Sunday I made a test as to mileage obtained from gasoline. I 
drove the Touring Sedan 82 miles, which included driving around Omaha and 
also to Fremont and return, on a total of five gallons of gas. This was very grati- 
fying to me as it shows an average of 16-2/5 miles to the gallon. The car earned 
seven passengers on this trip. 

This is my fourth Hudson car, which is the best proof I can give you as to 
whether I am satisfied with the performance and service of the Hudson car. I 
wish to say that you need not hesitate to refer any prospective purchaser of a 
Super-Six to me. 



— 2— 
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ADVERTISING DEPARTMENT 
BULLETIN 



An Announcement of Hudson Policy 

An advertisement setting forth future Hudson policy is scheduled 
in our complete list of national magazines, weeklies and agricul- 
tural publications. This announcement will appear in the July 
29th issue of the Saturday Evening Post. It appeared in many 
leading newspapers on July 9th and will be in others within a 
week. 

Closed Car Catalogs 

A handsome catalog illustrating the various types of new series 
Super-Six Closed Cars is now in the course of preparation. 
These catalogs will be ready in about two weeks. When this 
catalog is completed a small supply will be sent to all distributors 
and dealers. Additional quantities of these catalogs will be sent 
on request. 

Newspaper Clippings 

The majority of our distributors and dealers have responded to 
our requests for clippings of their Super-Six advertisements and 
news items which appear in their local papers. Bach mail brings 
in hundreds of these cuppings. This reminder is directed to the 
dealers who are not sending in these clippings. It is to a dealer's 
benefit to send us clippings of his advertisements and publicity 
articles taken from his local newspapers for in many cases we 
can offer suggestions which will make his advertising more 
effective. A pad of slips to be attached to newspaper clippings 
was sent to all dealers. Additional pads of these slips can be 
had upon request. 

Sample Books of Closed Car Upholstery 

Sample books of closed car upholstery are being sent out. With 
these samples on hand distributors and dealers can begin to take 
closed car orders. These samples enable the dealer to offer a 
wide choice of beautiful textures for interior finishes. 

Photographs From Eastern Territory 

We are lamentably short of photographs from the Eastern dis- 
tributors for the Super-Six News Bulletin. Dealers in the west 
are getting much of the glory and value of the advertising. A 
little thought and energy will secure good pictures from in- 
numerable Eastern points. We earnestly urge distributors and 
dealers in the Eastern districts to send us representative photo- 
graphs from their territories. 



Clever Publicity Work by Hudson Dealer 
at Seguin, Texas 

AN example of 18-karat publicity work has just been brought to 
our attention by Wm. Steinhardt, distributor at San Antonio, 
The Puis Automobile Co., Hudson dealer at Seguin, Texas, 
had featured on the first page of the Guadalupe Gazette, leading news- 
paper of the county of that name, a "story" under the headline 
"Hudson Establishes Wonderful Endurance." The angles of com- 
parison are different from any we have used and furnish such good 
food for reflection on the performance of the Super-Six that the article 
is here quoted: 

HUDSON ESTABLISHES WONDERFUL ENDURANCE 

How would you like to travel half way over to Europe in 24 hours? If Ralph 
Mulford could have had a straight cut to London, Berlin or Paris, he would have 
been riding down Piccadilly Circus, Rue de Rivolio or Unter den Linden in his 
Hudson Super-Six, within 48 hours from the time he left American shores. Daring 
Mulford made 1,819 miles in 24 hours, including the time of stops for gasoline 
and oil. 

This record compares favorably with the herculean and lightning-like speed 
of the "Italiano Express'* carrying the East India mail between Naples and 
Paris and on to Berlin. The distance between Paris and Naples is 1,150 miles — 
which this train runs on a due schedule from 14 to 16 hours — the fastest train in 
the world. This railroad demon makes not more than three stops; and those only 
to change locomotives. Such a comparison between train and automobile speaks 
more than mere words. 

Our dealers at Seguin, Texas, are felicitated upon this publicity 
work. It is not often that our dealers manage to get Super-Six stories 
printed on the first page of their local newspapers, although it has 
been done. Perhaps no other motor car has been given as much 
general national publicity as the Super-Six. But its performances 
have been what editors term "news," entitled to mention as events 
in the progress of the world. 

Albany Man Pleased With Super-Six 
Performance 



H 



OWARD MARTIN has written the following letter to E. V. 
Stratton, distributor at Albany, concerning a recent drive in 
the Catskills with his new Super-Six: 

I have just returned from a trip through the Catskill Mountains with my 
new Super-Six. This car, as you know, was delivered to me but a few weeks ago 
and has not been driven a thousand miles. Still, on the trip from Catskill to 
Bast Windham on Saturday last with five persons in the car, I was able to make 
the entire distance without once shifting from high gear. On the total distance of 
129 miles through an extremely hilly country I used but 10 gallons of gasoline. 
My average mileage per gallon is about 14 miles, which I consider remarkable for 
a new six-cylinder car. 

I am most pleased with the performance of this car in every respect, as it 
more than meets my expectations. 

I wish you continued well-merited success for this car. 



Distinguished Indianians Visit 
Hudson Plant 

BENJAMIN JOHNSON and H. E. Fornshell, of Richmond, 
Indiana, accompanied by R. A. Bury of Detroit, went through 
the Hudson plant last week. Mr. Johnson is 83 years of age, 
despite which he vigorously pursues his business of railroad tie con- 
tractor. He has been supplying the Pennsylvania and New York 
Central and other railroad companies with their ties for scores of 
years. Mr. Fornshell has been associated with Mr. Johnson for 
over 23 years in that work. Both are wealthy men. 

"I have been looking about for a new limousine car for some time," 
said Mr. Johnson. "Somebody suggested to me that I get a Hudson 
Super-Six. The idea occ Ted to me to come to Detroit and see the 
factory where the Super-Six is made, and I have just been through 
the plant. It is easy to see that this great manufacturing institution 
is managed by men who 'have a head on them.' It is certainly a 
fine plant and I am pleased that I came and saw it. Incidentally I 
looked at a finished limousine and it is a grand car. I think I surely 
will buy one when I get back home. It will be a satisfaction to own 
a limousine that is manufactured in a place like this." 

A Pessimist 

A PESSIMIST is a son of the man who didn't believe there was 
any such thing as electricity. 
He is an offspring of the man who was sure that the horseless 
carriage would never come, and a nephew of the man who was willing 
to bet money that men would never fly. 

A pessimist is a direct descendant of the man who was sure that 
wireless telegraphy was a fool's dream and a submarine merely the 
creation of a fiction writer's brain. 

The pessimist's ancestry scoffed at the telephone, the type-setting 
machine, the 20-story building, anesthetics and every forward step 
the optimists have taken for the betterment of human life. 

If the pessimists of the past had been right men would still be 
living in caves and trying to get their meals with clubs and flint 
arrows. And evidently they died without publicly confessing their 
mistakes, for their pessimistic children continue to prophesy dismally 
that everything that is surely going to be cannot possibly come to 
pass. They seem to be born with the habit and cannot get over it. 
— Edgar A. Guest in Detroit Free Press. 

Don't be a pessimist. We know there are some Hudson dealers 
who are pessimistic, but they have no real reason to be. Reverse 
your system and be an optimist. There are a lot of reasons why 
Hudson dealers are justified in being optimists. No other motor car 
furnishes so many genuinely good talking points as the Super-Six. 
It makes good on every claim for it. 

Hudson Only Car For Him 

THE factory recently received an "Owner's Occupation Card" 
duly filled out by Ashby S. Thatcher, public accountant in Salt 
Lake City, covering his 1916 Six-40 No. G-ll-642. Across its 
face he wrote in red ink the following clever little note of appreciation: 

Gentlemen: 

Car delivered July 3, 1915. 

Travelled to this date 13,468 miles. Thus far has never been out of commission 
a minute. Whole distance with not one single adjustment. 

I have driven Hudson models 1912-1913-1914 and 1916, have never stopped 
on road but once with all my experience with Hudson cars. My next car — well it is 
needless to say. 




HAVE confidence in yourself. Create 
the impression that you are sure of 
your ground. Show your confidence in 
the car you are selling. You know that 
the Super-Six is a peerless motor car. 
Confidence in yourself and in the Super- 
Six and in the factory behind the car 
will beget confidence in every prospective 
purchaser with whom you come into con- 
tact. Confidence is a big sales promoter. 
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McCrae Compares Driving 
Super-Six to Flying 

PR. McCRAE, vice-president of Ailing & 
Miles, distributors at Rochester, N. Y., 
was about the factory during the week 
chatting with erstwhile office mates. He was 
"one of us" before he shifted to the firing line 
at Rochester. 

McCrae has been doing a bit of practice in 
aviation lately under the instruction of an 
attache of the Glenn Curtis aeroplane factory 
at Hammondsport, N. Y. The editor asked 
him how it felt. "The impression I got out 
of my first soarings into the air were very 
much like riding in a Super-Six," was his 
reply. "The aeroplane floats in the upper 
atmosphere and gives you a wonderful feeling 
of exhilaration. There is nothing I can 
describe like it except driving in a Super-Six 
at 65 miles an hour." 

Trying to Catch Up, 



A Hustler, With Big Ideas, is 
Wray of Shreveport, La. 

AN impression has somehow become 
prevalent that Southern business men 
lack the ginger and go that those of the 
North are so justly credited with. About five 
minutes' conversation with George D. Wray, 
of the Wray-Dickinson Company, distributors 
at Shreveport, Louisiana, convinces anybody 
that he, personally, is a Southerner with a 
whirlwind business gait. He showed the 
editor plans for a new Hudson establishment 
his firm is building that is destined to out- 
shine anything in the South when completed. 
The new plant is to be 120 x 150 with 22,000 
square feet of space. Mr. Wray has been 
everywhere visiting the best establishments 
for ideas, and devoted three months to the 
plans before submitting them to the architect. 
The new place will be ready in a couple of 
months, when we will be able to show a 
picture of it. 

Mr. Wray talked enthusiastically of 
southern prospects, fine cotton and corn 
coming along, and of the big demand for 
Hudson Super-Sixes. "We'll take any Super- 
Six on wheels and find an instant customer 
for it," was his parting remark. 



Minnesota Distributor Visits Fac- 
tory. Pleased With Production 

PJ. KALMAN, President of the Twin 
City Motor Car Co., Hudson distribu- 
tors at Minneapolis and St. Paul, 
Minnesota, journeyed from the latter city to 
watch Super-Six production last week. Mr. 
Kalman made a thorough tour of the plant. 
He was much impressed with the expansion 
and apparent improvement in facilities for 
quantity production. The array of motors 
and crankshafts in course of completion, as 
well as the immense piles of parts caught his 
eye and were the cause of enthusiastic com- 
ment. Mr. Kalman told the editor that 
Minnesota will undoubtedly have bumper 
crops this year and resulting prosperity. 
"The Super-Six is in great demand and the 
Touring Sedan in particular. I am of the 
opinion that the Touring Sedan will become a 
most popular car in my territory, as it is 
perfectly adapted to motoring conditions in 
the northwest," was Mr. Kalman's con- 
cluding remark, as he was called to a confer- 
ence with factory officials. 



THE editor is just back from a trip west. 
An absence of a week necessitated a lot 
of action in the TRIANGLE sanctum, 
as may be seen from the above picture. 
Time, Tides and TRIANGLES "wait for no 
man." 

Prosperity Makes Super-Six 
Sales in Nebraska 

CA. LORD, head of the Lord Auto Co., 
Hudson distributors for Western Ne- 
braska, with headquarters at Lincoln 
has the appearance and bearing of one of the 
elder statesmen, rather than that of the solid 
motor-car merchant that he is. He chatted 
interestingly with the editor a few days ago 
on the golden harvest of grain that Nebraska 
will reap in 1916 and the bearing his state's 
prosperity has upon the sale of Hudson Super- 
Sixes. "The crops of Nebraska are absolutely 
the best in 40 years," said Mr. Lord. "An 
indication of the prosperity of Western 
Nebraska is the fact that we have sold more 
Hudson Super-Six cars this year than have 
been delivered in my territory in the last five 
years. Of course they are not all delivered 
yet, but we are holding our customers re- 
markably well. This is a great tribute to the 
merits of the Super-Six, which Nebraskans 
have been quick to perceive. It is a certainty 
that ere long a Hudson Super-Six or two will 
be placed in every section in the state of 
Nebraska." 



Not a Cancelled Order at Hunt- 
ington, West Virginia 

'* T^ if Y customers 'ball me out,' but they 

IWI wait for their Super-Sixes," said J. 

^ v ^ C. Hammat, distributor at Hunt- 
ington, West Virginia, who was at the factory 
a few days ago. 

"I have not lost a single order, and my 
allotment was sold some time since. The 
people to whom I have sold Super-Sixes say 
that if they could get anything else 'just as 
good' they would cancel their orders. They 
feel that there is no other car that fills the 
bill, so they are patiently waiting." 

Mr. Hammat commenced to distribute 
Hudson cars with the bringing out of the 
Super-Six and has enjoyed remarkable 
success. 

Shoemacher Tells of Super- 
Six Power 

AH. SHOEMACHER, with the Jesse A. 
Smith Auto Co., Milwaukee distribu- 
tors, dropped into headquarters a few 
days ago and told of a remarkable hill-climb- 
ing demonstration of the Super-Six in his 
territory. The Super-Six was driven up one 
of the steepest hills in Wisconsin, near Lake 
Geneva, which is used by truck manufac- 
turers in testing trucks for the government. 
Very few cars have been able to make that 
hill with a regular load, yet the Super-Six 
carried ten passengers, weighing 1,645 pounds, 
and glided up with its customary ease. 



"How many miles can you go on a gallon?" 
"How many can you?" 
"I asked you first." — Life. 



Virginian is Strong for 
Super-Six 

A RECENT caller at the factory was A. 
E. Donnan, Jr., distributor at Rich- 
mond, Virginia. He has been a 
member of the big Hudson Family for several 
years and says the Super-Six "has everything 
beat and will clean 'em all this year." He 
wishes he had contracted for three times his 
present allotment, to meet the demand for 
the Super-Six. Mr. Donnan is a typical 
southerner, with a broad Virginia dialect, and 
possesses much more "pep" than is usually 
credited to folks from his section. 

The TRIANGLE "Chortles 
With Glee" 

THE TRIANGLE 
was in the pits when 
Ralph Mulford and 
his Super-Six Special was 
whizzing around the Des 
Moines Speedway, keep- 
ing pace with the famous 
specially built racing 
machines. Every time 
the Super-Six passed the 
grand stand the crowd 
cheered. The TRI- 
ANGLE laughed with 
glee. 

When all the cars in the 
150-mile race, except the 
Super-Six and one other 
crept to their pits on 
account of engine trouble 
of one kind or another, the TRIANGLE con- 
tinued his chortling from pure joy over the 
way the Super-Six stood up under the strain. 
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35,000 More Super-Sixes — What 
This Means To You! 

EVERY Hudson distributor and dealer is counseled to prepare for a whirlwind 
fall selling campaign. 

There are now over 12,000 Super-Sixes in the hands of private owners. 

You all know that there will be no change in the Super-Six; and that the 
production will positively be 45,000 cars instead of 30,000 as originally planned. 

You know that many prospects who wanted Super-Sixes would have placed 
their orders if you could have definitely set a date for reasonably early delivery. 

Everything humanly possible has been and is being done to stimulate pro- 
duction, and it is increasing day by day. By August 1st, the daily shipments 
should be 150 cars. 

This means that you will soon have sufficient cars to cover all orders on 
hand. After that you will have to exert every possible effort to get new prospects, 
new orders. 

Your opportunity to secure the maximum profit on your year's business de- 
pends upon your preparedness to take and sell the volume of cars we shall be able 
to place in your hands during the months of September, October and November. 

To make the most of the opportunity which will be afforded you during the 
final three months of the fiscal year, you will have to be ready. Great races are 
won in the final quarter. You are approaching the stretch. Every ounce of selling 
power and force must be exerted right up to the finish of the season to land your 
big profits. 

Increase your list of prospects. Circularize them. Increase your retail sales 
organization where necessary. Strengthen in every way you can for fast and 
effective selling. 

The Super-Six has made good. There is a big clamor for it. The moment 
you are in a position to guarantee deliveries the demand will be still greater. Don't 
be caught napping. 

Your problem is to keep orders ahead of production, to the end that you will 
be in a position to handle YOUR FULL SHARE of future shipments. 

Get a running start NOW. 




Sales Manager. 
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Ralph De Palma Likes His Super-Six 
Touring Sedan 



READERS of the TRIANGLE will agree that it is a pretty 
strong endorsement when a man like Ralph De Palma selects 
a Hudson Super-Six Touring Sedan as the pleasure and touring 
equipage of himself and family. The owner of the big Mercedes 
which has divided the season's racing honors with Dario Resta must 
be credited with knowing how to pick out a motor car. And it is but 
a fair assumption that the manufacturers of various cars would like 
to see him using one of theirs. He selected THE CAR HE WANTED, 
a Super-Six Touring Sedan. 

The editor chanced upon De Palma one day not long ago tinkering 
with his Touring Sedan in a Hudson garage and casually asked him 
how he happened to select the Super-Six Touring Sedan. 

"I bought the Hudson Touring Sedan because I liked its looks/' 
was his answer. The most natural question was whether it had run 
up to its looks. 

"It certainly has/' was his prompt response to this interrogation. 
"I've driven it 5,500 miles already, and can easily get 65 miles an hour 
out of it over the roads, which is pretty good considering the touring 
sedan body. I think this type of car is coming strong." 

Asked how he liked the carburetor of the Super-Six, De Palma 
replied that "it is in the same class as the Super-Six crankshaft, and 
you know what that is." 

De Palma submitted to this little interview smilingly and good- 
naturedly. When permission was asked to quote him he readily 
consented. Later he posed for the excellent photograph which is 
reproduced above. 

Ralph Mulford, the other smiling speed king who drives his 
Peugeot or the "Super-Six Special" alternately on the American 
speedways, is also the owner of a Super-Six Touring Sedan, which his 
wife is using this summer as a touring car. He has had it for some 
time and is exceedingly proud of it. He told the editor not long ago 
that he considers it one of the handsomest cars in the country. The 
Super-Six Touring Sedan is undoubtedly popular. Shrewd, experi- 
enced motorists are buying them all over the country. 



U. S. Government and States Co- 
operate for Good Roads 

CO-OPERATION between the National Government and the 
States in highways improvement has begun on a country-wide 
program. 

In the next five years $150,000,000 will be expended on a half- 
and-half plan, upon arterial roads selected by the highway authorities 
of the forty-eight states, subject to the approval of the Secretary of 
Agriculture. 

The co-operative plan became effective when President Woodrow 
Wilson attached his signature to the concrete proposition which 
resulted in the merging by the conferees of the two bills passed by 
Congress, the Senate and House having adopted different measures. 
In greater degree the Senate bill found approval, for it directed quite 
positively the expenditure of the money and required the maintenance 
of the roads after construction by imposing a discontinuance of further 
funds for neglect in this important matter. 

Added to the $75,000,000 from the Federal Treasury will be a like 
amount from the several states. The federal distribution is on the 
basis of area, population, and rural delivery and star routes. The 
first year appropriation is $5,000,000, with a yearly increase of the 
same amount during the five-year period. 

A supplement to the bill which survived the report of the con- 
ferees gives an additional $10,000,000, to be expended at the rate of 
$1,000,000 a year, on roads within or adjacent to Federal forest 
reserves, the money to be repaid ultimately out of the sale of timber 
and from other sources of revenue. The western states were par- 
ticularly interested in this phase of the question and successfully 
contended that the National Government should protect and develop 
its own property. 

This measure which was signed by the President on July 12 is 
looked upon as one of the most important steps in national legislation 
which has been taken in years. 

The gratifying outcome is due in no small measure to the excellent 
co-operation of the American Automobile Association and the Ameri- 
can Association of State Highway officials assisted by the National 
Automobile Chamber of Commerce and other bodies that labored to 
prove to the National Government officials that Federal aid in road 
building was necessary. The chairman of the Good Roads Committee 
of the National Automobile Chamber of Commerce is Roy D. Chapin, 
head of the Hudson Motor Car Co., who has been much in evidence 
in promoting the favorable outcome of this important legislation. 

Don't Follow This Lead 



Listen to the Song of the Super-Six 

THERE'S a fine suggestion in these lilting verses of a "Buckeye 
Bard." S. H. Winstead is his name, and he distributes Super- 
Sizes at Greenfield, Ohio. And he's a man of ideas, too, as his 
occasional contributions to the TRIANGLE prove. 

Give me a day with a cloudless sky 
And a smooth road straight away, 
A Super-Six in vibrationless high 
And a company joyous and gay. 

Let me feel the life that the touch 

of the wheel 
Suggests as the Hudson glides 
For this is a touch of the life that is real 
The life in which health abides. 

— S. H. Winstead. 



THE tendency to persevere, to persist in spite 
of hindrances, discouragements and impos- 
sibilities—it is this that in all things distinguishes 
the strong soul from the weak.— CarlyU. 



NO doubt is entertained that the spirit and intention of our 
Dallas, Texas, distributors were right when they decorated 
their demonstrating car in the manner indicated in the above 
picture. Commendable enterprise and a desire to advertise Super- 
Six prowess is plainly evident. But we are constrained to express 
the view that this method of placarding the Super-Six detracts from 
the dignity of the car. Distributors and dealers want to maintain the 
dignity of the Super-Six. So we ask that the example above illus- 
trated will not be followed. Whatever you do to advertise the 
Super-Six and its splendid achievements, always present the car in 
all its beauty and dignity. Do not cheapen it even with the story of 
its own deeds written across its body. We are sure our Dallas dis- 
tributors will, after consideration, agree with us in this, and will 
accept this criticism of their judgment, not their zeal, in the spirit in 
which it is made. 
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Billy Sunday Management Owns 
a Hudson Super-Six 



BILLY SUNDAY has just closed a seven weeks campaign at 
Kansas City. The official car of the management is the 
Hudson Super-Six owned by Mr. Rodeheaver, Billy Sunday's 
choirmaster. W. J. Brace, Hudson distributor at Kansas City, 
snapped the above picture in Penn Valley Park. The occupants of 
the Super-Six are its owner, Mr. Rodeheaver, and Mr. George Sunday, 
manager of the company. Mr. Rodeheaver ships his Hudson car 
about from place to place on the Billy Sunday itinerary and it is 
generally used by the evangelistic company. The Sunday organiza- 
tion considers the Super-Six a great car and use it with pride, pleasure 
and complete satisfaction. 

procal Service Thermometer — 
Watch the List Grow 

.TIMATELY every Hudson distributor and 
dealer will be featuring reciprocal service as one 
of his most potent sales arguments. In order 
I may be kept advised of those dealers who have 
d their wish to participate in the Hudson Service 
tion Plan to the fullest degree, we shall publish 
ames weekly on the "Reciprocal Service Ther- 
er" in the TRIANGLE. 

following is the list of dealers who have thus far 
ed themselves to give reciprocal service on 
n Super-Six cars: 



Kimball Co., Boston, 

ton-Gifford Co., 

Ifield, Mass. 

fcratton Co., Albany, 

Motor Car Co., 
use, N. Y. 

Motor Car Co. of New 
N. Y. 
Kimball Co., Port- 



Oliver Motor Co., 
lo, N. Y. 

-Schwartz Motor Car 
Philadelphia, Pa. 
t Automobile Co., 
nore, Md. 

-Phillips Motor Car 
it. Louis, Mo. 

Motor Car Co., 
o, Ohio. 

d Motor Car Co., 
nbus, Ohio. 

•StuyvesantMotorCo., 
land, Ohio, 
tobinson Co., Detroit, 

eyler Company, 
go, 111. 

Smith, Omaha, Nebr. 
t Automobile Co., 
kntonio, Texas, 
rtterill, Denver, Colo. 



Tom Botterill Auto Co., Salt 
Lake City, Utah. 

A. T. Crawford, Scottsbluff, 
Nebr. 

H. L. Arnold, Los Angeles, 
Cal. 

H. O. Harrison Co., San Fran- 
cisco, Cal. 

C. L. Boss & Co., Portland, 
Ore. 

Northwest Motor Co., Seattle, 
Wash. 

Walter W. Wood, Marietta, 
Ohio. 

J. B. Sturdevant, Avoca, N. Y. 

Saunders Motor Car Co., 
Birmingham, Ala. 

John P. Bleeg Co., Sioux Falls, 
S. D. 

Anniston Auto Co., Anniston, 
Ala. 

City Point Motor Co., Peters- 
burg, Va. 

Middleburg Garage, Charles- 
ton, W. Va. 

Star Garage, Erie, Pa. 

Manchester Auto Garage, 
Manchester, N. H. 

R. H. Nesbitt, Auto Co., Spar- 
tanburg, S. C. 

W. R. Kirby, Tunica, Miss. 

Eddie Bald Motor Car Co., 
Pittsburgh, Pa. 



of course understood that by "reciprocal service" 
an that you extend to transient owners not only 
urtesy of your advice, but that you will honor 
nspection cards when properly filled out. Be 
OU fill out your inspection cards properly so that 
ibarrassment of an explanation of your negligence 
e spared your customers. Hold weekly meetings 
subject, and train your salesmen to explain the 
n Service System to prospects. 



ADVERTISING DEPARTMENT 
BULLETIN 

State and County Fairs 

Dealers and distributors who contemplate having Super-Six 
exhibits at their State or County fairs should notify the Advertising 
Department as soon as possible, giving the dates on which their 
fair is to be held, the estimated daily attendance and whether 
there will be automobile races in connection with it. This infor- 
mation should be sent in now so that provisions may be made to 
supply dealers with advertising matter for distribution at their 
fairs. 

Theatre Program Advertisements 

A series of new theatre program advertisements has been pre- 
pared. Dealers who are doing theatre program advertising can 
secure proof sheets of these advertisements by writing the Adver- 
tising Department. You can select the ads you desire to use 
from these proof sheets and the plated ads will be sent you 
gratis. 

Dealer's Bills for Newspaper Advertising 

Dealers who are handling their advertising with the newspapers 
and paying the papers for it direct, should present their bills to 
us for our half the cost of such advertising, accompanied by 
the receipted itemized publisher's invoice WITHIN THIRTY 
DAYS after the advertising appears. We reserve the right to 
decline honoring invoices for newspaper advertising which are 
not sent us within that time. 

New Envelope Inserts 

Reprints of a record run from Detroit to Denver made in a Super- 
Six by our Denver distributor, Tom Botterill, are being sent to 
all distributors and dealers. This reprint is an excellent selling 
talk on the Super-Six. Dealers should mail a copy of this adver- 
tisement to everybody on their prospect list. 

Proof Sheets of Newspaper Advertisements 

A number of dealers have written us asking why we do not send 
them newspaper ads. On looking over our records we find that 
they have never used any of the ads shown on the proof sheets 
sent them. Whenever any new newspaper advertisements are 
prepared, proof sheets of these ads are sent to all distributors 
and dealers. These proof sheets are furnished dealers so that 
they may select such ads as they would like to run in their local 
papers. The proof sheets show the advertisements exactly as 
they would appear in your local newspapers. When you receive 
these proof sheets select the advertisement you intend to run 
in your paper and write the Advertising Department giving the 
serial number shown above the ads. Please specify whether your 
papers prefer mats or plates. 

National Magazine Advertising 
Super-Six 

The National advertising campaign mapped out sometime ago 
has been increased. Beginning July 22nd we will carry a full 
page in every issue of the Saturday Evening Post. Copy will 
appear regularly twice each month in Collier's Weekly, The 
Literary Digest, The Christain Herald, The Youth's Companion 
and agricultural publications covering every section of the 
United States. 



Another First Prize for Super-Six 



WHEN Hudson distributors compete with a decorated car 
they usually win first prize. It is a habit they have. The 
Jesse A. Smith Auto Co., distributors at Milwaukee, entered 
a decorated Hudson Super-Six Phaeton in the big Fourth of July 
parade at Waukesha, Wisconsin. It was awarded first prize. We 
present a picture of the winner, from which it will be apparent that 
the judges could scarcely have made any other decision. It is a 
beautiful piece of work. The Jesse A. Smith Auto Company is 
congratulated upon the showing made. 
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Completeness and Good Taste Characterize Omaha Distributing Headquarters 



GUY L. SMITH, distributor of Hudson cars exclusively for 
Eastern Nebraska, is a modest man. He makes an appear- 
ance at the Hudson factory occasionally, but during these 
visits he cannot be made to talk about himself. Neither does he 
discourse much about his establish- 
ment. Like most distributors who 
visit Detroit, he talks CARS. 

The only way to get a line on 
our Omaha distributor and his place 
of business is to visit Omaha. The 
editor did this en route from the 
Des Moines Speedway races re- 
cently. 

There he found a massive, im- 
posing building at the corner of 25th 
and Farnham, Omaha's principal 
business thoroughfare, all the signs, 
legends and atmosphere of which 
proclaimed it to be a Hudson Home 
of the first class. 

Inspection of the three spacious 
floors and basement revealed the 
existence of a completely equipped 
establishment for the distribution 
and sale of Hudson cars and the 
rendition of Hudson service. A 
striking feature of the place was the 
evidence of attention to the min- 
utest details. The building is a new 
one, especially constructed for Guy 
L. Smith, whose business outgrew a 
smaller one farther down on the 
same street. We reproduce an ex- 
terior view of the building. It by no means does it justice. 

The casual visitor is struck by the unusually large show windows. 
Entering, the next impression is of the immense area occupied by the 
showroom; the beautifully designed floor catches the eye; then the 
atmosphere of excellent taste and refinement which manifests itself in 
all that one sees. The walls are decorated strikingly in stripes of white 
and black. All around the side walls are posted pictures of all the 
various body variations of Super-Sixes, artistically bordered in colored 
frames. Our picture of this interior fails to give more than a suggestion 
of the beauty of the decorations. Beyond the railing at the rear are 
desks of Office Manager J. J. Barnes and his assistants. To the right 
is the private office of Mr. Smith. To the left another private office 
for the use of salesmen and their prospects. 

It would take much space to describe in detail all the various 
departments on the four floors, reached by an automatic elevator. 



Complete modern establishment from which Hudson Super-Sixes are dis 
tributed at Omaha, and latest portrait of Guy L. Smith, its head. 



Everything is there — parts room, stock department, work room, with 
all requisite tools and machinery, spacious service department, 
roomy garage and a large area of storage space. The shop foreman is 
E. E. Spencer, a thorough mechanic who has been associated with Mr. 

Smith for ten years. The Service 
Manager is B. C. Russell, with Mr. 
Smith for 12 years and said to 
enjoy a reputation for efficient work 
all over the State of Nebraska. 

The furniture of the various 
offices is mahogany. Every desk and 
table has a plate glass top. All fac- 
tory pictures are framed. The 
Super-Six NEWS Bulletin is dis- 
played in a mahogany frame. Up- 
to-date filing systems and card in- 
dexes are generally used throughout 
the establishment. 

Let us see Guy L. Smith in his 
private office. The walls are 
adorned with appropriate pictures — 
factory officials, Hudson banquet 
photographs, automobile pictures, 
etc. On top of Mr. Smith's desk was 
observed a full morocco bound set 
of books entitled "Library of Busi- 
ness Practice." A complete file of 
SYSTEM MAGAZINE also was 
there. Everything suggested the 
business student, the man of method 
with a mind for details, and one who 
was "strictly and always on the 
job." The office is dignified. Its 
fittings are in the best taste. These 
things express Guy L. Smith and 
busy staff give the impression of 



his establishment. He and his 
strong Hudson enthusiasm. 

It was also noticed that Mr. Smith uses a large pennant attached 
to the slip-cover of his demonstrator, white letters on blue, which 
reads "Count the Hudsons on the Road." Mr. Smith presents one 
of these to his dealers for their demonstrators. He also attached to 
his demonstrator, at the rear of the body, a glass sign reading 
"Hudson Super-Six." 

Mr. Smith seemed to know everybody worth while in Omaha; he 
belongs to the best local clubs, is considered a fine "mixer" and 
always counted among the men of Omaha who are in the business 
forefront. All visible signs indicate that the welfare of the Hudson 
Super-Six is assured in the Omaha territory. 

Mr. Smith would not tell the editor of these things in Detroit. 
But the editor saw them in Omaha. 



This picture gives an idea of the spaciousness of the Omaha showroom. Note that 
Super-Six News Bulletin is displayed in frames on easels at both sides of room. 



Photograph Prominent Purchasers of Super-Sixes 



THE factory frequently receives information that a Super-Six 
has been sold to somebody who is nationally prominent. Or 
that such and such a personage of note is about to buy a Super- 
Six. The first thought of the factory Advertising Department is to 
secure a photograph of the prominent new owner. It invariably 
happens that by the time it can get word to the dealer who sold the 
car the purchaser has gotten out of reach. An example of this is the 
purchase of a Super-Six a few weeks ago by a western Bishop. There 
was a good story and strong advertising value to the purchase of a 
Hudson car by this noted church dignitary. He took delivery of his 
car and traveled east by the time a telegram could be sent the dealer 
to get a photograph. There are numerous other instances. Dealers 



should be opportunists and obtain photographs of these people of 
national fame at the time the sale is made. Then we will have the 
photographs. Later on we can get a good story, if required, after 
the prominent new owner has given his car a trial and become en- 
thusiastic over it — as they all do over their Super-Sixes. 

Don't hesitate about the price of the photograph. Get professional 
photographers to make the pictures. The Hudson Company will 
pay the bill if the pictures are satisfactory. There is an increasing 
demand in our publicity work for good photographs, and those of 
nationally known men and women in all walks of life who adopt the 
Super-Six provide excellent publicity material. We hope dealers will 
keep this in mind, and get the photographs when sales are made. 
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■Up Plan 



That Will Bring You Orders 



Y 



OU all have a "follow-up system" in your office. 
Every selling organization usually has one. 

Your follow-up cards, with the usual stock in- 
formation in concrete form, are on file. 

These cards are regularly thumbed over by your 
salesmen, who make brief notation on them of the 
results of their calls on prospects. 

When your salesmen make these calls and the notes 
on the cards, the prospect is "dead" until revived at 
the future date indicated by their refiling. 

There is more or less perf unctoriness about follow- 
up methods. 

The Henley-Kimball Co., distributors for New 
England, have adopted more intensive and aggressive 
follow-up methods, which were outlined to the sales 
department by F. A. Ordway, Vice-president of that 
company, on the occasion of a recent visit to the fac- 
tory. 

"The salary of a stenographer can be made a pay- 
ing investment," said Mr. Ordway. 

"The sale of one Super-Six provides more than 
enough profit to pay the salary of a stenographer for 
a month. 

"Prospect cards usually contain only a few briefly 
stated facts. 

"We require our salesmen to dictate a DETAILED 
report concerning every prospect they call on. 

"This report contains the complete facts as to why 
no sale was possible at the time the last call was made 
on the prospect. 

"It also contains minute details concerning the 
prospect, the nature of his business, his circumstances, 
his attitude toward buying a Super-Six, and facts con- 
cerning his family, his personality, etc. 

"Suppose we have a prospect Our salesmen have 
been calling on that prospect perhaps twice a week. 
Analysis of the salesmen's detailed reports show me 
that there are other better prospects to follow-up. I 
therefore deflect the energies of the salesmen toward 
prospects who seem most likely to purchase a car at 
the time. 

In the analyses of the prospect cards and sales- 
men's reports I make a rule to cooperate with our sales 
force. I attend to this important work personally. 



"By obtaining detailed salesmen's reports and 
PERSONALLY analyzing them I am in a position to 
judge how to manage and direct the follow-up work. 

"I write personal letters to the prospects myself. 
I get my cue as to what kind of letter to write from 
the details in the follow-up reports. I make use of 
every fact in these reports to approach the possible 
buyer from the proper angle. 

"Through the cooperation of our salesmen and the 
adoption of these methods, our follow-up has become 
a real, live sales promotion. We are selling cars 
through it. This vitalization of the follow-up system 
has made Super-Six OWNERS of hundreds of those 
who formerly were recorded on our cards as 'PROS- 
PECTS.' 

"Here's another suggestion. Many men like to 
be in personal touch with the 'head of the house.' 
We have told our salesmen that we would like to per- 
sonally meet customers who purchase cars. Mr. Kim- 
ball and I both meet the buyers of Super-Sixes. This 
establishes a nice personal relation, and we have found 
that it invariably goes a long ways toward keeping our 
customers sold. 

"The fact that I am a member of the firm has not 
made me forget that I obtained that opportunity 
through selling Hudson cars in New England. I am 
just as much a salesman now as before. I am at the 
disposal of our sales force every hour in the day, 

"This has proved to be a splendid plan. Every 
day I step in and help the salesmen clinch their sales. 
Even though they may have been able to successfully 
close unaided, my intercession often greatly facilitates 
matters. My advice to the presidents, vice-presidents 
and general managers of motor car companies is to 
lend the boys a helping hand. The closer touch you 
keep with them in their work the better the results will 
be." 

There is force to Mr. Ordway's suggestions. We 
commend them strongly to our distributors and deal- 
ers. 

We must sell many thousands of Super-Sixes be- 
fore the snow flies. 

Intensive, aggressive salesmanship requires ingen- 
uity, the use of gray matter and the exercise of the 
utmost discretion. Let us all be up and doing. Let us 
resort to every bit of effort and skill we can muster to 
accomplish our purpose. 



Digitized by VjiJOy LC 



Chicago Hudson Distributor Adds Giant Service Building 



New service station and show room of the Louis Geyler Co. under construction 
at 25th Street and Indiana Avenue. 



IOUIS GEYLER is always a leader. 
m He looks ahead, like all big mer- 
^ chants must do. Months ago he 
foresaw the necessity for expansion to 
meet the ever-increasing demands of his 
business as a Hudson distributor. 

The splendid building here pictured is 
already advanced to a point near com- 
pletion. When opened in a couple of 
months from now it will be one of the 
finest garages and service stations in the 
country's second city. 

Situated at the corner of 25th Street 
and Indiana Avenue, only a block from 



square feet of floor space devoted to the 
distribution of Hudson cars in Chicago. 

In erecting the new building, founda- 
tions and walls have been built strong 
enough to stand two more stories. 

When the formal opening occurs this 
fall we will give TRIANGLE readers 
further details concerning this handsome 
new Hudson home. 
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They're Signing Up Fast 
Fifty Additions to the List 

Last week's TRIANGLE showed the names of 36 
Hudson dealers who had pledged themselves to Recip- 
rocal Service. 

The list is now swelled by the addition of fifty 
more names, which are printed below: 




C. E. Wright & Co., Norfolk, 

Va. 
Sasnett & Yow, Athens, Ga. 
Twin City Motor Car Co., 

Minneapolis, Minn. 
Robinson Motor Car Co., 

Columbus, Miss. 
Sam Herrick & Son, Spring- 
field, Mo. 
Semmes Motor Company, 

Washington, D. C. 
Kleyn Auto Company, Duluth, 

Minn. 
Chas. K. Eskridge, Shelby, 

N. C. 
Centerville Garage & Machine 

Shops, Centerville, La. 
Wright fit Gowen, Brunswick, 

Ga. 
J. W. Goldsmith, Jr., Atlanta, 

Ga. 
W. E. Schaefer feSons, Ripon, 

Wis. 
Jesse A. Smith Automobile 

Co., Milwaukee, Wis. 
Woodring-Hamilton Motor 

Co. Inc., Lake Charles, La. 
Rose-Fosdick Co., Dallas, 

Texas. 
Smith-Hudson Auto Co., 

Meridian, Miss. 
Wr ay- Dickinson Sales & Gar- 
age Co., Shreveport, La. 
Warner's Garage, Chassell, 

Mich. 
Law Auto Co., La Crosse, 

Wis. 
De Long Motor Car Co., 

Fennimore, Wis. 
Welbon Motor Car Co., Cin- 
cinnati, Ohio. 
A. C. Burton & Co., Houston, 

Texas. 
Southern Motors Company, 

Louisville, Ky. 
Hudson- Phillips Motor Car 

Co., St. Louis, Mo. 



Dan Valley Motor Car Co., 

Danville, Va. 
R. H. Watson, Fredonia, N. Y. 
Schiefer Auto Co., Ft. Wayne, 

Ind. 
F. B. Propst, Kennedy, Ala. 
Hudson-Brace Motor Co., 

Kansas City, Mo. 
Southern Auto & Electric Co., 

Little Rock, Ark. 
Square Deal Garage Co., Ral- 
eigh, N. C. 
Memphis Motor Car Co., 

Memphis . Tenn. 
The A. L. Maxwell Co., Law- 

renceville, 111 
Bickle Bros., Medina, N. Y. 

McClelland -Gentry Motor Co., 
Oklahoma City, Okla. 

Harris Tire Co., Savannah, Ga. 

W. A. Hill, Miami, Fla. 

C. W. Nelson, Newark, 111. 

Imperial Motor Car Co., Nash- 
ville, Tenn. 

Mt. Horeb Auto Co., Mt. 
Horeb, Wis. 

Hudson Sales Agency, Harris- 
burg, Pa. 

Star Motor Co., Tazewell, Va. 

Lord Auto Company, Lincoln, 
Nebr. 

Hutchinson Motor Car Co., 
Hutchinson, Kans. 

P. A. Erny, Carrick-Pitts- 
burgh. Pa. 

Roseland Auto Sales Co., Rose- 
land, Chicago, 111. 

Fleming Motors Co., Scranton, 
Pa. 

Lindwall fit Lindstrom, Iron 
River, Mich. 

H. A. Gabel, Rockford, 111. 

Lincoln Garage, Hinsdale, 111. 



The promptness with which Hudson dealers are 
coming forward with their names as parties to the 
Reciprocal Agreement is very gratifying. It shows 
they have the genuine Hudson spirit. And it is just 
that spirit which is sure to make Hudson Service an 
institution of national renown. 



Sells Super-Six to Insurance Beneficiary 

A SHORT time ago the Sales Department notified the Lord Auto 
Co., distributors at Lincoln, Nebraska, that the late Elliott 
Lowe of that place had left to his beneficiary life insurance 
amounting to $19,022. 

The letter of notification has been returned with the following 
endorsement in the handwriting of C. A. Lord: 

"We sold a Super-Six to the Lowe estate. Thank you for prompt 
information." 

Here is concrete evidence that the special information furnished 
by the factory Sales Department is valuable. If dealers will follow 
up information of this sort, particularly that relating to insurance 
beneficiaries, there is little doubt that many sales will be made. 
Don't overlook these tips. In short, overlook NOTHING. ALL 
information is grist for the hustling salesman. Don't wait for pros- 
pects to come to you. Go after them. Nearly everybody WANTS 
an automobile. When they have the money it ought to be easy to 
sell them a Hudson Super-Six. 

Women Favor The Touring Sedan 



THE Super-Six Touring Sedan is a big favorite with the ladies. 
They are keen critics of motor cars. They appreciate the 
beauty and luxury of the Touring Sedan, as well as its easy 
control and smooth-running comfort. The fact that it is an all- 
season car is no small factor in its popularity with the fair sex. 

The two fair drivers of Super-Six Touring Sedans pictured above 
are Mrs. W. D. Nesbitt, of Birmingham, Alabama, and Mrs. R. T. 
Cassell, of Jacksonville, 111. 

Mrs. Nesbitt wrote on the back of the photograph she sent, 
"How is this for a good looking car? My engine runs better all the 
time. I am crazy about my Touring Sedan." Mrs. Cassell is 
equally enthusiastic over her car. 
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ADVERTISING DEPARTMENT 
BULLETIN 

Advertising Department Bulletin 

A thousand -line newspaper advertisement Copy No. 180 with 
the heading "Your Neighbor's Car — Suppose he buys a Hudson 
Super-Six" has been sent to all newspapers on our "fifty-fifty" 
list. Dealers should instruct their newspapers to run this ad. 
on whatever date they think best to meet their local conditions. 
This ad. will appear in most of the newspapers throughout the 
country Sunday, July 30th. Dealers can secure plates or mats 
of this advertisement by writing the Advertising Department. 

Physician Cabriolet Post Cards 

A new post card showing a prominent physician with his Super- 
Six cabriolet, has been prepared. This post card is intended to 
be used as a piece of follow-up literature for prospective physician 
purchasers of Super-Six cabriolets. A small quantity of these 
post cards is being sent all dealers. Additional post cards can 
be had upon request. 

Reprints of Touring Sedan and 
Cabriolet Letter Inserts 

A reprint has been made of the Touring Sedan letter inserts 
I with windows up and windows down, also of the Cabriolet letter 

inserts with top up and top down. These inserts are excellent 
pieces of selling literature to mail to prospective purchasers of 
closed cars. These inserts will be sent dealers on request. 
Please specify the quantity you desire. 

New 372-line Newspaper Advertisements 

A new series of dealers' medium-sized newspaper advertisements 
has been prepared. Proof sheets of these advertisements No. 
155 to 165 inclusive have been sent to all dealers. This is a 
splendid series of newspaper advertisements for immediate use. 
Each ad. is so designed that it will stand out prominently on 
any newspaper page. Dealers can obtain plates or mats of 
these ads. by writing the Advertising Department. Specify 
whether your paper uses mats or plates. 

Closed Car Catalogs 

The closed car catalogs for the new series of Super-Six models are 
now ready for distribution. A small quantity of these catalogs 
has been sent to all distributors and dealers. Additional catalogs 
will be sent dealers on request. 

Start a Closed Car Campaign 

Within a few days, catalogs, photographs, upholstery and color 
samples, and other closed car advertising data will be in the 
hands of dealers. WITH A CAR ON THE FLOOR, and with 
photographs of the full line, any dealer in a town of even moderate 
sise CAN SELL CLOSED CARS. Circular letters and other 
methods of course should be used in addition. We will gladly 
furnish personal help to any dealer who asks for it in this con- 
nection. Get ahead of your competitor on this closed car 
question. Do not let him secure the cream trade of your town 
while you sleep. Write the Advertising Department for any 
desired suggestions or information. 



Eminent Editor Guest at Factory 
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Why Don't Eastern Dealers Contribute? 

THE latest issue of the Hudson Super-Six News is No. 17. A 
glance through the back numbers will show that the majority 
of the photographic contributions have come from points west 
of the Mississippi River. The featuring of western pictures has been 
quite unintentional. The fact of the matter is that, with a few excep- 
tions, the western distributors and dealers are more keenly awake to 
the advertising opportunity of the weekly News Bulletin and regu- 
larly send the Advertising Department photographs of the Super-Six 
in the most interesting situations obtainable. It must be conceded that 
the western country undoubtedly offers unusually beautiful scenic 
backgrounds for Super-Six pictures. It is nevertheless true that the 
east and middle Atlantic states offer, in their rolling country, wonder- 
ful lake and river driveways, historic places and otherwise, splendid 
opportunities for just the kind of pictures the two millions who weekly 
crowd about Hudson dealers' windows to view the News Bulletin 
would like to see. A few Hudson dealers in the east have been quick 
to see the advertising advantages of the Super-Six News and have 
furnished excellent material for it. But the rank and file of eastern 
dealers are not alive to this advertising value, if we may judge by their 
failure to contribute the kind of snappy photographs we need. It is 
hoped that they will get the drift of this message and immediately 
begin to study the weekly News Bulletin with an eye to getting one 
of their Super-Sixes in action in THEIR locality and photographing 
it. This does not mean that the west is to quit. We want the western 
photographs right along. But it would be fine if we could mix up 
eastern and western pictures in a more even measure. 

Super-Six Prize Winner at Atlanta 

"T TT 7E had a parade in Atlanta recently," says J. W. Goldsmith 
^J\f J r «» distributor at that point, "in which about one hundred 
* w cars competed for honors." The Super-Six carried off first 
prize. ".We attached a little card on the prize-winning Super-Six 
bearing the well-known legend 'Eventually, why not now?' An old 
farmer caught sight of this card and remarked to a bystander 
'Wall, I've owned a and a (mentioning two well- 
known makes) and I think what that card says is true. My next car 
is going to be a Hudson Super-Six.' " 



ARTHUR BRISBANE, editor-in-chief of the Hearst publica- 
tions, attended and addressed the World's Salesmanship 
Congress recently held in Detroit. He found time, despite the 
demands made upon him by many distinguished visitors, to make 
a thorough tour of the Hudson factory. Its magnitude and ef- 
ficiency impressed the great editor as it does all who see it. 

Mr. Brisbane is pre-eminent among American journalists. Start- 
ing as reporter on the New York Sun, and later becoming its London 
correspondent, he has achieved the topmost notch in his chosen pro- 
fession. He writes a leader editorial on some important topic every 
day in the year. It is said that Arthur Brisbane knows and talks 
with more men, discusses editorially the widest range of topics and 
has perhaps the greatest fund of general and technical information 
of any man in the newspaper business today. He is a linguist and 
possesses all the social qualities in a high degree. 

Sold a Super-Six in Ten Minutes 

THEN it comes to making a Super-Six sale, we, away out 
here in Dakota, claim the time record against all comers," 
says O. H. Gibson, salesman for John P. Bleeg Co., distri- 
butors at Sioux Falls, S. D. "The writer, in company with Mr. Vail, 
Hudson dealer at Lebanon, S. D., drove into an adjoining town in 
response to an inquiry from a Gettysburg merchant who wanted a 
demonstration of the Super-Six. 

"After we had made this demonstration we were informed by an 
independent repair man that Mr. Phibbin, a rancher living seventeen 
miles in the country, was going to have a sale and retire for a time 
I considered this 'a good bet.' We at once began to inquire the 
direction to his ranch, but were told that he was then in town and 
almost ready to go home. I immediately started in pursuit and 
found him, introduced myself, and told him I was going to sell him a 
Super-Six. He and I walked over to the Super-Six Mr. Vail and I 
were driving. He looked the car over, having never seen nor read 
any literature other than a small newspaper announcement, and then 
asked the price. I figured the amount, including all extras, freight, 
etc. Upon being told, he said "It looks good to me, and I'll take it. 
To whom will I make out the check?' 

"From the time I found Mr. Phibbin, the purchaser, until Mr. 
Vail had the check, less than ten minutes elapsed." 
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Owed to the Super-Six 

They're closing up the speedways, boys, 

There's nothing more to see, 
The sport is all too slow, boys, 

When faster driving's free. 
Just watch along the roads, boys, 

Impelled by patent power 
The Hudson owners touring, boys, 

A hundred miles an hour. 
Their cars are strictly stock, boys, 

With windshield, top and all, 
And 80 miles is slow, boys, 

And 60 miles a crawl. 
Suppose they stripped their fenders, boys, 

And used a special gear, 
Great guns and little fishes, boys, 

What do you think we'd hear? 
In reply to the question in the last line of 
the above verses, "What do you think we'd 
hear?" — This is what we'd hear: 

Dun by the Super-Six 

We stripped her to her chassis, girls, 

And put her to the test, 
On speedway, hills and sand, girls, 

She went against the best. 
She made the fastest mile, girls, 

A stock car ever knew, 
Then eighteen hundred more, girls, 

From sun to sun she flew. 
She climbed the steepest hills, girls, 

Where other cars went flop, 
Four thousand miles of pound, girls, 

She braved without a stop. 
In Sheepshead Trophy race, girls, 

Where racing monsters whirled, 
A novice in a Super, girls, 

Amazed the motor world. 
She's just a baby yet, girls, 

But, raised with thought and care, 
You'll see new records made, girls, 

On land and sea and air. 

Damaged Photos Cause Us 
To Shed Tears 






i VERY now and 
.then a distributor 
'or dealer mails us 
a splendid photograph 
rolling it up in an or- 
dinary wrapper like a 
newspaper and it arrives 
in badly damaged con- 
dition. Whenever a pho- 
tographic print of an in- 
teresting subject, timely 
and available for use 
either in the NEWS bulle- 
tin or the TRIANGLE, 
arrives in a damaged con- 
dition due to carelessness 
or thoughtlessness, we are 
forced to the verge of 
tears. (See accompanying cut.) And it em- 
barrasses us to have to write members of 
the Big Family about these things. 

Please, Hudson dealers and distributors, 
protect the photographs you send us. Don't 
roll them up like a newspaper. If you roll 
them at all, use a tube. Better, mail them 
flat between boards. If the photographs are 
worth the taking they surely are worth the 
necessary precautions to insure delivery in 
good condition for reproduction. 

H. B. Phipps New Export 
Manager 

HB. PHIPPS, for three years Australian 
and South African representative of 
the Hudson Company, with head- 
quarters at Sydney, New South Wales, is now 
manager of the Export Department at the 
factory. Mr. Phipps arrived from Australia 
a few weeks ago, and is now actively at 
work on the foreign end. 



Daytona Beach Record Sells 
Super-Sixes in Florida 

WA. HILL, distributor of Hudson 
cars at Miami, Florida, made his 
initial visit to the factory recently. 
Bronzed by the sub-tropical suns, Mr. Hill 
keenly enjoyed the cool lake breezes that 
sweep through Detroit. 

"The Super-Six trials on Daytona's sandy 
beach, which culminated in the record stock 
chassis mile of 35:11 seconds, made several 
sales in my territory. One man in particular 
who bought a Super-Six was George Reed. 
He is a prominent Miami man who has owned 
and driven none but the best and speediest 
cars. He personally went to Daytona to 
witness the Super-Six trials, and on his 
return he promptly bought one. He is 
immensely pleased with it. 

"I have sold a number of Super-Sixes that 
have been driven by their owners to distant 
points east and west without even a puncture 
to mar the tours. The most prominent 
people of Miami are ordering Super-Sixes. 
The car is as popular with the ladies as with 
the men. Many of the socially prominent 
among the fair sex are adopting Super-Sixes, 
the Touring Sedan and Cabriolet being par- 
ticularly popular. 

"I am much impressed by the Hudson 
factory. It is magnificent. I had no idea it 
was such a wonderful, spacious institution. 
The stock of materials for Super-Sixes is 
simply amazing." 

Welbon in Preparedness 
Parade at "Cinci." 

THE following is clipped from the Cin- 
cinnati "Commercial Tribune" of a 
recent date: 
W. G. Welbon, President of the Welbon 
Motor Car Company, distributor at Cin- 
cinnati, will be one of Colonel Milliken's 
valued aids in the great preparedness parade 
today. Mr. Welbon has had an immense 
amount of military experience — probably 
more than Colonel Milliken himself, but he 
has not worn his military title since coming 
to Cincinnati, having been content to be 
known simply as "Mister" Welbon, or "Billy" 
among his friends. 

The next time "Mister" Welbon visits the 
factory we are going to interview him con- 
cerning his military experience. 

Fast Super-Six Selling in Java 

WVAN TIENEN writes from far- 
away Sourabaya, Java, in the Dutch 
East Indies, that "the Super-Six is 
in demand out there by people who have never 
even seen one. I've sold ten Super-Six cars 
in twenty days, and I've no more to show 
people than pictures of Super-Sixes." 
This is good work. Mr. Van Tienen ought 
to do well when he gets a demonstrator and 
has cars on the floor. 

G. S. Loomis of Louisville 
Makes Change 

GS. Loomis, manager of the Southern 
Motors Co., distributors at Louisville, 
Ky., has severed his connection with the 
Hudson Big Family. Mr. Loomis has accepted 
a position as general manager of the Packard 
Missouri Motor Co., at St. Louis, Missouri. 



Lambert, of Baltimore, Says 
"Time for Action Has Arrived" 

WALTER H. Lambert, retail sales 
manager of the Lambert Automobile 
Co., distributors at Baltimore, was at 
the factory recently for the first time since 
last fall. "It is not the same place. I do 
not recognize it, the growth, expansion and 
activity are so great," was his comment 
after going through the plant. "I am now 
convinced that the time for action is at 
hand. Assured that production is now 
approaching its peak and that we will have 
all the cars we want, I am going back to 
Baltimore and immediately inaugurate ex- 
tensive plans for a big midsummer selling 
campaign. The first thing I'll do will be to 
double my sales force. I feel that we will be 
justified in reviving our fullest selling energy 
all over the territory." This is the kind of 
enthusiasm Mr. Lambert will carry back to 
Maryland with him. It is the kind that 
every Hudson dealer may profitably and 
justifiably feel during the balance of the 
selling year. 

Ordway, of Boston, is Full 
of "Pep" 

FA. ORDWAY, vice-president of the 
Henley-Kimball Co., New England 
distributors, visited the factory a 
few days ago. Mr. Ordway is a mental 
cyclone. He is chock full of sound, up-to-the- 
minute selling ideas, and left behind him a 
lot of valuable suggestions. One of these, 
a better follow-up plan, is featured on the 
first page of this, issue. 

Mr. Ordway achieved his success as a 
salesman. Salesmanship made him vice- 
president of the Henley-Kimball Co. He is 
still a salesman, and his personality and 
power as such is manifested every day in 
promoting sales in his territory. He works 
in close touch with the sales force. He 
helps the salesmen analyze their prospects 
and to close their sales. He personally gets 
in touch with prospective buyers. He is a 
live wire, a student of business conditions 
and currents, and has a fund of definite plans 
for the selling of cars. There will be a big 
doings in the selling of Super-Sixes in New 
England during the balance of 1916. The 
fun will commence just as soon as Ordway 
gets back to Boston. 

Vermont Distributor Visits 
Factory 

JB. MANLEY, who has been Hudson dis- 
tributor at Brattleboro, Vermont, for four 
years, was the guest of the factory for a 
couple of days last week. Mr. Manley had 
not been at headquarters since last October 
and was agreeably surprised to witness the 
herculean endeavors which are now everyday 
scenes at the Hudson plant. 

The map is rather hilly in Mr. Manley's 
territory. The Super-Six, he says, finds all 
roads alike, up or down grade, and is accord- 
ingly popular in Vermont. 

| "Impossibilities are usually J 
uJ the half-hearted efforts of ill 
[J] quitters" fl 
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One Man Sold 23 Cars in One Day 

A group of famous Wall Street bankers were discussing the future of the motor car. Some opined that 
the market was already saturated, when one astute banker said: "1 doubt very much if any one ever asked 
you to buy a car. It's a good bet that every one of you have gone to the dealer with the intention of buying 
before a salesman ever spoke to you. When motor car manufacturers begin to solicit business as tne insur- 
ance companies do, you will see an even greater outlet for automobiles." 

The statement of this far-sighted banker is in line with the plan Norual A. Hawkins, Commercial Man- 
ager of the Ford Motor Co., explained at the recent World's Salesmanship Congress. 

We print zvhat Mr. Hawkins said about the intensive selling of Ford cars because the lessons of his talk 
apply in tnany zvays to the selling of Hudson cars. 

How many salesmen are wasting their time in traveling from one end of town to the other, calling on 
prospects? How many salesmen waste their time in "getting acquainted" with their prospects? And how 
many motor-car salesmen realize that their only compensation comes when a sale is made, and that to waste 
calls and to waste time before asking for the order is indulging in an expensive luxury. It will do you good to 
read what Mr. Hawkins said. 



Wl 



iiM 7E MAINTAIN that every man in the organization 

is a salesman. To date, little educational work 
has really been done. An approach to the dead- 
line of selling prompted us to see if salesmen 
could be taught to sell in units of one. 

"First, we got a map of Detroit, 8 x 12 feet, and hung it 
on the wall. We took 2,280 cards from our prospect file, 
sorted them by streets and put white tacks on the streets to 
represent the locations of the cards. We had twelve or 
thirteen salesmen and gave an individual map to each man, 
with instructions to tack his own map. One salesman had 
400 prospects, scattered between Delray and Grosse Pointe, 
and spent two-thirds of his time traveling. 

"We found that the prospect list of the different salesmen 
overlapped each other. We divided the city into districts and 
allotted a district to a salesman the same as we allot a county 
to a dealer. We made the districts by wards and precincts 
and worked upon a basis of voting population. The first 
district had 874 voters. 

"We had forty-two districts and had only thirteen sales- 
men. We then picked a number of young men until we had 
forty-two, and graded them by what they had done the pre- 
vious year. The best man had the first choice of districts, 
and so on. The salesman chose the district in which his own 
tacks were most numerous, but this left many tacks in other 
districts. He was given seven days to clean up outside his 
district, allowing one call to each prospect. Any that he 
failed to clean up went to the district in which they were 
located. On the strength of this 'last call' appeal, one man 
got eleven sales the first day, nine the second and ten the 
third. One man got twenty-three in one day. 

"We then found it was difficult to direct so large a group 
of men, so we divided them into groups of fourteen and 
selected three men as retail managers, giving a group to 
each retail manager. We then made out a new prospect 
card. This allowed for three calls on each prospect. The line 
after the third call is a dead-line and is in red ink. There are 
spaces for further calls, but if the record runs down to the 
dead-line with no sale, the card is for the attention of the 
retail sales manager, who interviews the salesman regarding 
the prospect. The card tells whom the salesman saw and 
requires specific information. We found that many sales- 
men were noting down future calls on the prospect in a hap- 
hazard manner, setting down the fifth, tenth, fifteenth, 
twentieth or twenty-fifth of the month. The 'out' column 
on this card is for calls when the prospect is not in, but we 
planned to make our calls by previous arrangement at a 
certain hour, when the prospect would be in. 

"Why Do You Call on Prospects?" 

"Why does a salesman go to a prospect? It is to save the 
prospect's time; otherwise the prospect could just as well 
go to the salesroom to see the car. By our new method we 
reduce the number of calls per sale from twelve to five in 
four months' time. We believe it is possible to reduce it to 



three calls in many cases. What do you suppose this reduc- 
tion from twelve to five will save us in the cost of our car 
next year? 

"As to making future engagements with the prospect, I 
asked a salesman if he had a diary. If not, I told him to get 
one. Supposing I call on a prospect. He says, 'See me next 
Tuesday.' I say, 'What time?' He says, 'Nine o'clock.' I 
tell him I have an engagement at this hour and ask him if 
10 o'clock will not do. This arranges a definite appointment 
between us. 

"As to pulling the order blank on a prospect, I told some 
of the salesmen that if they were unable to judge by any other 
rule, to talk 5 minutes and then pull the order blank, no 
matter where they happened to be in the conversation. Some 
of the salesmen had been starting their interview with the 
history of Henry Ford and how he pays $5 a day, whereas 
that story and all that goes with it is told to the prospect 
when the salesman presents his card. If the prospect asks 
how great a man Ford is, tell him. If not, tell him what the 
car can do for him. All of our salaries are based on 3 per 
cent. Why then, spend time entertaining people when we 
can make more money closing them? 

"If a man in closing asks when he can get a car, ask him 
when he wants it; and when he specifies the date, make him 
think that you are going to some little trouble to get it for 
him. Don't tell him when he can have it until he tells you 
when he wants it. Keep it on him, don't let him get it on 
you. 

"If a man has called three times and hasn't closed, we 
assume that the prospect wants a new face and a new con- 
versation, and we send a new man. I think it is a crime to 
let one man control any group of prospects. They belong to 
the Ford Motor Co. 

"Under the new plan, our men go out with a definite 
task, so many cards, so many calls, and then come back. 

"If the prospect has a used car to sell, we refer the sale 
to one of five garages in Detroit with whom we made arrange- 
ments to sell Fords. These garages trade, we don't. 

"One prospect made an excuse that before he could buy 
he would have to arrange for the garaging of the car. We 
found that of our forty-two salesmen, not one of them knew 
of a garage to which a prospect could be referred. Our office 
got garage information, and now when a prospect makes 
this excuse the salesman can at once tell him the nearest 
garage and its rates. 

That House-to-House Plan 

"In case the white tacks on a map begin to run ahead 
of the red tacks, which are sales, that analyzes the salesman 
as a prospect getter, but not a closer. We then put a sales- 
man in to analyze the territory and assign the salesman to 
canvass work. This canvass work is an original plan with 
us. We sent men out to ring every door-bell in town. 

"To begin with, no one could plan a proper approach, 
but we finally figured that the only approach could be one 

(Continual on fact 2) 
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Hudson Distributors at Binghamton Are Optimists With Fine Business Ideals 



A. SWEET, treasurer and 
manager of the New York 
Sales Co., Inc., distributor at 
Binghamton, New York, talked with 
refreshing enthusiasm and optimism 
about their business. He said so 
many clever things that space can- 
not be found for them in one issue 
of the TRIANGLE. 

"It has always been a source 
of much pride on our part to be 
selling the Hudson car," said Mr. 
Sweet. "There has never been a 
time when we have felt any neces- 
sity for making apologies. We are 
sure our enthusiasm must be some- 
what catching, as we have been 
able to get a lot of Hudson own- 
ers to feel just as we do. There 
seems to be a sort of fraternity 
among Hudson owners in this terri- 
tory. 

"We do not understand how 
anyone can sell an article unless 
they are enthusiastic over it — the 
more enthusiasm the easier to make 
sales. 

"We commenced handling Hud- 

a.w r. ^ * o ^ _,w s 011 cars with the 1911 model, 

At Left C. A. Sweet, Treat, and Mgr. „ r u;„i, ma j. _ „_«, «r^A ; m «-tt-~« 
of the New York Sales Co, Inc. whlch m . ade a verv *«« uni**»- 
At the Right is N.A.Boyd, Sec- sion. The 1912 Hudson was well 
retary of the Company. liked. The 1913 car gave excel- 

lent satisfaction. The 1914 model 
was an exceptionally good car. The 1915 car was better, and the 
1916 Six-40 was head and shoulder above its predecessors and com- 



Scope of Super-Six News Bulletin 
is Broadened 

FOR a short time we have been sending extra copies of the 
Super-Six News Bulletin to many of our distributors and 
dealers for mailing to their prospects. We have decided to make 
these copies much more interesting and better calculated to influence 
possible buyers by using both sides. Hereafter the copies for mailing 
will be in the form of an interesting pictorial folder, preserving the 
usual features of the News Bulletin on the one side. 

Please let us know exactly how many of those printed as in the 
past on one side you will require solely for window posters. We will 
send you the exact number required. 

All the other copies will be printed in the new way on both sides. 
Let us know what you think of them. 

One Man Sold 23 Cars In One Day 

{Continued from Pat* l) 

based on service, so when the man rang the door-bell he 
told the lady or man of the house that he was investigating 
Ford service to make sure the cars were operating with satis- 
faction, and that because there are so many Ford owners, 
the only way to make sure to see them all was to call on 
everybody in town. This, of course, made an impression 
upon the person called upon and this was followed by other 
questions. We also sent a catalog and other literature. On 
the back of the prospect cards is the owner's record, and it 
requires that the salesman who sold the car must call on the 
owner every 7 days for a month, in order to make sure that the 
car is giving satisfaction. We found that before we adopted 
the new plan there was collusion between the service mechanics 
and the salesmen, and this new method eliminated it. 

Require Daily Report 

' 'We also adopted a salesman's daily report, which is mailed 
to the home office every day and which gives us an accurate 
record of what every one of our men is doing. We found that 
before the new plan was adopted, a man might call on twenty 
prospects and actually see only three. We have found that the 
average salesman will get more business out of from three 
to five calls a day than from ten or twelve calls a day. The value 
of this plan to the men themselves is indicated by the fact 
that least year we had men who earned $11,000, $8,000, $7,900, 
$5,200 and $4,800. 

"After we adopted this plan in Detroit, the Detroit branch 
made a noteworthy gain as compared with our other branches. 
The result was achieved through close, intelligent direction of 
the individual man." 



petitors. Then came the Super-Six. A great, big success from the 
day it was announced. The wonder car which has astonished motorists 
with its power, speed and stamina. 

"A Binghamton man called me up by long distance 'phone two 
or three months ago. He was traveling on the road at the time and 
was in a city 60 miles away. The conversation was about as follows: 

" 'Hello! Is that you Mr. Sweet?' 

"'Yes!' 

" 'How soon can you get me a Super-Six?' 

" 'In about two months!' 

" 'Take my order for one. I will be in Binghamton tomorrow, 
sign your order and make a deposit!' 

"He came in as promised, signed the order and gave us his check. 
We knew this man was considering the purchase of a car around one 
thousand dollars. We asked him why he had changed his mind, as 
we had not given him a demonstration. He replied that he had taken 
particular pains to get the advice of several well posted parties, and 
the Hudson Super-Six had been by far the best recommended and he 
wanted to get the best he could for his money. 

"In this territory we have three different men who have purchased 
four consecutive Hudsons from us. We have no less than eight who 
have bought three different Hudsons from us, and at least 20 to whom 
we have sold second-hand Hudsons. 

"It is a pleasure to us to welcome a tourist who drives a Hudson. 
Any man who comes to our garage in a Hudson car, whether purchased 
from us or elsewhere, is made to feel that our place is his headquarters. 
We take care of him promptly and properly. This attitude toward 
our customers and all Hudson owners has been the foundation of our 
prosperity. Our idea of business is to get the best car we can to handle 
and then to take first class care of all who purchase that car. We 
have done this. The Hudson car has been the right car from 1911 to 
date and we've made all Hudson owners our friends. And our business 
has grown apace. We are successful and happy and looking forward 
to still greater results with the marvellous Super-Six." 



Duluth Dealer Tells of Fast 
Hudson Service 

FRED G. KLEYN, Hudson dealer at Duluth, Minn., tells a little 
story of Hudson service that is worth repeating. He says: 
"A few weeks ago I noticed in the TRIANGLE a little ar- 
ticle on fast service, but we have one that has that one beaten off 
the boards. 

"Mrs. Kleyn and I were attending the theatre and upon coming 
out noticed a crowd around a car. Going over to investigate we 
found it was a Hudson and two drivers of other makes of cars had 
endeavored to turn around in the street and in trying to avoid a 
collision between themselves, one car bumped into the rear of the 
Hudson, striking the frame. The other hit the Hudson on the left 
fender and threw the car against the curb, smashing the wheel. I 
immediately went to the garage, picked up my mechanic and had the 
car all fixed up before the owner came out of the theatre. Let*s see 
if you can beat that." 

Pretty fast work, Mr. Kleyn. We have nothing new on tap to 
match it. Perhaps some other Hudson dealer has. 

Alabama Guardsmen Strong 
for Super-Six 



This picture was snapped just as Batteries A and C of the National 
Guard of Alabama were about to entrain for the trip to the Mexican 
border. The boys were reluctant to part from this Hudson Super-Six, 
owned by one of their number, as it had given most of them many a 
fine ride. 
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The H. L. Arnold Employes on Parade 



THE above picture, showing the employees of the Harold L. 
Arnold organization, distributor of Hudson cars in Southern 
California, was taken on the occasion of a parade in Los An- 
geles. Those shown form a company 107 strong. Ten other em- 
ployees not shown in this picture marched in other divisions of the 
parade. Nine members of the accounting department did not march 
at all. These figures show that there are 126 employees on the 
Harold L. Arnold payroll. No other motor car distributor in 
Southern California employs such a large staff of assistants. 

The picture also gives a suggestion of the exterior of two of the 
splendid establishments of Mr. Arnold. In addition to these there 
is a down town sales room and a used car department in the adjoining 
block, all of which combine to give a floor space of 43,165 square feet. 
These establishments are said to be the most complete, artistic and 
finest equipped west of the Mississippi River. 

The Arnold organization has the reputation of furnishing a higher 
class of service than is given with any other car sold in Southern 
California. It is probably this service and the excellent reputation 
that goes with it — to say nothing of the Super-Six as a sales propo- 
sition — that enables Mr. Arnold to market every car he can get hold 
of. He has a waiting list for every Super-Six he will get from the 
factory for months to come. 

rvice Gains 46 
Names 

i TRIANGLE went to press 
ers had indicated their inten- 
lg parties to the Reciprocal 
1 46 additional names have 
: total to date 132. Returns 
will soon swell the list. We 
tew parties to the plan below. 

American Motor Co., Battle 

Creek, Mich. 
Auto Service Station, Tallas- 

see, Ala. 
Peverill Motor Sales Co., 

Waterloo, Iowa. 
Atlas Motor Car Co., Dayton, 

Ohio. 
R. T. Cassell, Jacksonville, 111. 
The Home Garage, Paducah, 

Ky. 
Robert Johston, Wilkes-Barre, 

Pa. 
Meade Motor Co., Gallatin, 

Mo. 
Harry C. Collins, New Paris, 

Ohio. 
A. P. Hess, Newark, Ohio. 
Percy Willis Auto Co., Waco, 

Texas. 
Wentworth & Burr, Cresco, 

Iowa. 
Mignin & Lane, Wheaton, 111. 
E. A. Kemp fit Son, Greenville' 

Mich. 
H. L. Simpson, Gainesville, 

Texas. 
Louis J. Sherland Co., Evans- 
ton, 111. 
Schumacher's Garage, De- 
la van, Wis. 
Standard Automobile Co., 

Wheeling, W. Va. 
Chas. J. Moody. Elgin, 111. 
Kixmiller & Son, Bicknell, Ind. 
Carr Motor Co., Iowa City, 

Iowa. 
W. T. Grigg, West Liberty, 

Iowa. 
Duree-Adams Motor Co., Cen- 

terville, Iowa. 
Louis Geyler Co., Peoria, 111. 



Wright Sells Super-Sixes to 
Prominent Virginians 

CE. WRIGHT, Hudson distributor at Norfolk, Virginia, likes to 
sell Super-Sixes to the "big fish" in his town. He has been 
particularly successful in selling to local bankers. Speaking of 
this, he says: 

"On the day of the arrival of the Super-Six demonstrator, I went 
to the Seaboard National Bank to take W. T. Old, the president, for 
a ride and show him the car, and happened in just at the adjournment 
of a Board of Directors' meeting. In addition to Mr. Old, Goldsboro 
Serpell, Chairman of the Board, C. Syer, one of the directors, S. Heth 
Tyler, the attorney for the bank, and C. Moran Barry, went along. 
At this time we have either delivered to, or have orders from, Messrs. 
Old, Serpell, Tyler, and Syer. Mr. Barry is the only one of the five 
who has not purchased a Hudson car, but he is entirely sold and will 
soon drop into our place and sign an order. 

"In addition to these gentlemen, Caldwell Hardy, the former 
president of the Norfolk National Bank, who is now Federal Reserve 
Agent in the Richmond Federal Reserve Bank, Nelson S. Groome 
president of the Bank of Hampton, R. I. Mason, president of the 
First National Bank of Newport News, and Wm. H. Jones, Jr., 
president of the Farmers' Bank of Nansemond, at Suffolk, are all 
driving Hudson cars. 

"Down at the Seaboard National, the side street next to the bank 
on Mondays at about twelve o'clock looks like a Hudson service 
station, there are so many bright new Super-Sixes parked there. No 
other car enjoys the popularity of the Super-Six in Norfolk and 
vicinity." 

Stripped Super-Six Wins Race 

AT Kalispell, Montana, the 
principal sporting event 
on the 4th of July was the 
racing of local stock motor cars. 
The Kalispell "speedway" is 
a half-mile dirt track with flat 
turns. 

A stripped Super- Six, with 
ordinary gear ratio, won the 

principal dash of the day, five miles in 6 minutes flat. Several well- 
known cars contested for the day's honors. F.D. Stoop, who drove 
the car, beat his nearest competitor a whole mile. The picture here- 
with shows him coming through the stretch on the final lap all alone. 

"Perfect" is Arkansas Girl's Verdict 



O' 



on Super-Six 



^N a recent Sunday, P. D. Scott, Van Buren, Arkansas, came 
through the mountains of Arkansas to Little Rock in his 
Super-Six," says E. O. Brack Hudson dealer at the last 
named place. "The distance of 165 miles from Ft. Smith to Little 
Rock was covered in 9 hours. 

"The car was driven the entire distance by Miss Caroline Scott, 
whose verdict regarding the Super-Six can only be expressed by one 
word — PERFECT. 

"Miss Scott complained of no fatigue whatever and stated she was 
ready to make the drive again next morning. 

"There are no pike roads on the route followed, all roads being 
ordinary dirt, very rough and rocky. The car carried six grown 
persons and baggage. 

"Mr. Scott says they met and passed at least 40 cars on the trip, 
indicating there is considerable touring along this route." 

New Zealand Dealers Tour Southern 
Island in a Hudson 



Representatives of Rink Taxis, Ltd., Dealers at Christ church, New 
Zealand, recently toured the Southern Island. These pictures, snapped at 
Conway River (left) and on the road to Lake Kaneri, Hive an idea of the 
ruft&ed beauty of New Zealand. 
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The Personal Touch 



N editorial in the July issue of the Wells-Fargo Messenger 
with the above heading makes a splendid point. The editorial 
runs like this: 

The young man who answered the telephone in the branch office found that 
the rate to Seattle was desired. It was a fairly simple question. He might have 
answered it, said "good-bye" politely and hung up the receiver. Or, better 
still, he should have made sure that the person who made the inquiry had a package 
to send, found his name and his address and put both down in the driver's call 
book. 

He followed neither of these paths exactly. He did find the shipper's name 
and address, however, and that noon, when his "lunch relief" came into the 
office he put his new straw hat on the back of his head and went up to see the 
shipper. The result was that he got, not one package, but many — six thousand 
of them all told, on which the Wells Fargo charges were approximately six thousand 
dollars. The shipper had intended to divide this shipment between three com- 
panies, but he liked our young man and he sent it all "The Fargo Way." 

"Personal touch did it, I guess," the young man finally admitted to us. 
"He seemed to like it because we sent a man up to see him." 

The personal touch wins in the sale of motor cars, as in all kinds 
of selling. There are hundreds of possible buyers of cars right this 
minute who may be considering the purchase of any one of several 
makes. It would be the easiest thing in the world, if a Hudson sales- 
man called on these prospects, to sell a Hudson Super-Six to many of 
them. No doubt there are many men who are today considering the 
purchase of two or three cars. A personal call by a Hudson salesman 
would be pretty sure to land at least ONE Hudson Super-Six order. 

So don't forget the "Personal Touch." Get into personal touch 
with as many prospects as you can. Tell them promptly that you 
want to sell them a Super-Six. Every prospect you talk to who is 
actually in the market for a car will listen with interest to your Super- 
Six selling arguments with genuine interest. Once interested, your 
chance of making a sale is excellent. 

Super-Sixes Prove Stamina Racing 
Over Rough Dirt Tracks 

UPER-SIX touring cars, with 
no alterations save changed 
gears and racing bodies are 
distinguishing themselves racing 
over the rough dirt natural 
courses of Oklahoma and Texas. It 
would be hard to imagine rougher 
going. 

At Shattuck, Oklahoma, re- 
cently, Super-Sixes were entered in a 
holiday race over a nine-mile natur- 
al road course, two miles of which 
had shifting sand, making the driving 
very difficult. The distance was 
216 miles. One was entered by 
Ensminger Bros., of Shattuck, 
Okla., and the other by the McClel- 
land-Gentry Motor Car Co., Hud- 
son distributors at Oklahoma City. 
They finished first and third, re- 
spectively. The prizes were $1,000 
for first and $250 for third. Con- 
sidering the rough course, both cars developed fine speed. The 
average time was 47 miles per hour. 

One stop to change a tire cost Mr. McClelland second position in 
this race, the prize for which was $500. 

The Ensminger Bros.' Super-Six which won the Shattuck, Okla- 
homa, race also captured first money recently in competition with 
several high-rated cars at Ochiltree, Texas, at 350 miles. This race 
was run in two consecutive days, 150 miles each day, before a crowd 
of 12,000 people who drove in motor cars to the course, which was 
forty miles from a railroad. The Ochiltree course was a rough 
natural one, two miles around a lake. In this event the average time 
made by the Super-Six was 57 miles per hour. Mr. Ensminger netted 
$2,100 in the two races. Neither his car, nor the McClelland-Gentry 
Super-Six experienced any engine trouble in these races. 



S 



McC lei Ian -Gentry Super-Six Third 
at Shattuck, Okla. 



This is the Ensminger Bros. Super-Six that was First at Shattuck, Okla., and 
Ochiltree, Texas, winning $2100.00 in Prize Money 

There is much enthusiasm over contests of this sort in Oklahoma 
and Texas, where automobiles are used by everybody. The Super- 
Six has already made a big reputation with the southwesterners 
because of the power and endurance shown in these contests. 



Great Local Advertising by Tom and 
Frank Botterill 
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WE reproduce above a section of two large advertisements re- 
cently inserted in the Denver and Salt Lake newspapers by 
Tom and Frank Botterill, Hudson distributors at those 
points. 

Tom drove a Super-Six from Detroit to Denver, 1,530 miles. 

Frank, accompanied by his wife, drove a Super-Six from Phila- 
delphia to Salt Lake, via Denver. 

Both these tours demonstrated in a phenomenal way the powers 
of the Super-Six. When these gentlemen got home they immediately 
set to work to write big, graphic stories of Super-Six performance in 
telling, inspired, enthusiastic language. And they used their stories 
in large space in Colorado and Utah papers to advertise the car they 
distribute. Having personally tested the Super-Six in a way that 
left nothing to the imagination, they told of its prowess to the 
public. 

As specimens of high-class advertising these two pieces of "copy" 
stand the minutest analysis. No stories of Super-Six performance 
over the roads yet written have had greater "punch." 

Indeed, they were considered so good that one of them was used 
for a whole page ad in the July 22 issue of the Saturday Evening 
Post. The big price of a page ad in that publication is the only 
thing that prevented BOTH ads from being run. Needless to remark, 
"copy" has to be considered 100 per cent good before the price of a 
page in the Saturday Evening Post is appropriated. 

The Botterills, Tom and Frank, are among the most successful 
distributors of Hudson cars in the United States. In all probability 
they will be very rich men, if they are not so already. 

The reasons for their success are obvious. They have vision. 
They are enthusiasts. They are willing to spend money to make 
money and, better than all, they know how to do it. 

They are strong advertisers. They have spread the fair fame of 
the Super-Six broadcast in their section of the land. They never stop. 
One big spread follows another. They always find something new 
and novel to advertise about the Super-Six and they do it in a big, 
sweeping, unique way. 

We pass on the story of Botterill ingenuity and enthusiasm and 
enterprise to other Hudson distributors and dealers. Those who 
emulate their lead cannot fail to profit by it. 

The Super-Six is a wonderful car. It is represented by many 
wonderful men. It is susceptible of wonderful advertising by these 
men. Those who grasp their opportunity are going to enjoy a great 
success. And the Hudson company has no greater ambition than 
the success of its distributors and dealers. It backs them up. 

One Puncture Only Delay in 1640 Mile 
Trip in Super-Six 

" ■ "%R- and Mrs. George Titus and their daughter recently returned 
I 1 from an extended motor trip through the New England 
* * states," said J. E. Gomery of Gomery & Schwartz, distri- 
butors at Philadelphia, at the factory last week. "The doctor and 
his family traveled 1,640 miles in their Super-Six. The only difficulty 
experienced on the entire tour was one puncture. Sixteen miles on 
a gallon of gasoline was the record. Naturally, Dr. Titus is highly 
pleased with this performance of his car. The round trip was made 
in sixteen days, no attempt being made to travel at high speed." 
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"Hudson Dealers Merely Order Takers" 

— Says F. A. Ordway, Vice-President of The Henley-Kimball Company, Boston 



PERHAPS all dealers will not agree with this 
statement by Mr. Ordway, but on close analy- 
sis of the retail business done by the Henley- 
Kimball Company in Boston on the Super- 
Six, and judging it to be typical of what other 
dealers have done, there is much truth in Mr. 
Ordway's statement. 

Not since the Super-Six was first announced at 
the New York Show has there been enough cars 
to take care of the demand. Every salesman can 
give numerous instances to show that if he had 
been able to promise delivery he could have taken 
more orders. With that condition existing, it is 
not surprising that salesmen have not made much 
effort to make sales, because no effort was re- 
quired to take care of all the cars they could get. 

At first the claims for the Super-Six were some- 
what skeptically regarded by the public. People 
said "There must be something not quite right 
with this new car. Let us wait and see." But 
15,000 are now in the hands of owners and 
those 15,000 cars have removed for all time any 
doubt that might have been in the public's mind 
with reference to the success of the Hudson Super- 
Six. With that groundwork upon which to base 
sales arguments, it is now time to analyze the 
character of these buyers. Boston's experience 
merely reflects what must apply in all territories 
large or small. 

As Mr. Ordway points out, the deliveries they 
have made of the Super-Six went to customers 
* 'who came in on their own initiative and, after 
riding in the Super-Six, insisted on delivery." No 
direct campaign was made upon any class of 
buyers. Even former Hudson owners were allowed 
to exercise their own initiative to investigate the 
Super-Six. 

Owners of other cars, also, came to see the 
Super-Six, and many who had not owned automo- 
biles, or did not have cars to trade in, also were 
attracted to the Super-Six by its records. 

This shows the power of advertising the won- 
derful performance of the car. 



How are we now to analyze these things in con- 
nection with future sales? Boston in the first six 
months of 1916 sold 286 cars, of which 121 went to 
former Hudson owners. Those who had owned 
other makes of cars and turned them in towards 
the Super-Six totaled 78, and there were 87 clean 
sales. 

Look over the list of other makes of cars as 
shown in Mr. Ordway's report. Check that against 
your own sales. Does it not reveal that since 78 
owners of other makes of cars voluntarily sought 
out the Henley-Kimball Company with the in- 
tention of buying a Hudson Super-Six that con- 
centrated effort was directed towards those buyers? 

Thirteen Cadillac owners voluntarily came to 
the Henley-Kimball Company to buy a Hudson 
Super-Six. Out of the hundreds of Cadillac 
owners in that territory concentrated efforts 
would have made them buy the Super-Six. This 
reasoning also applies to other makes. 

There is much gratification found in the large 
number of former Hudson owners who have come 
back for the Hudson Super-Six— 121 out of a total 
of 286 sales. Analyze these figures carefully. 
They will probably show that in approximately the 
same proportions, varying only in numbers, ac- 
cording to the volume of business you have done, 
your experience has been almost identical with 
that of Boston. 

"You will note," says Mr. Ordway, "the com- 
paratively small number of cars of other makes 
that we have taken in trade, which shows that we 
have not made a direct campaign on any of these 
models, not even circularizing them. But we 
have started a campaign that includes the owners 
of all the principal types of cars, and will insist 
from now on that they take a ride in the Super- 
Six. Hereafter we are going to SELL Hudson Super- 
Sixes and not merely take orders." 

We believe this to be a practical suggestion to 
every Hudson sales organization. 

Here are the retail sales figures of the Henley- 
Kimball Company upon which the foregoing 
analysis is based: 



HUDSONS 121 

Cadillac 13 

Buick 9 

Packard 6 

Overland 6 

Chalmers 4 

Peerless 4 



Steams-Knight. ... 3 

Winton 3 

Rambler 3 

Chevrolet 3 

Pope-Hartford 3 

Haynes 2 



Metz 2 

Dodge 2 

Maxwell 2 

Studebaker 3 

Ford 2 

Jackson 1 



Cole 

Lenox 

Pierce Arrow. 

E. M. F 

Hupmobile. . . 

F. A. L 

Marquette . . . 



RECAPITULATION 

Total Hudsons 121 

Total Other Makes. 78 
Clean Sales 87 

Total Sales 286 
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Prodigious Expansion of New York Hudson Distributor 

Occupying Magnificent New Service Building — 
To Construct Finest Garage in World 



Exterior View of New Service Building of 
Hudson Motor Car Company of New York at 
243-249 West 67th Street, now occupied. 



HUDSON leadership is being expressed all over the country through the construction of 
monumental buildings to meet the demands of fast-growing business. 
Nowhere is progress being expressed in a greater degree than at New York. One 
of the finest service stations ever built by a motor car company was recently dedicated by 
Harry S. Houpt and his associates in the Hudson Motor Car Company of New York. The 
new building is located at 243-249 West 67th Street, in the heart of the automobile district. 
It is six stories high, contains over 60,000 square feet of floor area, is absolutely fire-proof, 
and is equipped with all modern appliances and conveniences for safety, comfort and efficiency 
in the rendition of Hudson Service. The picture of this building here presented can of course 
give no idea of the beauty and splendid taste displayed in its interior decoration and equipment. 
Mr. Houpt and his aides have perfected plans for the erection of the largest and most 
complete public garage in the world, destined to accommodate 600 cars. This splendid 
structure will be built on a plot of 41,000 square feet running 100 feet west of West End 
Avenue to the Hudson River and clear through the block from 68th to 69th Streets, with 
entrances on both streets. Slow-moving elevators will be dispensed with and wide ramps 



with easy grades will connect the various 
floors with the street level. 

Our picture gives a fair conception of 
the mighty size and commanding location 
of this superb structure. 

Mr. Houpt is felicitated on the pos- 
session of the nerve and vision to project 
to success building enterprises of such 
gigantic proportions in the world's largest 
metropolis. They are fitting homes for 
Hudson cars. Mr. Houpt and his asso- 
ciates deserve the success that will un- 
doubtedly crown their enterprise. 



Largest and Most Complete Garage in the World under construction by Hudson Motor Car Co. of New 
York, to run through 68th to 69th Street on West End Avenue. Portrait of Harry S. Houpt. 



New Entry for "Fast Sales Stakes " Georgian Thinks Super-Six Peerless 



ROYAL H. CASE, sales manager of the Jesse A. Smith Auto Co., 
Milwaukee, contributes a few interesting paragraphs to the 
TRIANGLE appropos of the speed with which Super-Sixes 
can be sold: 

"We note in the July 29th issue of the TRIANGLE that Mr. 
O. H. Gibson, salesman for the J. P. Bleeg Company, distributors in 
Sioux Falls, S. D., claims the record time for making a Super-Six sale. 

"We don't care to contest this, but will leave it to your own 
judgment as to who used the least amount of time. 

"Last Thanksgiving Day, George Clayton of this city called Mr. 
Smith on the telephone, said 'Order me one of those new cars coming 
out next year,' and hung up the receiver. 

"A short time ago John Phillips of Milwaukee walked into the 
salesroom, said to the writer, 'I want one of those new Super-Sixes. 
How much deposit do you want, when can I get delivery, and what 
do you want me to sign?' 

"I am willing to leave it to your imagination as to how long it 
took us to write a contract for him. 

"We congratulate Mr. Gibson on his sale, and hope that he makes 
many more in the same way." 

Next! 

Race for Super-Six at Enid, Okla. 

WITH Tony Workman in the driver's seat and Dick Jolly in 
the role of mechanician, the McClelland-Gentry stripped 
Super-Six recently won the ten-mile free-for-all on the 
Enid, Oklahoma, speedway. 

The winning Super-Six was driven to the course from Oklahoma 
City the morning of the race. The Hudson car sprinted into a 
winning lead from flag fall, and repeatedly lapped every other car 
except one. As usual, the motor functioned perfectly. No tire 
trouble. 



MORRIS YOW, Hudson dealer at Athens, Georgia, has had re- 
markable success with the Super-Six, for which the demand 
has been active in his section. 

One of his customers was Gasper Palminsano, prominent in 
Athens, whose Super-Six enthusiasm is unbounded. He recently 
wrote Mr. Yow this splendid letter: 

"Dear Yow: 

After owning several different makes of automobiles I am now 
driving a Hudson Super-Six, which I find most satisfactory in every 
way. I have driven in high gear from one to seventy miles per hour. 
Since purchasing my car I have driven it a little more than twenty- 
six hundred miles, and have never experienced the slightest trouble 
nor have had one cent of expense. Every day I own the car proves 
to me conclusively that there is not another car on the market selling 
under three thousand dollars in the Hudson Super-Six class." 

Super-Six Enthusiasm Plus 

LAURENCE L. DRIGGS is the President of a big copper com- 
pany at Whitewater, Colorado. He owns Hudson Super-Six 
car No. H-335, and is going to take it with him to Europe 
about September 10th. Writing the factory about a little fixing up 
and shipping to Liverpool, he interpolated as in his letter the following 
concerning his car: 

"The car is in splendid condition, although I abuse it very much. 
I climb over these rocky mountains through brush and sand daily, 
yet on a smooth stretch I fly along at fifty miles an hour. I have run 
the car over 5,000 miles under these conditions, yet have had no very 
serious breakage. The car attracts attention wherever it goes, and 
I am very proud of its behavior." 

Mr. Driggs has renamed his copper company the "Super-Six 
Copper Company." It is so printed on his letter-heads. That's 
going the whole limit. It's Hudson Super-Six enthusiasm PLUS. 
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Small Distributor Succeeds Through Advertising 



Specimens of Some of the Booklets and Folders Recently 
Distributed by Robinson Motor Car Co. 



THE Robinson Motor Car Co., distribu- 
tors at Columbus, Miss., are winning 
success through genuine Hudson enthu- 
siasm and regular and consistent advertising. 

Handicapped by not having a newspaper 
in his territory with wide circulation, Mr. 
Robinson uses other means of reaching his 
prospects. He prepares folders and booklets. 
The moving picture houses in Columbus and 
nearby towns are showing Super-Six slides. 
Over thirty 10 x 20 feet bill-boards in that 
territory advertise the Super-Six and the 
Robinson Motor Car Co. Super-Six auto caps 
have been widely distributed to the ladies. 

Mr. Robinson has only a 25 car contract. 
He appropriates a certain percentage per car 
and spends it in advertising. He has sold his 
allotment. He is a success. He has shown 
himself capable of doing bigger things — and 
probably will another year. 

There are a number of distributors with 
contracts about the size of the Robinson 
Motor Car Co. who would find it to their 
financial advantage to do more in the way of 
advertising than at present. 



Boy Writes Father "Super-Six 
or Nothing" 

A P. NUTE of the Northwest Motor Co., Seattle distributors, 
has a good friend there whose boy is at school in the East. 
He got wind of the fact that his dad thought of buying a car. 
On his own hook he did a little investigating, and this is a copy of 
the letter he wrote his "pa.": 

My Dear Dad: 

I sent you my marks yesterday, and I guest they need no further comment. 

I was down looking at the new car yesterday, and it certainly is a 

mighty nice little car. As the fellow down there said, it is practically the same as 
the 1915, except that all the "bugs" have been taken out. Nevertheless, I still 
do feel that since you will have to put up three or four hundred dollars for one, 
it would be far better to put in another three hundred and get a Super-Six. 

When I think of how much I drove the Huiskamp's Hudson last summer, 
consider how little care it had, remembering that it never once caused any trouble, 
and how beautifully it performed, it naturally makes me strong for the Hudsons. 
If this new Super-Six is half what they claim it is it certainly must be a wonder. 

Of course you immediately will say it is too big, and will cost too much to 
run. Forget the bigness, and I am absolutely sure that after driving one for a 

week, everyone would say it was a good deal easier to handle than a or 

anything else. 

Now with regard to expense, you can work that out better than I can, at 
least as far as gas is concerned (which I believe is the cheapest part of running 
any car) by an actual demonstration. I think we are perfectly safe in saying 

that repairs will be no more than they are for the , with a good chance 

of them being less on account of a great deal less vibration. Equipment includes 
over-aixed tires 35 x 4H. but there is no reason why we should not use 34 x 4 

which are the same as the has. Oil consumption on the two cars will 

be about the same, and the will probably run fourteen miles on a gallon 

of gas and the Hudson 12. You will see I have made running expenses identical 
for the two cars, and I do not believe I have stretched my imagination in doing 
it either. 

The big point between the two cars is this: The is an ordinary 

automobile, probably a little better than the cars of the same price. The Hudson, 
however, is an extraordinary car. The Hudson Six-40 was the best Six built. 
But the Super-Six with the same size of motor, has increased the power by 80 
per cent. And the difference is still great when compared with cars of many 
cylinders. 

This has been proved in many comparisons, in shop tests and on roads. It 
can be proved to you by any Hudson dealer. Every present reason for the Eight 
or Twelve has vanished. That is if you have a Super-Six nobody will have any- 
thing on you, you are as well off as a fellow with a Twin-Six (or at least you can 
make yourself believe you are) and lastly you can be pretty sure you have a car 
that you won't want to get nd of for at least five years, simply because there is 
little chance of anything better coming out. 

The one place the has it over the Hudson is the windshield, but I 

suppose if we felt we must do it, we could have a longer piece of glass put in the 
Hudson which ought to fix the matter up in good shape. 

In short, my argument is this: A Super-Six or NOTHING. 
Your loving son. 

Jack. 

The name of the family is purposely withheld — but it is a well- 
known one in Seattle. 

Mr. Nute says he expects to sell the writer's dad a Super-Six any 
day now. 

"Rides Easy and Eats the Hills" Says 
Booth Tarkington of His Super-Six 

>OOTH TARKINGTON, the famous American author, who 
i was one of the first to order a Hudson Super-Six, evidently 
likes his car/' said J. B. Hulett, Indianapolis distributor, at 
the factory the other day. "Mr. Tarkington got delivery of his car 
at Portland, Maine. In a letter to me a few days ago he wrote: 
'The car is altogether satisfactory and does everything claimed for it. 
Rides easily over these rough, rock-ridged Maine roads, eats the 
hills, and is a willing speeder when called upon. My driver, a very 
crotchety mechanic, is pleased and cheerful. For looks this car is 
the best I've had; in fact, I think it's better for the eye than any 
other car out.' " 



Loyalty 



U TF you work for a man, in heaven's name work for him. 
I If he pays wages that supply you your bread and 
^ butter, work for him, speak well of him, think well of 
him, stand by him, and stand by the institution he repre- 
sents. I think if I worked for a man, I would work for him. 
I would not work for him a part of his time, but all of his 
time. I would give an undivided service or none. If put 
to the pinch, an ounce of loyalty is worth a pound of clever- 
ness. If you must vilify, condemn and eternally disparage, 
why, resign your position, and when you are outside, damn 
it to your heart's content. But, I pray you, so long as you 
are a part of an institution, do not condemn it. Not that 
you will injure the institution — not that — but when you 
disparage the concern of which you are a part, you disparage 
yourself."— Elbert Hubbard. 



Super-Six Wins Laurels as Press Car 



Race From Denver to Laramie. Performs Creditably 

ON July 4th the Denver Times staff held their second annual road 
race from Denver, Colorado, to Laramie, Wyoming, a distance 
of 132 miles. This was a non-stock event, with about 20 cars 
entered, of which eight of them are reported to have finished. 

Tom Botterill of Denver loaned his original demonstrating car 
No. H-38 to Harold Hull, automobile editor of the Rocky Mountain 
News and Denver Times as an official press car. It was driven 
steadily without any attempt to speed it. It carried the driver and 
four passengers, three of them members of the Denver Times staff. 
Starting after all the cars in the race were on their way, and making 
several stops en route to get reports of the race, the Super-Six rolled 
into Laramie as the sixth car. It was considered an exceptionally 
fine performance. 
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C. R. Hardy is New General 
Manager at Louisville 

CR. HARDY has been appointed to suc- 
ceed G. S. Loomis as General Manager 
of the Southern Motors Co., distribu- 
tors at Louisville, Kentucky. 

Mr. Hardy spent a couple of days at the 
factory last week getting acquainted with the 
Hudson organization and in looking the plant 
over. 

The new general manager at Louisville was 
formerly president and general manager of 
the Rock Falls Manufacturing Co., at 
Sterling, Illinois, makers of automobile 
funeral cars, limousines, service and police 
patrol wagons. He is reputed to be a fine 
organizer, merchandiser and expert in sales 
problems. With his previous manufacturing 
experience he gives promise of ably managing 
the distribution of Hudson cars at Louisville. 
The Hudson Big Family cordially welcome 
Mr. Hardy to its ranks. 

Super-Six Sales Humming at 
Shreveport, La 

GEORGE D. WRAY, of the Wray- 
Dickinson Sales & Garage Co., dis- 
tributors at Shreveport, La., sends the 
factory a clipping from the Shreveport Times 
which is headed "Notes of New Owners of 
Hudson Super-Sixes." The article tells little 
stories in short paragraphs of nine happy new 
owners of Hudson Super-Sixes. This makes 
a good showing for the Hudson car and is good 
publicity. Other distributors and dealers, it 
is suggested, might follow this plan. Publish 
the names of your new owners in a list every 
now and then. 

Detroit Distributor Gets More 
Room 

THE Bemb'Robinson Company, distrib- 
utors at Detroit, have taken possession 
of a new building near their present 
quarters which has been equipped as an up- 
to-date sales and service station. The build- 
ing is of concrete and steel construction, 70 
by 140 feet, two stories high, and perfectly 
adapted to its purpose. The employees have 
special Hudson uniforms, the outside men 
wearing white, those working inside being 
clad in blue. 

Prominent People Buying 
Hudsons at Washington, D. C. 

THE Semmes Motor Co., distributors at 
Washington, D. C, announce a long list 
of recent purchasers of Super-Sixes. 
Men and women prominent in army and navy 
circles and in the big social life of the national 
capital are among those who have chosen the 
Hudson car. Many Touring Sedans, Cab- 
riolets and Town Cars have been selected. 

THE Henley-Kimball service wagon has 
earned the sobriquet of "Hudson Hurry - 
Up Car" in Boston. The car is built 
along the lines of a railway emergency wagon, 
responds to a call as fast as fire and police 
crews, is splendidly equipped and at the dis- 
posal of literally thousands of Hudson owners 
in that territory. 



Georgia Gubernatorial Candi- 
dates Drive Hudsons 

JW. GOLDSMITH, Jr., was at the factory 
last week. He says a hot campaign for 
the Governorship is now being waged in 
Georgia. There are four candidates and 
every one of them owns and drives a Hudson 
car. Judge Bottle has a new Super-Six, Dr. 
Hartman has a Hudson Six-40 and so has 
Mr. Dorsey. If elected the latter will buy a 
Super-Six. Governor Harris, who now fills 
the Gubernatorial chair and seeks re-election, 
drives a Six-40. However the election goes, 
Mr. Goldsmith is happy in the thought that 
the next Governor will be a strong Hudson 
man. 

Mobile in Gloom, Distributor 
Wants Cars 

GUY HARDWELL, president of the 
Mobile Auto Co., distributor at 
Mobile, Alabama, was in Detroit a 
few days ago and told factory officials that 
Mobile is literally gloomy just now as the 
result of the recent floods. "The electric 
lighting plant is not in operation and we are 
practically in the dark," he said. "Never- 
theless we need Super-Sixes. Even the flood 
and local unfavorable conditions has not 
lessened the demand/' 

Jones, of Akron, is Peeved 

ET. JONES, Hudson distributor at 
Akron, Ohio, drove a Super-Six home 
from the factory for one of his patient 
buyers a few days ago. 

Mr. Jones is peeved at a certain photog- 
rapher in his town. Akron has a sixty per 
cent grade hill which has long been the 
despair of motorists. With great enthusiasm 
Mr. Jones took out his best tuned Super-Six 
and proceeded to "burn it up" on high gear 
on that hill. The photographer got a poor 
picture of the performance. As Jones says, 
"We've got the hill, and I made the grade in 
great style with the Super-Six, but the 
camera man teetotally fizzled the job of 
making a picture that would show the per- 
formance up. I've tried twice and failed. 
I'll get it yet." 

Terre Haute Dealer Talks Big 
of Super-Six 

SC. HANNA, Hudson dealer at Terre 
Haute, Indiana, was asked the other day 
by a prospective purchaser of a car 
"How does the Hudson Super-Six differ from 
a $5,000 car?" He promptly replied "The 
difference is the tidy sum of $3,525, which 
remains in the bank on the correct side of the 
ledger sheet for the purchaser of a Hudson 
Super-Six. Outside of this there is a sur- 
prisingly small difference between the two 
cars." 

THE Hudson Sales Co., I. W. Dill, pro- 
prietor, Hudson distributor at Harris - 
burg, Pa., is erecting a modern two-story 
fireproof service station and salesroom on the 
site of its old salesrooms on Mulberry Street. 

INZ & TRUXELL, distributors at 
Lansing, Michigan have opened a 
new garage on Washtenaw Street. 



Oklahoma's New Service Car 
Has Interesting History 
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MILD sensation was created along 
automobile row last week when our 
b new service car made its initial ap- 
pearance," said J. L. McClelland, distributor 
at Oklahoma City. 

"The chassis of our service wagon is that of 
the first Hudson '33* that was shipped into 
Oklahoma. It reached Oklahoma City via 
American Express November 16, 1910, and 
has been in constant service ever since. It 
has traveled four times the distance around 
the earth. The original purchaser of this 
pioneer '33' was A. L. Nims of Oklahoma 
City, who drove it 80,000 miles with prac- 
tically no repairs other than tire replacements. 
We got the old car back as part payment for 
a new car. Now it is our brand new service 
car, ready to show its prowess to all Hudson 
owners in this big territory." 

Record Sales at New York 
in June 

"^T^HE month of June was our record 
I month," says Harry S. Houpt, head 
^ of the Hudson Motor Car Co. of New 
York. "Never before did we make as many 
sales or deliver as many cars. If the factory 
can keep pace with the New York demand for 
Hudson Super-Sixes we will have a great year. 
The superlative merit of the Super-Six has 
saved us from cancellations of scores of 
orders. My customers have been patient 
and now that the factory's production is 
catching up, I can see my way clear to making 
them all happy in a short time." 

Nashville Distributor at Factory 

JAMES S. FRAZER, head of the Imperial 
Motor Car Company, distributor at 
Nashville, Term., was a recent caller at 
the factory. Mr. Frazer had not been at 
headquarters since last March. He was 
pleased to note the fine state of production 
and generally bustling atmosphere around 
the factory and offices. 

Super-Six Endurance Car Be- 
ing Exhibited at Denver 

TOM BOTTERILL, distributor at 
Denver, is exhibiting the Super-Six that 
went 1,819 miles in 24 hours at his sales- 
rooms. Ralph Mulford took the car west 
with him when he went to Denver in con- 
nection with the Hudson entries in the Pike's 
Peak Hill Climb. The sturdy little Hudson 
with the wonderful endurance record is at- 
tracting great crowds. 

EIGHTEEN happy Hudson dealers re- 
cently went to Portland, Maine, and 
drove back to their home towns in 
Super-Sixes which had been sent the dis- 
tributor to fill long-standing orders. They 
made quite an impressive little parade as they 
sped away. 

RD. CURRY of the Curry Motor Car 
Co., distributor at Hillsboro, Ohio, 
was at the factory a few days ago. 
He only tarried long enough to get delivery 
of a Super-Six ordered for a customer weeks 
ago and drive it away. 
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Hudson Now Holds World's Greatest 

Hill Climbing Record 



Makes Fastest Time Up Pike's Peak 

O hill climb or mountain test in the world equals that imposed on motor cars that race to the 
summit of Pike's Peak. 

A Hudson Super-Six Special made the best time of more than 20 contestants to the top of 
America's most famous mountain, over the longest, steepest, highest travelable road in the world. 
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The start at a mile and three-quarters above the sea 
is higher by far than is the altitude of the finishing line 
in most hill climbs. 

The finishing point on Pike's Peak is almost two 
and three-quarter miles above sea level. In the 
twelve and a fraction miles of the course there are 60 
turns and the rise is almost one mile high. * There is 
no place where the car is not climbing. 

The high altitude affects the power efficiency of 
the motor and water boils at such low temperature 
that motors cannot be cooled as they are in lower 
levels. 

The Hudson climbed up this winding steep road 
to the "Top of the World" in 18 minutes 24 seconds. 
Its time was 2% minutes faster than the next fastest 
car. 

This feat now gives to Hudson practically every 
worth-while record. In speed — when 102.3 miles an 
hour was attained at Daytona — in endurance, when 
1819 miles were covered in 24 hours, with a stock 
Super-Six chassis, we established marks not likely soon 
to be equalled. 



Now we have added to these the greatest of all 
hill climbing feats. 

In it we have shown the endurance of the Super- 
Six. 

Motors of some of the most famous racing cars in 
the world were unable to withstand the strain of that 
climb and so did not get to the summit. 

It is constant hard pulling all the way, and more 
than three-quarters of the distance must be made in 
second speed even with specially geared cars. 

In addition to mere climbing, as is required in all 
hill climbs, here is added the difficulties of carburetion 
and cooling. 

The altitude that affects one's breathing so much 
that even the strongest man can stand only the least 
amount of physical exertion has a similar effect in 
reducing the power of the motor. 

We made that record in a contest in which were 
entered, as described by a Denver newspaper, "Fours 
— Sixes — Eights — Twelves and Super-Sixes." 

And, as in all tests in which they have been 
entered, the best performance was shown by the 
Super-Six. 
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Easy Riding of Super-Six Unconsciously 
Demonstrated in Illinois 



ISAAC K. LEVY, a lawyer at Murphysboro, Illinois, accompanied 
by his family, motored to the neighboring town of Elkville in 
his Super-Six a short time ago. At the latter place they had 
some ice cream. One of the party thoughtlessly placed a glass 
half full of water on the running-board of the car and forgot 
about it. The party motored back home, a distance of about 20 
miles, over ordinary dirt country roads, up and down hills and over 
bridges and culverts. Back at their home garage they discovered the 
glass, somewhat dusty but still half filled with water, right there on 
the running-board of the car. 

"While this may seem incredible to some," writes Mr. Levy, "the 
occurrence was an actual fact, witnessed by several, any one of whom 
would be willing to make affidavit to it. The incident demonstrates 
conclusively that in the Hudson Super-Six one may enjoy a ride with 
the same ease and comfort as though traveling in a Pullman Palace 
Sleeping Car. I am more than ever enthusiastic over our Super-Six." 

Super-Six Wins Hill-Climb and Standing 
Start in Ohio 

NOT being satisfied with winning all the events in the hill climb 
at Waynesville, Ohio, on July Fourth, John Law & Son, with 
"Tad" Smith, of the Welbon Motor Car Company, of Cin- 
cinnati, went to Fort Ancient with the Hudson Super-Six and suc- 
ceeded in taking five passengers up the hill on the east side of the 
river on high gear. This, they think, is a record never before made 
by any stock car at any price. 

Some very fast time was made in the hill climb at Waynesville. 
The second event, cars selling for more than $1,000, was easily 
won by the Hudson Super-Six driven by "Tad" Smith, who made 
the fastest time of the day, 36 seconds. 

The third and final event, free for all, standing start, went to the 
Hudson Super-Six, time 42 Yi seconds. 

Oklahoma Super-Six Wins More 
Races in Texas 

^UR Super-Six at Lubbock, Texas, won a 150-mile race on a 
mile and a half track on 3rd. Average 68 miles per hour. 
Also won fifty-mile race 4th same track. Average 81 miles 
per hour. Kirk's Super-Six from Hutchinson, Kansas, ran second in 
both races. Have another 150-mile race on 5th. 

McClelland-Gentry Motor Co." 

The McClelland-Gentry car won the 150-mile race on the 5th. 
Time 2 hours 15 minutes. Four stops for tires. 

From the foregoing it will be seen that our Oklahoma distributors 
are campaigning their Super-Six with great success over the "dirt 
speedways," and that it is making fast time. The car is being driven 
by Tony Workman, assisted by "Dick" Jolly, as mechanician. These 
lads are barely of age. 
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A MAN should never be ashamed to own that 
*** he has been in the wrong; it is but saying, 
"I am wiser today than yesterday." 

—Pope 



New Hudson Dealer Without Demon- 
strator Shows Salesmanship 
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^E have recently taken the agency for the Hudson Super- 
Six," writes John F. Carter, manager of Higginbotham & 
Co., Rot an, Texas, "and have been introducing the car to 
people in this territory without a demonstrator. 

"We recently had an experience which we think will interest 
TRIANGLE readers. A Mrs. J. D. Smith, who lives 15 miles up in 
the mountains, was in the market for a car. Salesmen from several 
adjoining counties were demonstrating to her all the best cars in the 
territory, and she was giving all comers every opportunity to show 
what their cars could do. We went after her TALKING Hudson 
Super-Six. We went out to see her two or three times in an old 
Kissel Kar, the only conveyance we had. We sold Mrs. Smith a 
Super-Six Touring Sedan. Of course we could not even show her 
one, and she had never seen or ridden in a Hudson car. 

"We wired our order to Dallas and in due course got the Touring 
Sedan and delivered it. Mrs. Smith has had the car about 10 days 
and is driving it up and down the mountains with great pride. She 
pulls up all the hills on high gear. Mrs. Smith's Hudson Super-Six 
Touring Sedan is the talk of the country. She says she likes it 
better every time she looks at it or drives it. 

"We think this is a case of the 'survival of the fittest/ as the 
Hudson Super-Six will sell on its record. In this instance we sold it 
against all the others without a show-down. Me for the Hudson 
Super-Six." 

Bemb Installs Device to Hasten 
Hudson Service 

ANEW device, just installed throughout their building by the 
Bemb-Robinson Company, distributors for Michigan, has 
revolutionized inter-department communication and greatly 
facilitated service. This apparatus, which consists of a number of 
electrical instruments, each known as a Telautograph, is a compara- 
tively new patented invention. 

"This instrument," explained Mr. Bemb, President and General 
Manager of the company, "enables me to instantly communicate in 
writing with any department head without being dependent upon any 
third person. 

The Telautograph might be found equally valuable by other 
Hudson distributors and dealers. 

Brooklyn Has New Service Station 

"He who serves others well serves himself best of all," says Robert Cole 
manager of the Brooklyn branch of the Hudson Motor Car Company of New 
York. "We have just opened our new service station and while we know that it is 
impossible to satisfy everybody all the time, we aim to please everybody moat of 
the time. We have incorporated several new features in our new place, among 
them being a steel stock room and a finely appointed waiting room in which car 
owners may rest while their cars are being adjusted. Jack Craig, who has been 
with the company for some time, is in charge of the new service station, with 
twelve men to help him. The station is equipped with a special service car. drill 
presses, lathes, air compressors and, in fact, everything needed to take care of 
customers. We intend to perpetuate the reputation of Hudson Service in 
Brooklyn." 

Hero of Carrizal Battle Motors 
in Super-Six 



CAPTAIN LEWIS S. MOREY, U. S. Army, was severely wounded 
in the battle of Carrizal. With his wife he spent some time at 
Austin, Texas, recuperating from his wound. He kept in the 
open air to regain his strength as rapidly as possible and drove a 
Hudson Super-Six constantly around the Texas capital. The above 
picture was taken in the capitol grounds just previous to the return 
of the Captain to join his regiment in Mexico. The picture was con- 
tributed by R. M. Thompson, Hudson dealer at Austin, who spent 
much time motoring with the Captain and his wife during their 
sojourn in that city. 
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Send Us Names and Photographs of 
Socially Prominent Hudson Owners 

A HUDSON distributor writes the factory as follows: 
"We find one of the principal handicaps in the sale of Hudson 
closed cars to the class of people we are working with in our 
territory is that they are disposed to think that in order to get what 
they want in stability, etc., they must purchase high-priced cars. It 
has occurred to us that if you could furnish us a LIST of the socially 
prominent people in the country who own Hudson closed cars, and 
if practicable photographs of them, it would be of material help." 

Distributors and dealers are requested to cooperate with the Ad- 
vertising Department by sending a list of ALL the socially prominent 
people in their territory who are owners of Hudson closed cars. If 
it can be arranged, get photographs of them — not "at the wheel" 
inside, but standing outside their cars or about to step into them. 
Compliance with this suggestion will enable us to help you all in your 
closed car sales work. 

Another Quick Super-Six Sale 

"/ | \HE South Dakota salesman who sold a Super-Six in ten 
| minutes hasn't much on me," says W. H. Parrish, dealer at 
^ Dunn, North Carolina. 

"I drove to a neighboring town one evening not long ago to show 
a prospect my demonstrator. He liked it, but we did not trade. I 
stayed with him perhaps thirty minutes and came home. I had 
never shown him a new car. Next day he called me up and asked 
me whether I thought he would be better satisfied with thesecond- 
hand car at the price, or a new one. I advised that he buy a new Super- 
Six. He placed his order over the 'phone. He has his car and says 
he would not sell it for $2,000 if he could not get another Super-Six." 

Attractive Closed Car Catalog Ready 

THE new Super-Six closed car catalogs are off the press and two 
copies have been sent to all distributors and dealers. This is 
one of the most artistic pieces of advertising matter we have 
prepared. The catalog is quite in keeping with the exclusive and 
distinctive Super-Six closed cars it illustrates and describes. Dealers 
should send this catalog to all the closed car prospects they have 
in their territory. A supply of the coach catalog will be sent only on 
request from distributors and dealers. 



Many New Subscribers to Reciprocal Service Plan 



TCE the August 5 issue of the TRIANGLE many more 
ealers have signed up for the Reciprocal Service Plan, 
/ith 118 more names the thermometer now registers 
Dealers who do not see their names in this list may 
r them in the next issue. 

Law Motor Car Co., Fletcher- Demaine Co., Alexandria* 
ciapolis, Ind. Va. 

dinger, Chester, W. Va. Carney Auto Co., Clarksville, 

Tenn. 
Riley & Nickel Hardware Co., 

Celina, Ohio. 
Aultman Motor Co., Jacksonville, 

Pla. 
A. Kingman Moore, Macon, Qa. 



Co., 



Carriage & Auto 
rsburg, W. Va. 
smundson, Radcliffe, Iowa, 
altennan, Parowan, Utah, 
leathers, Elkton, Ky. 

rr Motor Co., Colorado 
gs, Colo. 

L. Emery, What Cheer* 

otor Company, Winston- 
i. N. C. 

a Motor Car Co., Mat- 
111. 

Br. Pennywitt, Delta, Ohio. 

>ur Ranck, Lancaster, Pa. 

nith, West Liberty, Iowa. 

in Doran Company, Spo- 
Wash. 

F. Free, Hot Sulphur 
gs, Colo. 

e Donnan, Jr., Richmond, 

n Automobile Co., Butler, 

i-Barron Co., Schenectady, 

i & Dixon, Racine, Wis. 
Implement Co., Harlan, 

bhnson, Topeka, Kans. 

-Reighard Motor Car Co., 

na, Pa. 

-loyd & Sons, Rock ford, 

Motor Car Co., Pulaski, 

[eech fir* Co., London, Ohio. 
& Duke, Wellsville, N. Y. 



Hannibal Oarage & Machine Co., 
Hannibal, Mo. 

Auglaize Motor Car Co., New 
Bremen, Ohio. 

Williams Auto Co., Westfield, 

Mass. 
M. J. Dannatt, Clinton, Iowa. 
Lucia Bros. Motor Co., Green 

Bay, Wis. 
Cowles & Co., Shelby ville, Ky. 
Eshelman Sales Agency, Sidney, 

Ohio. 
H. J. Williams, Ashland, Pa. 

A. L. Maxwell Co., Evansville, 
Ind. 

Will Goodale, Laramie, Wyoming. 
S. M. Hudson & Co., Greenville, 

Miss. 
R. Birge, Pueblo, Colo. 
Way's Auto Inn, Orlando, Fla. 
Hudson-Phillips Motor Car Co., 

Columbia, Mo. 

B. G. Smith, Sycamore, Ga. 

H. S. Armagost, New Bethlehem, 

Pa. 
Albany-Hudson Sales Co., Albany, 

Ga. 
J. H. Hoffman, Muskogee, Okla. 

B. R. Holstein, Ebenezer, N. Y. 
T. C. Wood Hardware Co.. Rhine- 
lander, Wis. 

C. C. Rose, Beckley, W. Va. 
Hinz-Truxell Auto Sales Co., 

Lansing, Mich. 



Chas. H. Johnson, Upper San- 
dusky, O. 

Kite-Barker Motor Co., Bristol. 
Tenn. 

McPhail Auto Co., Rockingham. 
N. C. 

Portage Boat & Engine Co., Port- 
age, Wis. 

Howard Rosso, Mt. Clemens, 
Mich. 

R. L. Blight, Eagle River, Mich. 

Ritter Automobile Co., Madison, 

Wis. 
H. A. Testard, New Orleans, La. 

Harry A. Scott & Co., Kalamazoo, 
Mich. 

Lee Richardson & Co., Vicksburg, 
Miss. 

Wm. A. Dumm, Spangler, Pa. 

The Service Garage, Watertown, 

Wis. 
Riggins & Tenney, Lakeland, Fla 
J. W. Peters, Waterford, Wis. 
Beedle Auto Co., Beloit, Wis. 
Gibson Bros., Laurinburg, N. C 
Blalock- Allen Auto Co., Wades - 

.boro, N. C. 
Smith-Foster Motor Car Cd.J 

Sharon, Pa. 
Smith-Foster Motor Car Co., New 

Castle, Pa. 
Gregory-Sikking Co., New Berlin, 

111. 
H. W. Miller, St. Mary's, Ohio. 
W. M. Michaels, Mannington, W. 

Va. 
J. P. O'Connell, Marshfield, Wis. 
P. I. Wilsey. Kahoka, Mo. 
Henry Reif, Weyauwega, Wis. 
Keel & Noecker, Monticello, III. 
A. N. Rowe, Kenney, 111. 
The Wesson Co., Lincoln, 111. 
Hatzel & Wilson, Weston, W. Va. 
C. J. Claudon, Fairbury, 111. 
C. M. Kendall, Illiopolis, 111. 
Beaumont Implement Co., Beau- 
mont, Texas. 
E. A. Sutherland, Hudson, Wis. 



Standard Motor Car Co., Mans* 
field, Ohio. 

Barnesville Garage Co., Barnes- 

ville, Ohio. 
Lou C. Dashner, Pt. Pleasant, W- 

Va. 
W. G. Dorsey, Lacon, 111. 
Kyle's Garage, Belle Vernon, Pa. 
L. E. Scarborough, Mt. Vernon, 

Ohio. 
H. H. Gossett & Co., Griffin, Ga. 

Florida Auto & Gas Engine Co., 

Tampa, Fla. 
Jas. E. Heck, Lexington, Va. 
J. B. Uhll, Mt. Auburn, 111. 
V. D. Sherburne, Woodstock, 111. 
Ames Motor Sales Co., Waukegan, 

111. 
Listman-Stratton Co., Troy, N. Y- 
W. E. Brady & Co., CoiMclne 1 

N. Y. 
Davis & McQuiddy, Marshall, 

Mo. 
Jas. P. McGowan, Van Home, 

Iowa. 
H. H. Tompkins, Jr., Westcliffe, 

Colo. 
Benjamin Hurwitx, Mt. Hope, W. 

Va. 
Lloyd Weaver Auto Co., Wichita 

Falls, Texas. 
Schrup Motor Car Co., Dubuque, 

Iowa. 
Hudson-Sherard Co., Freeport, 

111. 
Glenn Trimble, Palermo, N. Y. 
A. J. Cummiskey Motor Car Co., 

Lowell, Mass. 
W. T. Pilkington, Albia, Iowa. 
Saar & Robbing, Cantril, Iowa. 
R. E. Zenke, Indianola, 111. 
Beaver Garage, Beaver Dam, Wis. 
Knoxville Auto & Supply Co., 

Knoxville, la. 
Roswell Auto Co., Roswell, N. M 
Sewell Auto Co., Mary ville. Mo" 
Meyers Auto Co., Aplington, la 

ohnson & Corgan, Fredericktown 

Mo. 



Digitized by VjUO 



gle 



Prominent Japanese Automo- 
bile Men Guests of Factory 

IZ. Ishizawa and Isamu Hoshiko of the 
Japan Automobile Co., Tokyo, Japan, 
visited the factory a few days ago. These 
gentlemen have completed arrangements 
with the export department to handle the 
Super-Six in Nippon. Both speak excellent 
English and are men of education and stand- 
ing in their own country. The Japan Auto- 
mobile Co., is the pioneer motor car distribu- 
tor of the Japanese Empire, with several 
branches and numerous salesmen. Messrs. 
Ishizawa and Hoshiko were amazed at the 
extent and equipment of the Hudson factory, 
and carry back very enthusiastic impressions 
of the home of the Super-Six. Some beautiful 
photographs of the Super-Six in Japanese 
settings were promised for future reproduc- 
tion in the TRIANGLE. 

Virginia Farmer Has Owned Six 
Cars — Buys Two Super-Sixes 

JD. Tate, Hudson distributor at Chilhowie, 
Virginia, has just sold two Hudson cars 
to a prominent farmer in his territory. 
This farmer has owned and driven six other 
cars, all of them expensive, well-known makes. 
Now he has chosen a Super-Six Touring Car 
and a Roadster. Mr. Tate is confident that 
the time is not distant when he will be able 
to contribute an interesting story of Super- 
Six performance from his farmer buyer. 

Fon du Lac Dealer Has New 
Showroom and Garage 

LA. Voell of The Hudson Service Co., 
distributor at Fon du Lac, Wisconsin, 
during one of his periodical visits to 
headquarters last week, told of their new 
showroom and garage which has just been 
dedicated to the Hudson Super-Six. The 
showroom is 80 by 24 feet and the garage 
75 by 60 feet, which is considered quite 
sizeable in Fon du Lac. Mr. Voell reports 
quite an active demand for Super-Six Touring 
Sedans and Cabriolets in his territory. "There 
are just two classes of motor cars," says Mr. 
Voell, "The Hudsons and all the rest." 

Hudson-Phillips in Their New 
Place at St. Louis. 

THE Hudson-Phillips Motor Car Com- 
pany, distributors at St. Louis, are now 
occupying their new establishment at 
Locust and Leonard Avenue. No opening 
ceremonies marked the removal to the new 
stand. The plan is to hold a formal opening 
in September when the St. Louisans now 
summering at seashore and mountains will be 
back in town. In due course particulars re- 
garding this fine new place will appear in the 
TRIANGLE. 

R. E. Campbell has been appointed manager of the 
accessory department of the Hudson-Phillips Motor 
Car Co., distributors at St. Louis. Mr. Campbell has 
had considerable experience in that line in St. Louis 
and was formerly manager there for one of the big 
rubber companies. 



Detroit Hudson Service Man 
Now a Soldier Boy 

GG. VAN DAM, until recently one of 
the 125 "Super-Service Employees" of 
the Bemb-Robinson Co., Detroit Hud- 
son distributors, is now with the Michigan 
National Guard at Camp Ferris, near Gray- 
ling, Mich. 

"Van" was formerly in the Navy Yard at 
Brooklyn as a Naval Reserve. With five 
days of his term unexpired he was called to 
the colors and assigned to recruiting duty. 
Later he was company mechanic with Field 
Hospital No. 1, Camp Ferris, and has suc- 
cessively been stationed at Fort Sheridan, 
Ft. Brady and at Sault Ste. Marie. Now he 
is back in camp in Michigan. "Van" was a 
popular service man at Bemb-Robinson and 
is greatly missed by his pals there. 

E. V. Stratton Co. Entertain 

THE E. V. Stratton Co., distributors at 
Albany, N. Y. recently assisted in the 
entertainment of the New England 
delegation of the Rotary Club en route to the 
Cincinnati National Convention. Of the 
twelve automobiles furnished for the use of 
the traveling visitors, six of them were Hud- 
sons — four being Super-Sixes. Mr. Stratton 
reports many favorable comments on the 
performance of the Hudson cars by the 
Rotary gentlemen. 

Super-Six Owners Help Make 
National Touring Week a Success 

"Super-Six owners certainly did their part to make 
National Touring Week a success," says W. F. Rose, 
distributor at Dallas, Texas. "Every day from Aug. 
6 to 12 numbers of Super-Sixes passed through Dallas 
bound in every direction and their praise of what they 
called the Hudson masterpiece was unanimous. 
Every owner seemed to have a tale of some particu- 
larly muddy, sandy or mountainous stretch of road 
through which the Super-Six had traveled without 
apparent effort. Many told of their ability to see and 
enjoy places of interest heretofore considered inaccess- 
ible to motorists." 

H. O. Harrison — He Grows 
and Grows 

Increased business in all departments of the H. O. 
Harrison Co., distributors at San Francisco, has called 
for much additional floor space. Six years ago, when 
Harrison pioneered it on upper Van Ness Avenue, he 
constructed the large H. O. Harrison Building, which 
he occupies, but considerable of the space was leased 
to others. From time to time, as Hudson business 
increased, additional space has been necessary. Now 
the entire lower floor of the building has been taken 
over for the H. O. Harrison service department, 

freatly relieving recent congestion and giving our 
an Francisco distributor one of the largest service 
departments in the West. 

Pernell is "Some Salesman" 

F. F. Pernell, sales manager of The Motor Com- 
pany, distributors at Winston-Salem, North Carolina, 
returned a few days ago from a ten-day trip to eastern 
North Carolina. On this trip he sold 76 Super-Sixes, 
which is a new record for a southern automobile sales- 
man. It's a pretty stiff ten-day one-man sales record 
anywhere on the map. We heartily congratulate Mr. 
Pernell. 

The Arthur Cummiskey Motor Car Co., dealers at 
Lowell. Mass., have delivered a Super-Six to Dr. 
George A. Demopolous, well-known Greek physician 
of that town. The Greeks are shrewd buyers. 



Nothing Like Climbing Hills in 
a Super-Six Says Ordway 

FA. ORDWAY, of the Hcnley-Kimball 
Co., Boston, says "The most enjoyable 
thing in motoring is to take a car like 
the Hudson Super-Six, start at the foot of 
Corey Hill at a speed of five miles an hour 
and finish at the summit at twenty-five. 
"This," he says, "is being done every day in 
the year, not only by demonstrators but also 
by Hudson owners." 

Abbott Says the Demand for 
Super-Sixes Never Ends 

CG. ABBOTT, Maine manager of the 
Henley-Kimball Co., New England dis- 
tributors, says that although he re- 
ceives quite a few cars a week since produc- 
tion has been speeded up at the factory, yet 
he cannot begin to supply the Hudson dealers 
in his territory with all the cars they want. 
"This only goes to show," says Mr. Abbott, 
"what an extraordinary demand the Super- 
Six has created." 

Kansan Will Race Super-Six 

AE. KIRK, head of the Hutchinson 
Motor Car Co., distributor at that 
point, says Glenn Breed, well-known 
Kansas motor car racing driver, will enter the 
races at the Kansas State Fair this fall, driving 
a Super-Six. "Glenn is working on his car 
now," says Mr. Kirk, "but my company has 
no connection with the enterprise, and we will 
not enter a Hudson car in any of the races." 

Bemb-Robinson Co. Hold 
Summer Show 

Walter J. Bemb, head of the Bemb-Robinson Co.. 
Detroit distributors, staged a summer Hudson show 
recently. Decorations suggesting the lawn of a 
suburban home formed a beautiful setting for the 
display of a number of smart Super-Six open cars. 
Local advertising brought crowds to the Detroit 
showroom and expressions of admiration of the 
decorations and of the distinguished looking cars 
were quite general. 

Stratton and Bramley from Albany 
Visit Headquarters 

E. V. Stratton, distributor at Albany, N. Y., 
accompanied by E. S. Bramley of his sales staff, were 
at the factory last week. Mr. Bramley took his first 
tour through the plant and said it was a big experience 
to him. The Albanians drove back two Super-Sixes 
to fill orders which have been awaiting delivery few- 
some time. 

Edward Weiser, Hudson dealer at Hamilton, Ohio, 
reports that two Super-Sixes driven from the factory 
by his men recently, for delivery to parties who 
ordered them long ago, averaged fourteen miles of 
gasoline on the trip. This is a pretty good showing 
with new cars. 

L. R. Snider, of Canton, 111., has contracted to 
handle the Super-Six. He is an experienced motor 
car man and is completely sold on the handsome 
Hudson car. He is running big display ads in his 
local papers announcing his new line. 

* * 
The Harrington -Gifford Co., distributors at Spring- 
field, Mass., held a clam-bake at Riverside Park a few 
days ago for their sub-dealers, salesmen and all other 
employees. A baseball game and other athletic 
sports made a jolly and enjoyable day for everybody. 
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Why We Have Disconti nued Issui ng 
Copy for Circular Letters. 

All Distributers and Dealers Please Read. 

FOR more than three years we have each week issued copies of letters intended for dealers 
to use in circularizing prospects. 

The Hudson Big Family has grown to giant proportions. Now there are more than 1,500 
distributers and dealers. The details, in consequence, of what some distributers and dealers 
are doing to increase the demand for Hudsons has outgrown our knowledge. 

We want to furnish all dealers with strong order-pulling letters. But we want to know 
first if the letters we have been furnishing have hit the mark. We have no way of knowing if 
we have been furnishing the right kind of copy except as we are informed by the dealers as to 
the results the letters bring. 

If you circularize your prospects won't you please turn right now to your stenographer and 
dictate us a letter setting forth your experience and what kind of letters you think most resultful? 

You should do this, you know, for it is as impossible for us to prepare order-getting 
letters when we are not able to know the impression they make as it is for a doctor to success- 
fully treat a patient without being informed as to the effect of his medicines. 

We don't want to discontinue issuing the letters if they are helpful. But we should know 
who uses them, how many letters are mailed out, how often they are mailed, and what results 
have been noticed. 

Circular letters to be effective must be issued regularly. Some dealers are rather spas- 
modic in the way they send out their letters. Satisfactory results are rarely received from 
irregular circularizing. Since we had no way of knowing to what use the letters were being put, 
we have discontinued sending copy with the Triangle. We will, however, furnish letters to all 
who ask for them. 

The Super-Six News is, as you know, now being issued as a twice-a-month pictorial maga- 
zine for distribution among owners and prospects. We have thought it might successfully sup- 
plant the circular letters. It carries illustrations of a varied and interesting character that 
appeal to practically every class of intelligent persons. In addition there are always pictures of 
the Hudson and suggestions for its purchase. 

We will look after the mailing of the Super-Six News to the names furnished by the dis- 
tributers and dealers. The cost of mailing a circular letter, including paper, envelope, writing, 
mailing and postage is in excess of 4 cents each. Of course only one letter in hundreds mailed 
need bring in a buyer to make the plan immensely profitable. 

Our charge for mailing the Super-Six News is $2.00 per hundred copies, provided that 
each name remains on the mailing list a minimum of three months. 

The magazine mailed costs us nearly $5 a hundred copies. We would not hesitate to 
mail the copies free of charge to all prospects the dealer might furnish, except if we did the 
dealer would not be apt to be very discriminating in his selection of names and he would not 
be so likely to personally follow up the prospects with calls and demonstrations. 

This phase of how to get prospects and win them into buyers is IMPORTANT to all dis- 
tributers and dealers. It has been proved that mail drumming gets results. 

Won't you tell us if you circularize, and if you wish us to furnish you with copy for your 
letters. Also tell us what you think of the Super- Six News. 

Distributers and Dealers— Read the above. It is important to 
you and us. 



Digitized by VjUO 



s!s 



New $200,000 Super -Six Home Formally Opened at Cleveland 
Place is Typically Hudson, Attractive and Practical 
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HE Hudson - Stuy vesant Motor 

T Company have formally opened 
their new establishment in Cleve- 
land. For a week this splendid 
new Hudson home has been the 
mecca of Clevelanders who re- 
sponded to an invitation to view the latest and 
finest motor car distributing headquarters on 
fashionable Euclid Avenue. 

Th : building is four stories and basement, 
55 by 189 feet, of reinforced concrete. It stands 
on land leased for 99 years, with option to pur- 
chase, and represents a total investment of over 
$200,000. 

Like many other Hudson distributers who 
have recently been compelled to build larger 
places to meet the demands of their rapidly grow- 
ing business, F. E. Stuyvesant, head of the Cleve- 
land company, studied long over the plans and 
decoration of his new establishment. The result 
is a place of impressive beauty and individuality 
with a perfection of details that makes it a 
model of its kind. 

Particular attention has been devoted to 
giving the whole establishment a typical Hudson atmosphere. It is 
attractive to the eye as well as convenient for owners and pros- 
pective owners of Hudson cars. 

The show-room is particularly artistic, with space for the proper 
display of many cars. The Triangle trade-mark plays a prominent 
part in the decorative scheme on walls and floor tiling. Rich 
curtains and hangings of royal Hudson blue and 
used to splendid advantage. Most of the mezzi 
balcony is devoted to a women's rest room. Tl 
apartment is exquisitely furnished and equipped tc 
make it an attractive and comfortable waiting 
room for lady patrons and visitors. The vari- 
ous offices are spacious. All desks and furni- 
ture the best obtainable. Mr. Stuyvesant's 
private office in the rear of the sales-room 
is a particularly handsome room, quite baffling 
description in the beauty and excellence of its 
appointments. Much attention has been 
given to the service department, which i: 
extraordinarily complete, as are all the differe: 
departments of this model new establishment. 

F. E. Stuyvesant, head of the company, is s 



Upper Left View — Service Department. Lower — Work Rooms. 
Right — Exterior view of new establishment 



exceptionally fine character. His business ideals and ethics are of 
the highest. His personality is forceful, yet pleasing. Vast ex- 
perience in the motor car business, dating back to its pioneer days, 
has given Mr. Stuyvesant a mastery of every detail of distribution 
and sales. Although he has been a Hudson distributor but a 
little over two years, the Hudson car is his pride. H*e is 
in the forefront among Cleveland's motor car 
His popularity among his competitors was. clearly 
tested by the many beautiful and expensive floral 
>ieces which were in evidence about the new show- 
room during opening week, all bearing cards with 
messages of congratulation and good will. 
H. A. Blyth is associated with the Hudson- 
Stuyvesant Motor Co. as Secretary -Treasurer. 
Miss Eleanor Fey, formerly employed at the 
factory, is Mr. Stuyvesant's private secre- 
tary. The Service Department is in charge of 
D. G. Small, also a former factory employee. 
The Accounting Department is headed by L. E. 
>uston, and the Used Car Department by C. C. 
ett. The salesmen are J. N. Wolfinger, R. S. 
and E. F. Hancock. 



The Women's Rest Room, a beautifully furnished apartment 
for Hudson women patrons 



Interior view of the attractive Hudson - 
Stuyvesant show-room 
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Hugh Huddleston California Service 
Man is a "Top-Notcher." 
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E present a likeness of Hugh P. Huddleston, who has 
charge of Hudson Service for Northern California. His 
"boss," H. O. Harrison, thinks he is a top-notcher and says 
"Hugh is worth knowing — he is the 
biggest man in my organization, for 
he operates the most important part 
of it. His unfailing courtesy, his 
untiring energy and his desire to 
please, make him the one man to 
start Hudson owners on the open 
road again, smiling. In all the 
qualities summed up in the word 
SERVICE he ranks between 99 and 
100 per cent. 

"When you know him you will 
find he is a man who, in every 
emergency, knows what to do next. 
It is because he knows what to do 
next, and is trained to do that thing 
supremely well, that he has charge 
of that great part of my business, 
SERVICE TO HUDSON OWN- 
ERS." 



Super-Six Breaks Another Record — 
This Time, Denver to Colorado Springs 

ON August 22nd, Ralph Mulford drove a stock Super-Six carry- 
ing two extra wire wheels from Denver to Colorado Springs, 
Colo., a distance of 74.7 miles, in one hour twenty- two minutes 
and twenty-five seconds. This shattered the best previous record 
between those points made by the Cadillac 8 in one hour and thirty- 
seven minutes. Notwithstanding the fact that the road was a suc- 
cession of mud puddles, treacherous ruts and loose and spongy gravel, 
Mulford drove the stock Super-Six some of the distance at the rate 
of ninety miles an hour, slowing down to twenty-five miles an hour 
passing through towns. 

The Cadillac record of 1 hour 37 minutes between Denver and 
Colorado Springs was the subject of much local discussion and con- 
sidered to be a wonderful performance in Denver and vicinity. Mul- 
ford, resting from his record drive to the summit of Pike's Peak, 
listened to the recitals of local folks concerning that record, and 
conceived a notion to "go after" it with a stock model Super-Six. 
He only beat it by exactly 16 minutes and 25 seconds, despite the 
most unfavorable road conditions, rather a pleasant aftermath of 
the Pike's Peak hill climb, in which the Super-Six Special figured so 
victoriously. 

School Girl Sells Super-Sixes 



THE recent call for troops to go to the Mexican border took five 
of the eight owners and employees of the establishment at 
Carlisle, Penn., from which Hudson cars are distributed. For 
several weeks Miss Myra Shearer, a sixteen-year-old high school 
girl, has been demonstrating and selling the Hudson Super-Six. The 
young lady is considered a skillful driver and when her brothers and 
several others departed "for the front" she promptly volunteered to 
carry the sales season through. The books at Shearer Brothers 
indicate that she will fill the gap with great success. The above 
picture, which was furnished by Motor Age, shows Miss Shearer 
demonstrating a Hudson Super-Six. The soldiers in the foreground 
are her five brothers. 



SERVICE must be judged by the conditions under 
which it is rendered, and the circumstances which 
necessitates it. Co-operation is essential. 

If he who wants service will contribute towards it 

he will be better satisfied. __ __ 

— H. O. Harrison. 
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EGARDLESS of class or event the best times made in the 
race up to the "Top of the World" in the Pike's Peak Hill 
Climb were: 

Car Driver Time 

HUDSON Mulford 18:24:7 

Romana Lentr 20:55:6 

Hudson Mulford 21:40:5 

Hudson 41 Patterson 22:15:6 

Chalmers Junk 22:46:7 

Cadillac Blinker 22:51 

Hudson Hughes 22:53 

Cadillac Mortenson 23:30 

*In making a sharp turn Patterson skidded off the course 
within 100 feet of the finish. Because spectators assisted 
him in pushing the car off the rocks he was disqualified, 
although he crossed the line in time shown . 



Two Hudson Super-Six Specials were entered. Patterson was 
unable to drive in the second day's event, and so his car was turned 
over to Hughes. 

Mulford made his best time in the Class C event. Weather 
conditions were favorable when that event was run, though Mulford 
was compelled to stop 1 J^ minutes on account of flooded carburetor. 

Lentz in the Romana had favorable weather while Mulford in 
the same event ran through three miles of heavy snow cloud. 

All cars had a clear course as they were started at 5-minute in- 
tervals. No car passed another except in cases where cars dropped 
out entirely, in which event they were run off the course before the 
next contestant was allowed to start. 



There were no stock cars in the Pike's Peak Hill Climb. All 
were specials. No stock car could make time against such odds of 
climate and altitude. 

It is difficult for one not familiar with the strange effect of altitude 
upon the air pressure to understand that water boils on the summit 
when hardly more than tepid, one can hold his hands in it without 
being burned. 

This indicates why it is impossible to keep water in the radiators 



The Hudson Super-Six Special, driven by Mulford in the Pike's 
Peak Hill Climb, regardless of class or the best time made in any of 
the races, reached the summit in 2^ minutes less time than was 
required by the next fastest car. 



Mulford's time was 6 minutes 22 seconds faster than the best 
time made by the fastest Chalmers Special. 



The Cadillac Special driven by Brinker was 4 minutes 26 seconds 
slower than Mulford's best time. Mortenson in his Cadillac Special 
was slower than the Super-Six by more than 5 minutes. 



Every race meet finds the "jinx" of bad luck casting its spell on 
some driver or car. 

At the Pike's Peak events A. E. Patterson, the Stockton, Cal. 
Hudson dealer, was the unfortunate driver. 

A severe toothache with a badly swollen jaw prevented him 
sleeping for two nights during the races. 



Mulford did much of his practicing on the world's highest high- 
way at night. 

Just before dawn one morning as he was dashing up the mountain- 
side just below timber line, he saw two elk blocking the road just 
ahead. The elk were apparently blinded by the headlights for they 
barely got out of the path before the car reached them. 



Hughie Hughes, the intrepid English driver, drove the No. 10 — 
Patterson's — Hudson Super-Six Special in the free for all. Pat- 
terson's tooth was giving him so much trouble he did not feel like 
starting. Without ever having driven a Super-Six before, Hughes 
finished in a cloud so heavy he could scarcely be seen by the spec- 
tators. He drove the entire last five miles through the snow clouds 
and still his time was better than that made by the Cadillac driven 
by Mortenson — the Duesenberg driven by Buzane which won second 
place in the Class C event and a whole field of other cars including 
the Mercer, Oldfield in the Delage, the Pathfinder, Studebaker, 
Maxwell, Grant, Saxon and Fords. 
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Steinhardt a "Johnny-on-the-Spot" 
K dvertiser 
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r ILLIAM STEINHARDT, distri- 
buter at San Antonio, is lightning 
quick on the advertising trigger. 
The Pike's Peak climbing events were 
run on August 1 1th and 1 2th. On Aug- 
ust 11th Associated Press dispatches 
stated that Ralph Mulford had won the 
feature event. Steinhardt did not then 
mow whether Mulford drove a Hudson 
• a Peugeot. He wired the distributer 
Denver for information as to which 
[ulford drove. Being told it was a 
Hudson Super-Six Special, Steinhardt got 
up a large two-color display ad. captioned "Hudson Super-Six Wins 
Again. Fastest Time to the 'Top of the World.' " This ad., which 
was chock full of Steinhardt "pep" and ginger and correct Hudson 
talking points, ran in the San Antonio papers on the 14th. 

This is only one instance of the never-ending publicity and adver- 
tising speed by which the Crockett Automobile Co. keeps the Super- 
Six and its prowess always and ever in the spotlight. If the 
TRIANGLE mentioned every feat of this sort which "Bill" Stein- 
hardt has put over recently we would have him at the front in every 
issue. We elevate our chapeau admiringly to one of the best adver- 
tisers in the motor car business, "Super-Six Steinhardt of 'San 
Antone.' " 

417 Clean Sales at New York January 
to July 1 

OUR editorial in the August 12th issue of the TRIANGLE 
analyzed sales at Boston, as reported by F. A. Ordway, Vice- 
President of the Henley-Kimball Company. 
This article attracted the attention of The Hudson Motor Car 
Co. of New York. President Harry S. Houpt comes forward with 
statistics of his sales from January 1st to July 1st, 1916, as follows: 

Hudson 110 Mercer 2 Davis 1 

Overland 13 S. Booth 2 Matheson 1 

Cadillac 10 A. Detroit 2 Franklin 1 

Chandler 2 

White 2 

Stevens 2 

Mitchell 2 

Oldsmobile 2 

Hupmobile 2 

Kissel Kar 1 

R. C. H 1 

Lazier 1 

Italia 1 

H.Rockwell 1 

Packard 1 

Lexington 1 

Simplex 1 

S. P. 1 

Alco 1 

De Dion 1 

Commenting on these figures, Mr. Houpt says "You will note that 
65% of our sales were clean sales without trade-ins. 

"We agree with the Henley-Kimball Co. that more drastic measures 
should be taken to cultivate Overland, Cadillac, Mitchell, Paige and 
such other car owners in our price zone, which we are at the present 
time using drastic measures to accomplish." 

The New York figures are interesting not only as a means of com- 
parison, but as an evidence of sales possibilities. They should prove 
an inspiration to Hudson distributers everywhere. Four hundred 
and seventeen clean sales is a rattling fine record for six months, par- 
ticularly when it is considered that deliveries were not as rapid as 
orders during most of that period. 

Dealer Enters for "Fast Sales Stakes" 
at Des Moines, la. 

COMPETITION for the "Fast Sales Stakes" is beginning to be 
keen. Another entry has filed his claim for consideration. 
H. M. Jones, Sales Manager of the Hudson- Joyce Co., dis- 
tributors at Des Moines, hands us this one: 

"One of our dealers from Northern Iowa recently came to Des 
Moines for a Super-Six Phaeton. We had a roadster on the floor that 
attracted his attention. He inquired if it was sold, mentioning that 
he knew a buyer in his territory who had placed order for a lower 
price car and was impatiently awaiting delivery. This buyer, at 
the moment was 150 miles away. It was suggested that he be called 
on the telephone and effort made to induce him to come to Des Moines 
that day. This was no sooner said than done. The buyer agreed 
and it so happened that he caught a train arriving in Des Moines at 
five o'clock that afternoon. He was met at the station by the dealer 
in the latter's new phaeton. It was the buyer's first glimpse of a 
Super-Six of any model. No time was lost in bringing him to our 
sales room to see the roadster. He simply walked around it one time, 
made no comments, asked no questions, finished the cycle of inspection 
in less than two minutes and then remarked 'Let's drive it home.' 

Can anyone beat it?" 



Buick 9 

Studebaker 8 

Locomobile 6 

Chalmers 5 

Peerless 4 

Stearns 4 

Lancia 3 

Cole 3 

Palmer-S 3 

Marmon 3 

Winton 3 

Renault 3 

Reo 3 

Chevrolet 3 

Dodge 3 

Maxwell 2 

Paige 2 



Rambler 1 

Ford 1 

Velie 1 

Lewis 1 

Oakland 1 

Marion 1 

Auburn 1 

S. G. V 1 

Henderson 1 

Thomas 1 

Recapitulation 

Total Hudsons 110 

Total Other Makes. .132 
Clean Sales 417 

Total Sales 659 



THE NEXT SUPER-SIX NEWS 

Will contain interesting pictures and stories 
of the uses to which the Hudson Super- Six 
Touring Sedan is being put this year. 

An Oklahoma family, including a 3-months old 
child, went to Colorado. They pulled a camp trailer 
and had a glorious time. 

Seven Oregon women toured through the moun- 
tains of Idaho — not a man with them — and they went 
over the hardest kind of mountain roads. 

Your prospects will enjoy the pictures. We are 
trying to make the Super-Six News a live illustrated 
paper. There is interest and selling argument in 
every number. 

Some distributers are sending copies to all doctors' 
offices in their territories. 

Every owner of a Super-Six is proud of the perform- 
ance of the Hudson Super-Six, even if he has no in- 
tention or desire to make such a test of his car. 

Look at the Pike's Peak number and decide whether 
such a publication, if sent to your prospects and owners 
would not help to increase your sales. 

How many copies will you want? 

We will mail direct to the addresses you furnish. 
The charge is $2.00 per hundred copies on names that 
are to remain on the list a minimum of three months. 

The Super-Six News is issued twice a month. The 
circulation is already 50,000 copies per issue. 

We must have your order early. We cannot accept 
reprint orders, so send your list of names today. 

The sale of one car will pay for a whole year's sub- 
scription to a big list of names. 

WE THINK THIS NEXT ISSUE WILL SELL A LOT 
OF SEDANS. 



Seven Hudsons in One Family 

CHARLES A. MULLALLY of the Standard Motor Car Co., 
dealers at Canton, Ohio, has just closed a deal with Fred 
Shanafelt of that place for a Hudson Super-Six Touring Sedan. 
This car will make the seventh Hudson sold to the Shanafelt family. 
The buyer has been driving a Super-Six phaeton, the first received in 
Canton. Its fine performance sold a Touring Sedan and a Cabriolet 
to his two sisters. His two brothers have been driving Hudson 
Six-40's, one of which was recently traded in for a Super-Six Touring 
Sedan. Mr. Mullally says the Super-Six sells itself. 

Driving a Super-Six Pure Joy to 
This Comedienne 



MISS CLAIRE ROCHESTER, popular vaudeville singing 
comedienne, while appearing at the Orpheum in San Fran- 
cisco recently, spent all her leisure driving a Hudson Super- 
Six through the thoroughfares and parks of the Golden Gate city. 
Her delight at the handling of the car is shown in the above 
picture, taken at the western terminus of the Lincoln Highway. 
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Making People Want Things 



A LARGE New England manufacturer opened a 
cotton spinning mill in the South. He counted 
on the unlimited cheap labor he could get as 
the principal source of profit for his mill. 

The mill was established in a backward section. 
The wants of the people were limited. And therefore 
a new problem was met just as soon as the mill was 
put in operation. The native labor was not ambitious. 
As soon as the workers had earned enough for a three- 
days' supply of food they quit work. 

Food was their only want They cared nothing for 
clothes. The kind of houses they lived in counted 
nothing to them. 

As a matter of convenience to the workers a com- 
pany store was operated. Here the workers bought 
their few simple requirements — sorghum, flour, over- 
alls, cotton shirts. 

The mill proprietor had a son just out of college. 
The boy was a problem to his father. He seemed, with 
all his training, to be a ne'er-do-well. In one thing 
only, and that a shock to his parents, did he seem to 
be interested — he liked people. He could get along 
with people. He understood their troubles. He pos- 
sessed imagination and sympathy. 

To get his son out of the temptations of his old 
companions, the father sent him over to take charge of 
the store, it not being thought that the boy could do 
much of anything else. 

The store was an uninviting, dirty, uninteresting 
building, into which the merchandise was piled as in 
a storehouse. 

The boy had not been on the job more than a week 
before he tore out the solid front of the building and 
installed show windows. He ordered show cases and 
constructed attractive display tables and counters. 

Then he filled his show windows and counters with 
fancy calicos, beads, millinery, suits, canes, etc. 

The workers came to see the new store. Their 
desires were increased and then they went into the 
mills and worked, not for a three-days' supply of food, 
but for money that would enable them to buy the hat 
or other finery they had seen in the store. 

That solved the mill problem of getting workers. 

How many men in the automobile business say, "There 
isn't any demand for that type of car in my territory." 

Are they doing anything to make demand? Many auto- 
mobile men merely and indifferently attempt to supply a de- 
mand that others have created for them. If it were not for the 
cars that the people in his territory own, and for the advertis- 
ing that is done for that car, there wouldn't be such a demand, 
and that type of dealer would find it difficult to ever sell any 
car. Such dealers, who carry no stock, who make no demon- 
strations, and who assume the attitude that, "There is no 
demand for that type of car here," are, as a matter of fact, 
mere order takers. 

If the dealer will do as the boy did with the company 
store, and will attractively display his merchandise, if he will 
see that his demonstrating cars are on the streets always where 
peoples' desires for them may be increased, and that the cars 



are operating perfectly, and that they appear attractively — 
isn't he doing about what the boy did? 

But if he carries no stock, and if he does not go out 
among prospects, if he does not ask people to buy his cars, if 
he does no advertising and sends no circular letters to people 
who might buy cars, how could he consider himself an auto- 
mobile dealer? 

A certain Hudson distributor resolved he would make 
people buy closed cars. 

At that time we built only a few closed cars — 50 a year. 
There were hardly a dozen limousines in his city and they were 
all of the high-priced type. This Hudson man decided to make 
his trade buy limousines — the kind of limousines he sold. To- 
day he is the second largest distributor of Hudson closed cars, 
although he ranks about sixth in the total number of cars 
handled. 

First he began by using a limousine himself. And his 
limousine always looked new. It was always attractive. It was 
at the theatre where people who could buy limousines went, it 
was standing before hotels and clubs whenever people were apt 
to be passing. Then he cultivated people he knew could afford 
to operate closed cars. 

This man has imagination and he is a success. 

We know two Hudson distributors operating in cities 150 
miles distant from each other. One city is twice the size of the 
other. The two towns are similar in the character of their 
population, their business, the climate, the per capita wealth, 
etc. 

The dealer in the smaller town, however, has this year sold 
two sedans and cabriolets to the other dealer's one. 

One says his people don't want that type of car. The 
other says, "I will show them the advantages of these closed 
cars." 

Nothing so quickly shows us the limits of the automobile 
man's imagination, or so clearly defines the extent of his ability, 
as to hear him say, 4 'There is no demand for that type of car 
in my territory." When he says that we have his number. Then 
we know that little credit is due that dealer for the cars placed 
in his territory. We know we must advertise and make that 
want, because when a man assumes the attitude that there is 
no demand for a car, the principal obstacle to making a demand 
for that type of car lies within the man himself. 

There is a large distributing center where Hudson cars 
rank high in the number of closed models handled. Only a 
week or two ago we heard that distributor express satisfaction 
at selling more sedans than any competitor in his town. He 
told how one of his competitors had said he would not place 
a sedan in stock because there was no market. It was amusing 
to us, because two years ago we had to exercise great pressure 
to get that Hudson distributor to buy his first sedan. 

There is another place where Hudson cars stand well. 
It is in the South, but the distributor who handles the Hudson 
car there got "cold feet" with his first sedan and sold it to the 
first prospect, a negro doctor. Do you think that Hudson 
sedans have a very promising outlook there? 

A year ago we refused to accept an order for thirty town 
cars, because they were intended for taxicab service. Another 
Hudson distributor refused to sell a town car to a merchant 
in his town because that merchant would use it for adver- 
tising purposes. 

It takes courage to decline an order, but it takes the same 
kind of imagination to do that as it does to make people want 
your goods. It is those dealers who have that imagination that 
are building permanent successes. They are the ones who will 
sell goods when the demand is not so great, for they are the 
ones who will make people want cars, and so long as human 
nature is as it is it will be just as possible to sell automobiles 
by displaying them attractively, by making them want some- 
thing better than that which they have, and thereby causing 
them to work to get the money with which to buy them, as it 
was for the boy to solve the work problem in his father's mill. 
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Famous Film Favorite Buys Hudson Super -Six Touring Sedan 



MISS AUDRY MUNSON, now 
leading lady with the American 
Film Company at Santa Barbara, 
Cal., has just purchased a Hudson Super- 
Six Touring Sedan after testing various 
other cars. Miss Munson is reputed to be 
one of the most perfectly formed women in 
the world. She posed for a number of the 
now famous statues viewed by countless 
thousands at the Panama-Pacific Exposi- 
tion, for the statues at each end of the new 
Manhattan Bridge between Brooklyn and 
New York and for various figures in art 
galleries. Miss Munson starred in the 
celebrated motion picture play "Inspira- 
tion," which was criticised, lauded and ap- 
plauded from coast to coast, and her 
salary is said to be $3,000 a week. 

Miss Munson drives her new Super-Six 
Touring Sedan herself and thinks no other 
car quite its equal. She owned several 
other cars before buying the Hudson 
Sedan. 

This beautiful picture was contributed 
by H. L. Arnold, Hudson distributor at 
Los Angeles, through whom Miss Munson 
purchased her car. 



Manners Important. 
Influence Prospect Favorably or Otherwise. 

A SALESMAN'S manner has a lot to do with making a sale. 
This has been proved over and over again. Fortunately, 
reiteration of this warning to Hudson salesmen is virtually 
unnecessary. Yet there are isolated cases of indifference to this 
fundamental requisite of the good salesman. A recent instance 
in a middle-west town has come to our attention, which gives justi- 
fication for this article on an old subject. 

The man who tells the story was "sold on a Super-Six" by reason 
of the repeated records the car has made and made up his mind to 
buy one. He ventured into a Hudson salesroom. It was during 
the noon hour. At the rear of the room there was a man "on the 
floor/' He was seated at a desk, smoking a cigarette and reading 
a newspaper. His feet were suspended on a chair near the desk. 
The prospect approached, but was not observed for several minutes. 
When he was, the salesman — yes, he was a salesman — reluctantly 
dropped his newspaper, kept the cigarette, and in no very pleasant 
manner, intimated that he was at the prospect's service. The 
latter said he would like to see a Super-Six. He was shown one, but 
had to lead. The salesman did not take the initiative and promptly 
tell the prospect the well-known reasons why a Super-Six was a good 
buy. Presently the prospect thanked the salesman for his attention 
(?) and started to leave. The salesman merely asked him if "he was 
just looking around." His answer was "yes." He promptly looked 
elsewhere and bought another make of car from an extraordinarily 
courteous salesman who did not smoke cigarettes, and who was "onto 
his job." He wanted a Super-Six, but he just couldn't bring himself 
to forget the shabby treatment he'd received at the hands of the ill- 
mannered Hudson salesman. 

As has been said, there are fortunately few salesmen of this sort 
in the Hudson organization. NONE of that sort survive once they 
are discovered. 

Lest any Hudson salesman should grow careless, w^ say Watch 
your Manners! 

They are a first consideration in salesmanship. Courtesy is 
fifty per cent in the selling art. A courteous, clean-shaven, well- 
groomed man with a pleasant, smiling face has every advantage on 
the man with the opposite make-up. 

Consider Every Visitor a Prospect. 

Get it into your mind that every man who walks into your sales 
room is a possible buyer, with the price right with him, if you do your 
part. Treat every visitor as though he was a first class prospect. 
If the opposite should prove to be the case, you cannot lose. Any 
other attitude will be found erroneous in the long run. 

It is a right good rule to absolutely avoid smoking in Hudson 
salesrooms. This means cigars as well as cigarettes. 

Relaxation of rules of deportment, of personal cleanliness, for any 
reason, are a mistake. To be in the pink of condition mentally and 
physically and witb your best manners on tap ALL the time is the 
only winning system for the salesman who respects himself and the 
house he serves. 



Kansas City Enters for the "Quick 
Sales Stakes." 

WJ. BRACE, distributor at Kansas City, made HIS entry for 
the "Quick Sales Stakes" during the course of a visit to the 
factory this week. 

"The owner of a Hudson-54 walked into my office the other day ," 
said Mr. Brace, and this was our dialogue: 

Prospect: "I've just made a raise today." 

Brace. "This is the place to leave the money." 

Prospect. "I'm tired of driving my big car. What'll I buy, a 
Super-Six, Roadster or Cabriolet?" 

Brace. "A Cabriolet, of course. Here's one with a striped seat 
and white wire wheels. 

Prospect. "What will the difference be?" 

Brace. $1,312.50. Match you to see whether its $1,312 even or 
$1,312.50. 

Prospect. "Match you to see if its $1,300 even or $1,325 flat." 

Brace. "You're on." 

"I won" concluded Mr. Brace, "The Cabriolet was delivered on 
the spot. The prospect never had ridden in a Super-Six." 

Next entry! 

Fond du Lac Dealer Sells Sedans. 

THE Jesse A. Smith Auto Co. consigned a Super-Six Touring 
Sedan to L. A. Voell, their dealer at Fond du Lac, two or three 
weeks ago, with instructions to push sales on that type and see 
what he could do. 

Soon after the Touring Sedan was on the floor at Fond du Lac 
three were sold. One sale was made on a Saturday, the other two on 
Sunday. 

If the ball can be started rolling for Touring Sedan sales in a 
town the size of Fond du Lac, the possibilities ought to be greater 
in proportion in larger and more populous cities. Start something! 

Manufacturer Chooses Super-Six 
Cabriolet for Western Tour 

' * T TT T C. BALL, millionaire glass manufacturer of this place, is 
\f\I strong for the Super-Six Cabriolet," says Frank A. Hanley, 
* * Hudson dealer at Muncie, Indiana. 

"Mr. Ball, accompanied by his wife and their son, left Muncie 
recently for an extensive western tour, which includes the Yellowstone 
National Park, in their Super-Six Cabriolet. The Balls have the car 
fitted up with trunk racks, extra gasoline tanks, etc. The Ball family 
have proved by several long tours the practical comfort of three 
people touring in a Super-Six Cabriolet. They own two large seven- 
passenger high-priced cars, but seem to prefer the Super-Six Cabriolet 
when they go on a long trip. Their big touring cars are idle in their 
garage. 
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Farm Paper Representative Proud of 
Super-Six Touring Sedan. 

JC. BILLINGSLEA, western manager at Chicago for nine of the 
foremost farm papers of the country, is the owner of a Hudson 
Super-Six Touring Sedan and is proud of the way it performs. 
"I run from Chicago to Lake Ripley, Wisconsin, twice a week/' 
says Mr. Billingslea. "The distance is 143 miles, and I cover the 
trip in five hours and thirty minutes without stopping my motor 
even to take gas or oil. The roads are mostly poor. None are better 
than fair. If anybody wants proof of this record I regularly make 
with my Super-Six Touring Sedan, I'll be glad to take one or five 
passengers for company any time and prove it to them. I am only 
just beginning to see what the Hudson Super-Six can do. It is the 
best of the four Hudsons I have owned in many particulars, which is 
saying a good deal." 



Good Personality a Big Winner 
in Salesmanship. 

"TN every walk of life that has as one of its main functions personal 

I contact with humanity. Personality is an extraordinary element 
^ of success, and there is no calling or profession that comes more 
definitely and completely under that category than Salesmanship. 
Eighty-five per cent of the people are governed by the same general 
impulses and ideas of life and business — in the final analysis, nearly 
every fellow is likeable, means well and has enough good qualities to 
far outweigh his faults. But these good qualities must be augmented 
by a winning personality in order to make them good. 

A winning personality is the faculty to keep your good qualities 
foremost in your everyday manners and "soft pedal" your peculiari- 
ties and weak spots. It is the giving of a pleasing color to your 
nature, drawing out the best side of others and striking that divine 
chord of harmony in mingling with men. 

With most men a good personality merely means to be natural 
and easy in their manner. Many a salesman owes his success more 
to his easy, self-confident, pleasing personality than to any one other 
quality. There are a great many business connections between buyer 
and seller that are established and maintained more on the good 
personality of the salesman than any other one thing. 

It is often the deciding factor in getting the business even where 
competing propositions may look a little better to the buyer on a 
strictly business basis, and in all instances of keen competition, where 
all things appear equal, it is invariably the personality of the salesman 
that turns the tide in his favor. Many a business man who prides 
himself on his keen ability as a buyer is doing business with a certain 
house purely on the keen personality of their salesman. 

Even in the most intense stages of selling there are always oppor- 
tunities to inject your own personality in a way that disarms the other 
fellow of his cold-blooded attitude of demanding his "pound of flesh" 
in the deal, and that injection of pleasing personality in your work 
will not only help you get the business but will prove a big leverage in 
helping you to get it at your own price. 

There is not a single asset of so much value to the salesman as a 
sunny disposition. To be smiling even when everything else is gone 
is good judgment and has booked many an order. The most cold- 
hearted buyer is glad to do business with the salesman who is always 
in good humor." 

Night Service Shift Proves a Winner. 

THE distributor at Kansas City inaugurated a few weeks ago 
a night shaft in the service shop. 
It was a winner from the start. Thirty-three per cent, in- 
creased efficiency in service has been the result ever since this inno- 
vation was made, particularly on repair work. This has been due 
to the lessening of interruptions on work done during the night com- 
pared with daytime work. It has made possible the inspection of 
cars over-night, giving Hudson owners uninterrupted use of their 
cars during the daylight hours. Has increased floor space in the 
service department and generally bettered working facilities. 

Distributor W. J. Brace is strong for the new plan for the above 
reasons. Also because it puts Hudson Service a jump ahead of 
others. The plan seems perfectly sound. Why not try it elsewhere? 



Gypsies Touring Across the Country 
in a Hudson Car. 

TIMES surely are changing when gypsies abandon the ancient 
"prairie schooner" for the modern automobile. Giuseppe and 
Margarita Romanez, hailing from Southern California, accom- 
panied by their nine children, are traveling to New York in their 
Hudson car. They tarried at the Hudson- Jones garage, Des Moines, 
Iowa, a few days ago for gas, oil and minor repairs. Mr. Jones asked 
Margarita "Why do you go to New York?" 

"Alia gypsy have beeg time togeder in New York pretty soon," 
was her reply. 

"And we get this beeg, gran' Hudson car to take us from California 
all way to New York. Giuseppe an' me and nine leetle ones all ride 
so easy, so comfortable, so fast. We lika no more wagons. Always 
ride in beeg Hudson automobile. Cheaper for us and oh, so much 
nicer way to go." 

— Speaking of Gasoline Consumption. 

CHARLES E. GIBBON, stock and bond broker at Charleston, 
S. C, through the Black-Frasier Motor Car Co., distributors 
at that point, contributes an interesting paragraph on gasoline 
economy : 

"With a Hudson Super-Six Roadster I have covered 557 miles," 
he says, "and have used but 38 gallons of gas, an average of 14.65 
miles per gallon. 120 miles of this run was driving down from 
Columbia, about 200 miles, running at 30 miles on good roads, and 
the remainder was made up on rough roads, or in city driving." 

Commenting on this report, Jas. M. Black says: "Mr. Gibbon 
is a most accurate man and the mileage he gives is absolutely correct. 
Under the conditions under which the car operated and the fact that 
he obtained the average during the first 500 miles of its use, we think 
this is an exceedingly good record for the Super-Six." 

Hudson Super-Six Official Press Car in 
Reliability Run. 



DURING the recent reliability truck run from Los Angeles to 
San Diego, H. L. Arnold, Southern California Hudson distri- 
butor, acted as host to the Los Angeles representatives of the 
press. Two Hudson Super-Sixes were the official cars. One of these 
cars is shown in the above picture. As usual, the Hudson cars per- 
formed creditably on the run, and the newspaper men were generous 
in their expressions of admiration for the Super-Six. 
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Achievements of the Super-Six. 

There are Selling Ideas Here. 



New Ribbon Fobs and Pencil 
Clips. 



Super-Six Amazes in Grand 
Rapids Hill Climb. 

LE. COLGROVE, distributor at 
Grand Rapids, recently staged a hill- 
climbing exhibition with a stock 
Super-Six that caused a mild sensation in 
Michigan's second city. 

The West Bridge Street Hill winds up 
tortuously at a 25% incline and is regarded 
as the stiffest proposition in Grand Rapids. 
Motorists are usually elated if they can 
drive up it with a 25-mile start. Mr. Col- 
grove took an absolutely stock car out of his 
salesroom, made no attempt to "tune it 
up" and astonished the town vith its per- 
formances. Large crowds, including repre- 
sentatives of the press witnessed these feats. 

As a prelude to the hill-climbing the Super- 
Six was driven at the rate of 56 miles an hour 
on a straight stretch of road. Colgrove 
could have gone faster, but the newspaper 
boys asked him not to. The car was then 
stopped at the bottom of the hill and, with 
the gear lever in high, a start was made. 
At the top the speedometer read 30 miles 
an hour. 

Going through the gears from a standing 
start Colgrove then drove the Super-Six 
up the hill again, showing 32 miles an hour 
at its crest. With a rolling start of 15 miles 
an hour the speedometer turned up 45 
miles an hour at the top. As a final test the 
Super-Six was turned onto the steepest part 
of the hill from a side street and held under 
12 miles an hour to the top. During these 
various tests there was no noticeable vibra- 
tion or laboring of the motor. 

Mr. Colgrove ran big display ads featuring 
the tests and was given much publicity in 
his local papers. He has "cashed" splen- 
didly on the exhibition by greatly increased 
sales. 



EA. PIEPER, distributor at Menom- 
onie, Wisconsin, recently drove a 
Super-Six Phaeton from Minneapolis 
to his home town, a distance of 80.4 miles, 
on five gallons of gasoline. "I never took 
the lever out of high gear during the entire 
distance," says Mr. Pieper. "The Super- 
Six is unquestionably the leading car in 
west central Wisconsin. Everybody is 
talking about it. It is the most admired 
car in Menomonie.' 



Hudson Super-Six Proves Itself 
in Bennington, Vermont. 

BEFORE an interested crowd, with 
representatives of the local press as 
observers, Earl W. Williams, dis- 
tributor at Bennington, Vt., las: week 
demonstrated the Super-Six in impressive 
fashion. Here is what the car did: 

Climbed to Woodford City on high gear. 
Ran at two miles per hour on high gear, 
and at the rate of 65 miles per hour on high. 

The climb to Woodford City was made 
easily without any attempt to rush the 
hill. The last curve before starting the 
steep climb was taken at moderate speed. 
The Super-Six was driven around all curves 
under control and reached the top of the 
hill in the open road at 35 miles per hour. 

Mr. Williams drove at- two miles an hour 
on high gear simply to prove the flexibility 
of the motor and its ease of control. He 
advertised that the hill-climbing accomplish- 
ment indicated the real power developed by 
the motor, that excessive gear reduction 
sacrificed the speed of a car and meant that 
in ordinary work the motor ran faster than 
desirable. These demonstrations received 
abundant local publicity. The reputation 
of the Super-Six was strengthened in Ben- 
nington and vicinity and sales improved. 

Show the public what the Super-Six can 
do! Public demonstrations win. Get the 
crowd with you. You can make sales that 
way. 

New Hampshire Gubernatorial 

Candidates Campaign in 

Super-Sixes. 

ACCORDING to W. C. Spear, presi- 
dent of the Manchester Auto Garage 
'Co., Hudson distributor for New 
Hampshire, both the candidates for Governor 
of that State are making the campaign in 
their own Super-Sixes. Each has expressed 
the thought that if they can only be as suc- 
cessful as the Super-Six has been in all the 
big feats it has attempted and won, their 
victory is assured. 

Mr. Spear also reports that the Mayor 
of Manchester has placed his order for a 
Super -Six. 




Gold Plate 
Price 

201 



This 
shows 
how it 
works. 



Order through Parts Dept. 



"Business is like the 
game of baseball — 
the hits you made 
yesterday won't win 
for you today." 



"The saddest thing 
in this old world of 
ours, commercially, 
is the death knell of 
a lost opportunity." 



W. E. Dineen, Hudson dealer at Cheyenne, 
Wyoming, journeyed to Detroit for a jaunt through 
the Hudson plant a few days ago. Mr. Dineen 
says there were 4,000 motor cars parked to witness 
the 20th annual renewal of the Frontier Show at 
Cheyenne, the town where these big outdoor shows 
originated. Hudson cars were strongly represented. 



Royall H. Case, retail sales manager of the Jesse 
A. Smith Auto Co., distributors at Milwaukee, was 
another factory visitor this week. He says Mil- 
waukee leads the United States, in proportion to the 
size of the city, in the number of Hudson Cabriolets 
being driven. There are, he says, 65 in all, 25 of 
them Super-Sixes. Every Cabriolet shipped to 
Milwaukee has a ready sale. 



McQuiddy 8b Davis, dealers at Marshall, Mo., sold 
Hudson Super-Sixes to two wise buyers last week. 



Q. B. Kimball, of the Henley- Kimball Co.. New 
England distributors, paid a long deferred visit to 
headquarters last week. He enthused over factory 
expansion and activity and spent many hours 
chatting with officials of the various departments. 



J. C. Schwartz, of Gomery & Schwartz, Phila- 
delphia distributors, was at the factory the day the 
Hudson Super-Six Special made its record run to the 
summit of Pike's peak. Mr. Schwartz was jubilant 
over the Hudson triumph. 

W. J. Brace, head of the Hudson-Brace Motor Co., 
distributors at Kansas City, was a caller during 
the week. The genial "W. J.'* of "K. C." enjoyed 
himself with factory pals as usual, and departed 
with a jaunty air. Business is good down his way. 



"Doc" Wright, Manager Western Canada Motor 
Co., Ltd., distributor at Winnipeg, visited the factory 
this week en route through eastern Canada. 



Ed Cook, dealer at Great Bend, Kansas, says he has 
not an automobile on his place that's not sold. He is 
delivering Super-Sixes just as fast as he can get them, 
and the demand never seems to slacken. 



A. L. Nelson, dealer at Erie, Penna., made a 
return visit to the factory this week. Mr. Nelson 
reports a continuance of the lively demand for 
Super-Sixes in his territory. 



Sid Hall, dealer at Huntington, Ind., has sold a 
Super-Six to Sam Palmer, largest contractor in his 
county. It is Mr. Palmer's first car and Sid says he's 
awfully tickled with it. 



Mr. Q. Ting, Chinese Government student at Cor- 
nell University from Shanghai, China, was a serious, 
interested and highly enthusiastic visitor to the 
Hudson plant during the past week. 
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Getting the Most Profit from 
Cheerfulness and Smiles 



w 



E have witnessed the passing of the grouch 
in the world of business. 

We are living in the day of business 
cheerfulness. 



It is expressed in greetings, in the eyes, voice and 
manners of all with whom we come into business 
contact. 

Cheerful, smiling-faced, happy voiced business 
people are nudging the crabbed grouches out of the 
running. 

Look about and you will see it. Have you noticed 
that our candidates for President of the United 
States are featuring smiling faces and cheerfulness? 
Listen at your telephone. Note the cheerful voice 
of the telephone girl. It has to be there. She sells 
her services on that voice of cheer. Surly voiced 
'phone girls couldn't hold a job a week. 

Go into a bank. Note the smiling cheerfulness 
of the tellers. Modern banking houses have gone 
farther in the practice of the ways of cheerfulness, 
and winning methods than most any other branch 
of business. 

Your groceryman greets you with good nature 
and takes your order with a smile. 

Even street car conductors nowadays are expected 
to be cheerful in their work. 

None can beat the modern traffic cop in cheerful- 
ness of smile and manner. He's in a class by him- 
self. A grouchy officer on a heavy traffic "beat" 
would never do. His pleasant, engaging ways in 
every difficult traffic situation makes him a 
winner in every big city. He is popular with the 
regulars who motor through his beat day by day. 
There is a fine expression of cheerfulness in the 
exchange of signals between him and the passing 
public. 

The cashiers of the quick lunch-rooms are 
paragons of cheerfulness and pretty smiles. 

In stores the clerks are there with the easy 
expression of good nature and readiness to serve. 
Clerks and stenographers all know that cheerfulness 
is expected of them as a part of their equipment. 



The new note of cheerfulness has found its way 
into the sacred sanctums of the captains of finance. 
Manufacturers, sales-managers, engineers, the doers 
of big things in every avenue of endeavor, have 
fallen into the happy trend of cheerfulness. 

And nobody will contend that Business is not 
bigger, better, greater and more efficient than at 
any other time in the history of the world. 

The world of business has discovered that cheer- 
fulness is a business asset. 

It has discovered that the old ways of the grouch, 
whether from habit or pose, were wrong, unprofitable 
and unnecessary. 

Our outward manner is invariably an expression 
of our inner selves. 

Business leaders have decided that those who 
express the most cheerfulness and charm are the 
best fitted for contact with their fellows. 

Health, physical well-being, happiness resulting 
from sobriety and right living are necessary to a 
state of mind that expresses itself in cheerfulness. 
These elements are demanded in all business activi- 
ties today. Those whose habits and condition of 
mind and body make them unfit for smiles are dis- 
qualified for a place in the modern business world 
and are destined to fall into the business discard. 

Salesmen in their contact with possible buyers 
are particularly required to express this niceness of 
spirit. 

And the most successful automobile salesmen are 
those who best succeed in cultivating the art of 
cheerfulness and pleasing. 

It is a good trend. It is making the world better. 
The cultivation of the graces and of cheerfulness of 
manner is gradually revolutionizing the relations 
between men. It is making people better and busi- 
ness easier. It is one of the most uplifting signs of 
the times. 

So let us all be cheerful. Let us smile. If we are 
not naturally gracious, let us cultivate the art of 
being so. Let us live in the way best calculated to 
entitle us to a worth while place in the big, cheer- 
ful business world. 
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Field of Selling is Real El Dorado 

It Answers Tendency of Ambition to Soar and Gives Rewards — 
Life Sharpened by Contact in Open Arena of Business Conduct 
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AN'S ambition is continually soaring. Reaching one goal, 
he seeks another. Realizing one ambition, new desires are 
developed. 

A salary that appeals to you today, once obtained 
would be far less attractive than it is now. A position as 
salesman with its manifold opportunities for enjoyment and remunera- 
tion serves only to stimulate the ambitious man to further achieve- 
ment. 

And one of the advantages of salesmanship is that it lays the 
foundation and creates opportunities for greater achievement. 

The man who has mastered the art of selling is secure in his ability 
to make money. His training enables him to swing others to his 
opinions. Accustomed to making others see opportunities, he quickly 
sees his own. No accurate record of promotions from sales forces is 
available, but it is a fact that every sales force is constantly drawn 
from for men to fill positions higher up. 

The value of selling ability is so well recognized that when choosing 
men for important positions, other conditions being equal, men with 
selling experience almost invariably are given preference. It is recog- 
nized that success in salesmanship involves the qualifications necessary 
to business success. 



Many reasons unite to make experience in salesmanship a stepping 
stone to greater attainments. The person shut up in an office, with his 
sphere of association restricted, coming in contact with few or none of 
greater mental capacity than himself, is unfortunate. He may grow. 
If he does, it will be in spite of, rather than because of, conditions; 
for the greatest battles of life are those fought in the open in which 
man meets man. 

Development is the result of contact and competition with men. 
And the salesman, mingling continually with successful men, studying 
their method and personalities, absorbing the best that is in them, 
constantly broadens in experience and business capacity. 

Many of the world's best men owe their success to training in sales- 
manship, among them being Marshall Field, H. B. Claflin, John 
Wanamaker, John D. Rockefeller, A. T. Stewart, John W. Gates, 
Horace Greeley, Thomas J. Foster and thousands of others prominent 
in the country's development. 

President Wilson selected for the post of Secretary of Commerce in 
his cabinet, a former salesman, William C. Redfield. Mr. Redfield was 
a successful salesman and business man, filling positions in several 
large manufacturing plants, from shipping clerk to president. He owes 
his rise to his present eminence largely to his achievements in the field 
of salesmanship. 



People Go Right on Buying Cars 

If You Don't Sell One of YOURS— Some 
Other Fellow Will Sell HIS 



Stand Pat on Price 

Your Prospects Will Respect It 



JTW^l HE demand for motor cars goes right on. There isn't a 
V I / sign anywhere that indicates a likelihood of the bottom 
V H / of demand falling out. 
iJLi The demand is limited to no particular class of people. 

V^ The field is wide open. If you don't sell the people Hud- 
sons, some other fellow will sell them another kind of car. The 
market exists. It's up to you. 

You know what the Hudson Super-Six is. You know what it has 
done, is doing and can do. The Super-Six is its own best argument, 
viewed from every angle. 

Forget about competition. All the cars on the market are in 
competition. There are lots of good cars, some better than others. 
The Super-Six belongs in the "better than others" class. 

You have it all over the others IN CAR; in selling arguments, 
based on Super-Six performance. No car has been better advertised 
than the Super-Six. It is the most talked of car on the market. 
Even its price is a strong selling argument, comparatively speaking. 
There never was a better opportunity to "cash in" on a car's high 
standing and reputation, with stronger backing than the Hudson 
Company gives its dealer organization. 

Go then, and sell the people Hudson Super-Sixes. Sell YOUR 
share of the cars they are sure to buy. No better time than right now. 
The best touring season of the year is here. 

Get busy and reap your harvest! 
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HE Hudson dealer who stands pat on price stands to win. 
Don't let the competition of "cut price" long trading 

prices, discounts and "presents" "throw a scare into you." 
By standing pat on the full list price you'll no doubt 

lose an occasional sale. But you are in business to stay. 
In the long run you will "cash" on the full list price and no other 
system. You are in business with a car that commands respect, and 
your objective is to create a permanent business for yourself. Your 
business standing in your community will best be perpetuated by get- 
ting the reputation of a full list price dealer. 

When a prospective purchaser of a Super-Six is sold on the car in 
all ways except price, it is the sheerest folly to weaken on your full 
price to clinch the sale. Even if you make a sale under such circum- 
stances you've sacrificed your business self-respect and, "ten to one," 
the respect of the buyer. And the Super-Six sold that way loses a 
certain amount of dignity. The purchaser of a car at full list price 
thinks more of the dealer and more of the car. There are numerous 
stories to illustrate the point. They have been printed in the TRI- 
ANGLE from time to time. No use to repeat them here. This 
reminder is for old members of the Hudson Big Family and is a good 
sound tip for newly acquired members. 

Stand pat on your price, Hudson dealers, you* 11 win in the 
long run. 
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1 I Strong Commendation of Hudson Service 




W. WESTLAKE, Superintendent of Dining Car Service 
of the Pennsylvania Railroad Lines, with headquarters at 
Chicago, has just written the factory this letter: 

"I wish to specially commend the service given me at 
Springfield, Illinois, by the Hudson dealer. We arrived 

there on a recent Sunday with our Super-Six out of commission. 

The service man put it back where it belonged in a little over an hour, 

demonstrating that no fault of the car put it out of the running. 

The man knew his business and his courtesy will long be remembered 

by me. I have driven my Super-Six 7,927 miles and this is the first 

trouble of any consequence I have had." 

Our Springfield dealer is felicitated on this splendid endorsement 

of his service. This is the kind of work that is perpetuating the high 

reputation of Hudson Service. 




AST week, while on a trip with my Super-Six," says 
George M. Dunham, of Franklin, N. H., "I had occasion 
to get some information from your service department 
in Albany, N. Y. I wish to say that, in my opinion, you 
have one of the best men in charge there that I have had 
a chance to meet in that capacity. 

"He was very accommodating, and did everything possible to 
give me what information I wanted, and in a very pleasant way; 
much different from some you meet, who seem to have a grouch every 
time anything is wanted. He is the kind of a man with whom it is 
a pleasure to do business." 

Further evidence that Hudson Service is being sustained through 
the never-failing courtesy of its representatives. Congratulations, 
Albany ! 
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— Speaking of Gasoline Mileage 

These reports show the possibilities. The factory daily receives stories 

like these from all over the country 



^^TT^ HE E. V. Stratton Company, Albany distributors, have 
V I / received a report from James J. Finn & Son, general con- 
\ I / tractors, covering several tests of the gasoline consumption 
iAt of their Super-Six, which are interesting. 

v In three bona-fide tests they averaged SIXTEEN, 

EIGHTEEN and TWENTY and FOUR-SEVENTHS miles to the 
gallon. Read their report which is quoted below: 

"After running my car over five hundred miles, on Thursday, 
July 20th, I took a reading of the register on the tank, made a trip 
to Saratoga, Schuylerville and return, covering ninety miles and 
according to the reading on the register on tank when returned, we 
averaged eighteen miles on a gallon. In bringing my car into service 
on Saturday, the 22nd, we were told by your Mr. Mickel that this 
way of keeping a record had some uncertainty to it. 

"After inspection, including changing oil in reservoir, we filled our 
gas tank to overflow, went to Schenectady by Albany-Schenectady 
road, through Schenectady-Troy road until registering eighteen miles. 
We returned over same route and placed our car in the same position 
as when starting at gasoline pump and refilled our tank again to 
overflow. It required seven quarts of gasoline and our speedometer 
registered 36.1 miles. We figured on this trip we averaged TWENTY 
AND FOUR-SEVENTHS MILES to a gallon of gas. Making this 
trip, we kept in high all the way and made only one stop to turn 
around. In the last filling of the tank we went to our garage, covering 
a distance of four miles. 

"The following morning, Sunday, July 23rd, after customary 
starting, stopping and running engine idle, we took a trip over the 
Altamont Hills through Knox, Berne, Rensselaerville, Schoharie, 
Middleburg — then back to Cobbleskill; from Cobbleskill to Middle- 
burg and from Middleburg back to Albany, which is very hilly 
country. Over this trip, we made the usual stops and starlings as 
customary on a trip of this kind. We made a trip from Middleburg 
to Cobbleskill running at times from 45 to 55 miles per hour. All the 
hills in this section we made in high and we did not change our gears. 
We again filled our tank when reaching Albany and we found that we 
made 16 miles on every gallon of gasoline we consumed. All these 
trips were made with the top up and I intend to make another trip 
with the top down for another test.*' 



ONE of our Super-Six owners, James L. Bird, prominent 
lumberman, has just returned from a remarkable trip," 
says W. Mattingly, Hudson dealer at Charleston, Mo. 
"Mr. Bird with his wife and two sons toured 2010 
miles, going from Charleston to Detroit; toElizabethtown, 
Louisville, Covington, Ky., Cincinnati, Columbus and Cleveland, 
O., Erie, Pa., Niagara Falls and Buffalo. They returned via Toledo, 
Indianapolis, Terre Haute, Ind., Mt. Vernon, Carbondale and Cairo, 
111. The gasoline consumption for this big tour was only 150 gallons, 
or an average of 13.4 miles to the gallon. No engine trouble of any 
kind was experienced. The Bird family declare that this tour in 
the Hudson Super-Six was the best trip of their lives', and it is but 
one of a series of motoring trips they have made in many makes of 



car. 
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Welbon Motor Car Co., distributor at Cincinnati, have 
it received the following voluntary letter from E. A. 
inter, one of their Super-Six owners: 
"I feel so highly gratified over a trip I recently made 
a Hudson Super-Six from Cincinnati to Columbus, 
Ohio, and return, that I must write you and state the wonderful 
mileage record I made on gasoline consumption. On this trip I 
covered 278 miles on 17 gallons of gas, averaging over 16 miles to the 
gallon. I'll say this is 'SOME' mileage and that the Hudson Super- 
Six is 'SOME' car." 
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OBERT L. GRANT, manager of the Petoskey, Mich., 
branch of one of Chicago's largest auctioneering houses, 
has just had an interesting experience with the Super-Six. 
He has just completed a trip from Chicago to Petoskey, 
541 miles, with his mother and three other passengers and 
heavy baggage. The northern Michigan roads are bad. They did 
not hurry. Mr. Grant says not a thing was touched on the trip but a 
grease cup and the gasoline consumption was an average of 17.1 miles 
to the gallon. 



DONT USE THE DEAD ONES 

Advertisements That Should Not Be Used. 

Dealers are requested not to use ancient and obsolete 
advertising copy. A case in point is that one of our dealers 
who has recently inserted in his local newspapers copy that 
was sent out months ago. Conditions rapidly change. The 
Super-Six justifies, by its performance, stronger copy. Selling 
conditions vary as the season advances. Many things have 
their influences on our advertising. 

So dealers should keep up-to-date and use the current 
proofs they receive. 

The following advertisements are now obsolete and should 
be destroyed: 

Nos. 50 to 57, inclusive. Nos. 58 to 68, inclusive. Nos. 
60 to 77, inclusive. Nos. 200 to 216, inclusive. Go through 
your advertising proofs TODAY and kill all these "dead ones." 
Proofs of new advertising' copy are being sent to dealers 
every week. If in doubt, write the factory 



Talk Is Cheap 



*^T^^ ICTURE S, advertisements and catalogs of would-be com- 
\B M petitors of the Hudson Super-Six make an undoubtedly fine 
^T^/ appearance. If motor cars were sold by these alone lots 
Jk/ of people would be justified in thinking there were numerous 
v cars just as good as the Hudson. Bear in mind that the 
Hudson fame is founded on the rock- foundation of Advanced Engin- 
eering, High Quality, Unequaled Performance. 

When a man buys a Hudson car he buys the brains of the Hudson 
engineers, the solid backing of the Hudson Company, the fame of 
thousands of Hudson cars; the unequaled mechanical supremacy of 
every Hudson ever built, and particularly the best of them all, the 
Super-Six; and the assurance that his investment value will not 
vanish over-night. 

Some dealers find it profitable to tell this sort of thing to their 
prospects. 



Do You Want to Show "Movies" of the 
Pike's Peak Hill Climb? 

TT NTERESTING, thrilling films of the Hudson Super-Six 

\ ■ / climbing to the "Top of the World" in the world's greatest 

VB / hill-climb will soon be ready for distribution. You can 

ifjfc have one of these for display on the screens of your local 

" theatres if you say the word. 

These films are now being made for use by our dealers and will be 
ready in a short time. 

We have arranged for the projection of these wonderful films at all 
of the down town and neighborhood moving picture theatres in 
Detroit, approximately fifteen of them. These films will be available 
for Hudson dealers elsewhere. There will be no charge for them. The 
only expense will be expressage from Detroit to the dealer who orders 
them. And we are going to furnish a one-sheet poster, in colors, for 
display outside of theatres as an appeal to bring the public inside to 
see the pictures. These posters should also be posted by dealers in 
their windows, as they cannot fail to attract much attention. 

We will be glad to send the Pikes Peak Hill-Climb films to our 
dealers for use in their local moving picture houses and others in their 
territory. We have no idea how many of our dealers will want them. 
Every dealer who is interested in having this film should put in his 
order at once so that we can determine how many it will be necessary 
to have made. 

It is obvious that everybody cannot be taken care of immediately. 
But every dealer will be taken care of in the order of his application. 

Dealers should explain to their local theatre managers that these 
films are of a highly interesting character, and not advertisements in 
the sense that most films of the sort usually are. The Detroit theatri- 
cal managers have been glad to put them on their programs, and the 
theatres who will do so are the strictest in this city on the subject of 
introducing advertising in their film programs. 

Those who want these films should make application at once. 
Publicity items for newspaper insertion to give proper advertising to 
the films and the Hudson Super-Six will be sent to those who place 
their orders. 
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Achievements of the Super-Six 

Use Incidents Like These in Your Selling Talk 



Fine Trial of Super-Six Over 
Virginia Roads 

'W B. ANDREWS, Sales Manager of the City Point Motor 
\_ j/ Co., Hudson distributor at Petersburg, Virginia, reports 

W* W some fine performances of the Super-Six on a recent drive 

^{f over his territory. 

v "We have not been able to own a car ourselves long 

enough to really try the Super-Six out," says Mr. Andrews. "I have 
just enjoyed my first experience with this wonderful car. What 
impressed me was the splendid time I was able to make over these 
Virginia roads. My running time was as follows: 

Petersburg to Lawrenceville, 48 miles, time 84 minutes. Law- 
renceville to Emporia, 24 miles, time 1 hour. Emporia to Southhill, 
44 miles, 68 minutes. Southhill to Clarksville and return, 60 miles, 
time 82 minutes. Southhill to Blackstone, 30 miles, time 41 minutes. 
Blackstone to Petersburg via Darvills, 42 miles, time 70 minutes. 
Total distance, 248 miles, total time 6 hours, 39 minutes, or an 
average of nearly 39 miles per hour. This may or may not be good 
as records go, but knowing the condition of the roads as I do now, I 
don't believe there is another car today that can equal the Super-Six 
over the same route. When I got back from the trip she was running 
just as sweet as ever and ready to do it over again." 



Hudson Super-Six Easy Victor in Race 
With Passenger Train 

^ k FLORIDA East Coast passenger train had fifteen minutes 
\/my start on George S. Reid and his Hudson Super-Six between 
\(JW Miami and Little River a short time ago, but the latter 
JL J^ won the race. 

V Mr. Reid drove some friends to the railroad station in 

Miami. Just before the train started it was discovered that they had 
forgotten their luggage. It was too late to go after the grips and get 
back before the train was scheduled to start, so the party tarried a 
few minutes and saw it fade from sight. The travelers were so dis- 
consolate over missing their train and connections north that Mr. 
Reid said "If that's the way you feel about it, we'll get your grips 
and catch the train yet." They drove up town and got the missing 
luggage, stopped at a drug store for a drink, at a garage to fill the 
radiator, and then raced after the train. They caught it at Little 
River. "We sure hit it up some," says Mr. Reid, "and sometimes 
the indicator was at 65 miles an hour. We reached Little River in 
ample time to arrange about the tickets and check baggage before 
the train left. The train porter was dazed when he saw us. He 
recognized us as the party left behind at Miami. 'You alls suttingly 
mus' have jes about floo to git heah as fas' as this all train made it,' 
was his comment." 



Telephone — Poor Way to See Prospect 



The Ethics of Salesmanship 



^f T is a safe rule to NEVER try to sell a car to a prospect 
\ ■ / over *h e telephone. 
\J / If a prospect calls up and makes inquiry concerning a 

iBfc Hudson car, tell him to come down and see you. He has 

" you at a distinct disadvantage over the telephone. 

Don't call up a prospect by telephone. If you do he will want 
to talk business over the wire. And that's not the way you want to 
commence to make a sale. 

Get your prospect down to your place of business. You want him 
where you can SHOW him the Super-Six. You want him within the 
range of your "magic voice." The persuasive power of personal 
appeal is the ONLY way to sell a car. 

More important than all is to have your man right where you can 
pull the paper with the dotted line and your trusty fountain pen. 
You can't sign 'em over the 'phone. 

This don't mean that you should "can" the telephone. But it 
suggests that to try to make sales that way is the worst kind of 
business practice, even though there may be a few rare exceptions. 

Same Old Story 

Gets Big Price for Second Hand Hudson* 
Taken in Trade 

W ^ ETER EICH, associated with his brother, Wendel Eich, 

\F J r in handling Hudson cars at Carthage, Ohio, was at the 

^T*^ factory last week. He made the statement that his 

JL / brother has taken in four "Yacht Line" Hudsons in trade 

* for Super-Sixes, and not one has been sold for less than 

$1,100.00. One Hudson taken in trade had been driven about 5,000 

miles. He allowed $1 ,000 on it and later sold it for $1 ,100. Another, 

driven about 2,000 miles, was turned in for $1,100, and sold for 

$1,200. This shows the ready sale there is for second-hand Hudson 

cars. 

This firm has also sold three Super-Six Touring Sedans recently. 
One was bought by a man who wanted a phaeton, but rather than 
wait for delivery was readily sold a Sedan, which was on hand. This 
is pretty good work for a dealer with a 25-car contract. "We derive 
much pleasure in selling Hudson cars. Every buyer becomes a 
friend," said Mr. Eich. 
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Another Old Story 



WELCH, dealer at Elgin, Iowa, has some speed in 
selling. The other day he sold Super-Sixes to two local 
residents in less than five minutes. He had not even a 
demonstrator to show the buyers. They asked the price 
and, when told, simply observed "Well, I might as well 
sign the order and get it in." Both waited four months for delivery. 



"■■[yOU can't put a salesman in a waste paper basket, so he 
\W^ /beats all other kinds of advertising. 
\M/ Salesmen are economic factors. They are the pathfinders 

*W of modern industry, the creators of demand that keep 
V thousands of manufacturers busy, the dispensers of joy 
and happiness. 

"There is something very inspiring to go and mingle with these 
men on the firing line, and I can tell you that the bullets of com- 
petition fly thicker and faster today than ever before. 

"The standard of salesmanship is very high today Efficiency and 
competition demand men of clean habits, clean minds, men of 
splendid ability, and no profession requires a higher type of citizenship 
than that of salesmanship. Salesmen as a factor are doing much for 
the preservation of peace in this country. 

"After all is said and done, the fundamentals of salesmanship are 
but the fundamentals of all other of life's activities. What are the 
underlying principles of salesmanship? Honesty, ability, initiative, 
knowledge, tact, sincerity; and are not these the fundamentals of the 
existence of men in all professions? * * * For, after all, the only 
genuine nobility is that which is created by character, and character 
is the only commodity in the market of mankind whose value does not 
fluctuate according to supply and demand. It is always above pai, 
and never more so than in salesmanship." 

Reciprocal Service List is Growing 

names of many more Hudson dealers agreeing to the 
ciprocal Service plan are being received day by day. 
lere will be an appreciable rise in the thermometer the 
Kt time it is presented for a reading, which will probably 
in the next issue of the TRIANGLE. 



/NDUSTRY does not mean the work- 
ing of six towns in one day and the 
sleeping in two beds at night. It means 
carefully applied effort in the proper 
direction." 
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Do You Want to Show The Hudson Super- 
Climbing Pike's Peak in the "Movies?" 



HERE is a reproduction of the one sheet poster in three colors for display in front of 
theatres in which this film is shown. It is also to be posted in the windows of your 
showrooms, with the name of the theatre where the film will be shown written in 
crayon at the bottom. 

This film is now being shown at 
the Washington, Liberty and Broad- 
way Strand, largest down-town mov- 
ing picture houses, and at the Ma- 
jestic, Alhambra and Duplex, finest 
residential theatres in Detroit. It is 
advertised in the Detroit papers, 
which are giving it free publicity. 
The "movie" theatre programs an- 
nounce its appearance. 

This film is the talk of the town. Nothing 
just like it has been seen on the screen. It is 
a new thrill to see a motor car racing to the 
"Top of the World.* * The mountain scenery- 
is wonderful. The film shows everything in 
color. 

Don*t lose sight of the fact that this poster 
is a splendid advertisement for the Hudson 
Super-Six. Every person who sees it in front 
of a theatre and in your windows is going to 
have his curiosity keenly aroused. The poster 
carries its message that the Super-Six Special 
made the fastest time to the summit of Pike's 
Peak. This starts speculation and inquiry. 
Most people will want to see the film. Thus 
you will get the message "across" with double 
force. 

See your local "movie'* theatre managers. 
Tell them what we are doing in Detroit. 
Show them this reproduction of the poster. 
Tell them the film is furnished gratis and 
that you will co-operate with them on adver- 
tising and local newspaper publicity. They 
will be glad to make the film "an added 
attraction" on their programs. After you 
have made arrangements to show the film, 
send us your application with the name of 
the theatre you have completed arrange- 
ments with. There is considerable detail on 
this and we must know as soon as possible 
how many films and posters to get ready. 

Dealers should get busy on this at 
once. Make all arrangements and file 
your applications and we will do our 
part. Don't delay. 
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Achievements of the Super-Six 

Stories Like These Will Help You in Your Selling 



THIS picture shows how E. N. Dorsey's Super-Six looked after 
completing a tour of 5,900 miles from Ardmore, Oklahoma, to 
Michigan and Pennsylvania and back. Its owner says "the 
hood was never raised except to put in oil. The plugs have never 
been cleaned nor a nut tightened. We passed every car between 
Oklahoma and Pennsylvania without an effort. The original tires 
look as though they had only gone a thousand miles." Mr. Dorsey is 
so enthusiastic over this performance that he has placed an order 
with the Patterson Motor Co., dealers at Ardmore for a Super-Six 
Roadster to be used over the rough roads in the oil fields where his 
business interests lie. 



Small Woman in Super-Six Triumphs 

Over Man-driven 12-Cylinder Car 

in Test Run 

ON the veranda of the Country Club at Springfield, Mass., a 
discussion came up regarding the operation of different Six, 
Eight and Twelve Cylinder cars. Someone in the party 
asserted that an eight or twelve cylinder car was easier to operate 
than a six. J. S. Harrington, distributor of Hudson cars at Spring- 
field, happened to be in the little party, and so was Mrs. Harrington. 
They took up cudgels in favor of the Super-Six. Mrs. Harrington ven- 
tured the remark that she could drive her Super-Six Touring Sedan 
for 150 miles at a better average rate of speed than 25 miles an hour, 
and not be fatigued in doing so. 

The trifling wager of chocolates was made by Mrs. Harrington, a 
somewhat petite woman, not overly strong, on behalf of the Super- 
Six, against an equivalent in cigars for the 190-pound husky gentleman 
who took the Twelve-Cylinder end. 

i In due course Mrs. Harrington lined up her Super-Six Touring 
Sedan with the big Twelve Cylinder, with the fine big chap who 
owned it at the wheel. They started away from Springfield at 
twelve minutes past eleven in the morning, with Alton Bay, N. H., a 
distance of 186.7 miles, as the finishing point. Mrs. Harrington 
arrived at Alton Bay in exactly six hours and forty-eight minutes, 
averaging 27.3 miles per hour. The man in the Twelve arrived one 
hour and two minutes behind Mrs. Harrington. On her return trip 
she covered a somewhat different route, the mileage being 192.5 
miles, the time consumed being seven hours and three minutes, again 
averaging exactly 27.3 miles per hour — a wonderful consistency of 
performance. The man in the case stopped over at Worcester on the 
return trip. He was beaten. Mrs. Harrington got the chocolates. 

The total amount of gasoline used by the Super-Six Touring Sedan 
for the round trip, 379.2 miles, was precisely 25 gallons, giving an 
average of 15.88 miles per gallon. 

The answer to this little story is obvious — that a Six-Cylinder car 
is able to hold its own against all comers, especially if the Six happens 
to be a SUPER-Six. 



Courtesy Sold This Hudson Car 

IN the September 2nd TRIANGLE there was an article discussing 
the importance of a salesman's manners in influencing a pros- 
pective buyer. Here is an instance that actually occurred oh 
September 5th. The contributor is a prominent lumberman in 
Arkansas. He writes: 

"A few weeks ago I was very much impressed with a certain 
Roadster, and went into the sales room in a nearby city with a view 
of showing the car to some friends. In reality I seriously contem- 
plated buying one, though I did not care to plainly say so to the sales- 
man. I inquired if they had a certain car I was interested in, and I 
was rather indifferently informed that they did not have such a car 
on the floor; that they did not know whether they would get any 
more or not; in fact did not know then what they would get for the 
new year beginning July 1st. I retreated with my friend, and when 
on the outside I made the remark that while I would like to have the 
particular car we were trying to inspect, I felt sure there were other 
good cars, and, as I expected to pay cash for my purchase, I certainly 
did not intend to beg someone to display an interest in me and take 
my money. 

"Returning home in a few days, I began to look into the Hudson, 
losing all interest in the other car. I am now driving a Hudson 
Super-Six. I am free to say to you, however, that if the other sales- 
man had displayed proper interest in me I am confident I would have 
purchased the other car. Every person who enters a sales room is a 
prospect, but often conceals his interest to keep from being urged 
too insistently." 

Courtesy sold this Hudson car. Lack of manners and bad sales- 
manship lost the sale of the other car. You've just naturally got to 
be alert, on your best manners all the time. Every visitor to your 
salesroom is a likely prospect. Treat him accordingly. It's a 
winning system. 



Konsider the postage stamp; its useful- 
ness konsists n sticking to a thing until it 
gets thar .— Josh Billings. 



Farmer Bought Car in a Hurry 

*. TT^ ANSAS CITY is the rendezvous for the farmers of Oklahoma 
|C and Northern Texas," said W. J. Brace at the factory last 
-*• A. week. "They bring their stock to market, clean up a good 
bankroll, then start out to shop and enjoy themselves a bit before 
going back to the regular grind. Not infrequently they get the bug 
to buy an automobile, but you've got to sell 'em quick and deliver 
the goods on the spot, or they go elsewhere. 

"One of these stockman farmers drifted into our place awhile 
back, and caught me on the floor. 'I want a gas-buggy and I want 
it quick,' was his opener. 'Been a-hearing 'bout this here Super-Six 
bus a good bit. Lot of people racing 'em and talking about 'em down 
my way. So I came to your Hudson shop.' 

"I showed him a Super-Six Touring Car. 

" 'Looks great to me,' he said, as his eyes rambled over the car 
with the same keenness with which he cut out the 'tops' from his 
herds for the K. C. market. 

" 'How much for this bird, son,' was his third remark. 

"I quoted him the price. 

" 'It's my car,' was his reply. 

"Now the car we were looking at was sold. I stalled just long 
enough to 'phone the man who had claim to it. He said he'd wait. 

"The stockman hauled out a huge roll of United States yellow 
currency and stripped the price therefrom. The deal was closed. 
He jumped in, grabbed the wheel, and sailed away with the final 
remark, 'It won't take me long to get home to Mother and the kids 
in this boat. It seems just full of "pep." ' " 

Buys His Fifth Hudson Car 

LW. REIFF, of Reading, Penna., has just gotten delivery from 
the Heydt Motor Co. of his fifth Hudson car. He bought his 
first Hudson from the same company in 1912, the year they 
started business as Hudson distributors at Reading. He has bought 
three other models since then. Now he has topped the list off with a 
Super-Six. He is an enthusiastic motorist — and no greater friend of 
Hudson cars can be found in eastern Pennsylvania. Incidentally, his 
influence counts, as he is a prominent citizen and a political leader 
in his section, according to Mr. Heydt. 
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Did You Ever Lose A Sale This Way? 



A CERTAIN Hudson dealer recently complained to a factory 
representative of the number of curiosity seekers who came to 
his salesroom. He said many of these visitors showed what 
seemed to be a deep interest in the car and he at first thought they 
were real prospects. But for some reason or other he could not land 
them. Asked to tell something of his problem, the dealer was not 
specific. This talk took place in his private office. 

Salesroom Adjoins Garage 

A little while afterwards a man came in to see the car. The 
dealer himself went to talk with him. It so happens that this 
man's salesroom adjoins his garage. He operates a taxicab business 
in connection with his automobile store. 

The man who wanted to see the car looked as though he could 
afford to buy a Super-Six. In fact, he seemed quite familiar with the 
Super-Six and several of its records which have been so widely com- 
mented on in the public press. It occurred to the factory representa- 
tive that this prospect was 80 per cent sold on the Super-Six, and he 
had gone as far as to say he planned to place an order for one soon. 

The dealer had made his sales talk with great enthusiasm. The 
factory man had overheard him and observed that the prospect 
followed the arguments with closest attention. It looked as though 
this was going to be a sale. 

What Happened at the Critical Moment 

But just at the critical moment a car was started in the back of 
the garage and was driven out through the front door past the dealer 
and his prospect. 

This caused an interruption. 

The dealer stopped his selling talk at the crucial moment. Then 
somebody addressed him on some other matter more or less trifling, 
causing another interruption. Up to that moment the prospect was 
99 per cent sold. But the dealer's chain of thought was broken and 
the repeated interruptions had the effect of cooling the prospect's 
buying enthusiasm. 

In a few minutes the prospect departed with the promise to call 
around later. Then the dealer commenced to wail. "See how it 
works," he said. "That's the way they all do. We get them up to 
the closing point, but we don't close them. They get 'cold feet' and 
fade away on us." 

The factory representative asked the dealer if he wanted an 
opinion as to why he had not closed with the prospect who had just 



departed. He said "fire away." 

So the whole situation was discussed. The effect of his selling 
talk was reviewed and he was told how the interruptions had killed 
his chance of selling a car. 

More sa/es are lost than anybody has ever kept track of 
by the interruption of salesmen while engaged in talking with 
possible buyers; by noises and distractions by telephone calls 
and other outside influences which breaks the chain of solid- 
tat ion. 

The Basis of Successful Salesmanship 

Successful salesmanship cannot be conducted under the conditions 
here narrated. 

Hudson dealers must learn that to realize the full efficiency of 
their sales organizations, they must have their salesrooms in a quiet 
place. There should be an absolute rule prohibiting the interruption 
of sales talks to prospects on any subject or pretext whatever. 

No telephone call or other matter can possibly be as im- 
portant as getting the order. 

The salesman's sole job is to get the prospect's name on an order 
blank. Everything else fades into insignificance in comparison with 
this one vital thing. Orders are the sole excuse for being in business. 
Everything else can wait. The salesman must be given a clear, un- 
interrupted field, without noise or distraction, when he is talking to 
a customer. 

The Selling Stage Must Be Set Right 

The big jewelry houses invariably make their important gem sales 
in private rooms where the lighting effects are most favorable. Bankers 
now realize the value of conducting big financial transactions in 
private offices. The conditions for selling a motor car must be just as 
favorable. Much depends on the settings and the staging of the 
whole transaction. 

If your salesroom is not so arranged that quiet prevails. If the 
Super-Six is not shown to the best advantage. If you or your sales- 
men are not permitted to talk uninterruptedly to the prospect. If 
the car is not properly demonstrated under the most pleasant weather 
conditions and on the right roads — then you have only yourself to 
thank if prospects are not converted into drivers of Hudson cars. 

The majority of Hudson dealers know these things. They know 
that the selling stage and environment must be just so to get orders. 
But it does no harm to remind our dealers of these things once in a 
while. 



New Hudson Home at Washington, D. C. 
of Classic Design 



Take Personal Stock of Yourself 

DO you ever give yourself the "once-over"? Do you ever 
resolve yourself into a committee of ONE for a little private 
stock-taking of your own self — of your gifts, talents, forces, 
equipment? What per cent of these are you using every day? 

The majority of people are actually not using much more than 20 
per cent of their capital of personal power. The other 80 per cent is 
dormant, corked up, not working. What a lossl Think what a vast 
amount of unused power 1 Consider what it means to have only 20 
per cent of your share of life, of success, of harmony and happiness, 
when you might just as well have a full 100 per cent! The world's 
choicest gifts and rewards are awaiting your unused, latent powers. 
Look where you may and you will see emblazoned the great big 
slogans "Wanted — Men With Power," "Demand for $10,000 Men 
Greater Than the Supply." 

Take stock of yourself. Get all your forces to working. Wake 
up that other 80 per cent of your personal abilities. Play your whole 
string. You are the arbiter of your own destiny! 



Exterior view of the stately new edifice erected by the Semmes Motor Co.. 

Hudson distributor at Washington, D. C. It adjoins their old place 

on Connecticut Avenue, long famed as the most fashionable 

residential thoroughfare of the National Capital 



" J JONESTYis a broad word. Most men 
MM are honest in money matters. The 
Salesman's honesty mast not only cover 
his expense accoant, bat his hoase, his 
castomer, his competitor and HIMSELF. " 
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100 More Names 

350 Dealers Have Now 
Joined Reciprocal Service 



THREE HUNDRED 
AND FIFTY Hud- 
son dealers have en- 
rolled themselves in favor 
of the Reciprocal Service 
Plan. It has been found 
inexpedient to devote 
space in the TRIANGLE 
for printing the names of 
the dealers who have 
signed up since the last 
list was printed. A com- 
plete list to date, arranged 
alphabetically by States, 
will be inclosed with this 
issue of the TRIANGLE. 
A similar list will go out 
with the TRIANGLE as 
more names are received. 
Later on, when the signa- 
tures have been received 
of all who agree to the 
plan, we will print the list 
on a card which may be 
used for ready reference 
by dealers. 

Those who have not 
yet sent in their 
names should do so 
at once. Make it 
unanimous. 



"Nothing But Hudson Cars" 

Slogan of the Big H 

Stage Line 

THE BIG H STAGE LINE" is the 
name of a fast hourly transportation 
service now in operation between 
Monroe, Snohomish and Everett in the State 
of Washington. "Nothing But Hudson 
Cars" is the slogan of the line, which is 
managed by Charles A. Honnold, of Monroe, 
Wash. He advertises "We are using nothing 
but Hudson cars in the belief that it is better 
to give the best of service than to give cut 
rate prices and be forced to give poor service. 
Starting a year ago with three round trips 
daily this stage line has worked up to the 
present schedule of hourly service. We are 
safe in saying that at the present time the 
Big H is the best stage service in the North- 
west. You'll enjoy the trip in one of our 
big, easy-riding Hudson cars." Manager 
Honnold also advertises "Hudson Cars for 
Hire to any part of the United States." 
Here's a man who knows a good motor car 
when he sees one. More power to The Big 
H Stage Line. 

Proposed 24-hour Stock Car 

Race at New York Failed 

to Fill. Why? 

NEW YORK'S proposed 24-hour stock 
car race, the date for which was set 
for September 1, after the postpone- 
ment last June, was again abandoned for the 
reason that it was found impossible to secure 
the necessary entries. The Hudson Motor 
Car company had announced that it would 
enter three cars in this race. 

— Detroit Free Press. 



Imagination of Hudson Sales- 
men Should be Excited by 
These Records. 

Here are the records of the Hudson Super- 
Six, briefly stated: 



Fastest time up world's highest high- 
way to summit of Pike's Peak — against 
20 contestants — made with a Hudson 
Super-Six Special. 

Also these records, all made under 
American Automobile Association super- 
vision by a certified stock car or stock 
chassis, and excelling all former stock 
cars in these tests. 

100 miles in 80 min., 21.4 sec., 
averaging 74.67 miles per hour for a 
7 -passenger touring car with driver and 
passenger. 

75.69 miles in one hour with driver 
and passenger in a 7 -passenger touring car. 

Standing start to 50 miles an hour in 
16.2 sec. 

One mile at the rate of 102.53 miles 
per hour. 

1819 miles in 24 hours at average 
speed of 75.8 miles per hour. 



THE imagination of Hudson salesmen 
should be stirred by such feats as these. 
It ought to be a matter of PRIDE to 
have the privilege of selling a car with such 
a record. The mere statement of them to a 
prospect ought to be sufficient to fire his 
enthusiasm and fan the buying impulse 
into a quick decision. 

Hudson salesmen with a little mental 
preparation can make these Super-six achieve- 
ments the nucleus of the most irresistible 
selling talks. Line up in your minds the 
superiority in power and stamina that lies 
behind these great exhibitions of speed and 
endurance. Impress your prospect with 
the MEANING of the records rather than 
dilate on the mere feats themselves and 
don't forget that the Super-Six in the 
hands of owners is living up to these records. 
A proper presentation of talking points 
based on the records of the Super-Six, and a 
clever demonstration of the car, ought to 
clinch a sale every time. The Super-Six is 
such an exceptional looking car, so far as 
everything that the eye can see — which has 
its weight with every possible buyer — that a 
bright salesman with imagination and en- 
thusiasm ought to be able to literally carry a 
prospect right off his feet. The talking 
possibilities of the Super-Six car are beyond 
comparison. Get the spirit of this little talk, 
Hudson salesmen, give rein to your 
imagination, frame up whirlwind selling argu- 
ments and practice their use in the most 
effective way. Then watch your sales 
grow! 

Super-Six "Bake" at Springfield, 
Mass., Day of Royal Feast- 
ing and Sport 

As the wind-up of an August get-together meeting 
of the employees of the Harrington -Gifford Co., of 
Springfield, Mass., and the Harrington -Hudson Co., 
of Hartford, Conn., a big dam-bake was held at 
Riverside Park, Springfield. The Advertising Depart- 
ment has received a gorgeous scrap-book containing 
the story in photographs of this great day of feasting 
and sports. The album has been passed around and 
furnished an interesting quarter-of-an-hour for all who 
have seen it. 

The Massachusetts employees won the field meet 
and tug-of-war, and Connecticut captured the base- 
ball game. Honors were fairly evenly divided 
between teams from the two states in sack races, 
three-legged race, "shoes-in-a-pile race," fat men's 
race, ball hitting contest, "backward race," over-head 
ball throwing contest, swimming contests, 100-yard 
dashes, etc. The "Hudson Service Station," that is 
to say, liquid refreshment booth, was patronized 
with becoming moderation by the thirsty contestants. 

From a business standpoint, the meeting of the 
Springfield and Hartford Hudson Super -Six distribut- 
ing phalanx was as great a success as the clam- bake. 
All hands are primed and "pepped-up" for the 
autumn selling campaign. 



Farmers Buying Super-Six in 
Canadian Northwest 

DOC" D. J. WRIGHT, manager of 
the Western Motor Co., Hudson dis- 
tributors at Winnipeg, Manitoba, 
paid a return visit to the factory en route 
home from a trip through Eastern Canada. 

"Farmers are the logical market for Hudson 
cars in Western Canada," said Mr. Wright, in 
discussing the motor car situation in his 
section. "Of course conditions are not what 
they should be just now, but when the Euro- 
pean war is over we ought to have a good 
market for Hudson cars. Winnipeg is the 
commercial center of the Canadian North- 
west. It will not be long before every farmer 
has an automobile. The natural prairie roads 
are fine and the farmers can go out and speed 
their cars over them as fast as they like. We 
sold three times more cars in Western Canada 
in 1916 than we sold last year. Nearly all of 
them went to farmers. They are the ones 
who have the money, and they have come to 
realize the importance of motor cars to their 
business and the pleasure of themselves and 
their families. 

"Prospects are getting better all the time 
for a car like the Hudson Super-Six. Those 
who started driving low-priced cars gradually 
progress to the stage where they want better 
cars. This is noticeable with our farmer 
class. Improving conditions and war prices 
for crops, have made the farmer prosperous. 
In their affluence they purchase fine auto- 
mobiles like the Hudson." 

"Doc" Wright has lived in Western Canada 
for over thirty years, and started motoring in 
a Locomobile Steamer many years ago. Since 
then he has owned and driven many cars. 
He is all for the Super-Six now, and declares 
no car in Western Canada is its equal under 
all conditions of driving. 



PERSONALS 



The Heydt Motor Co., dealer in Hudson cars ex- 
clusively at Reading, Pa., since 1912, recently 
incorporated. 

One of their first acts as a corporation will be to 
erect a new thoroughly modern fireproof garage, two 
stories high with a frontage of sixty feet in the heart 
of Reading The officers of the company are L. H. 
Heydt, president, E. L. Auman, vice-president and 
P. L. Beil, treasurer and secretary. 

J. B. Hulett, of the Hulett-Law Car Co., Indian- 
apolis distributors, was at the factory Thursday. 
He was in a hurry. With the Indiana State Fair 
running at home, cars coming along nicely, and 
business humming, he zephyred from department to 
department transacting affairs with automatic speed 
and precision. He faded back to the Indiana 
metropolis Thursday night. 



When Judge Hughes, Republican candidate for 
President, was at Fargo, N. D., recently Calkins At 
Orr, Hudson dealers there placed Hudson Super-Six 
cars at the disposal of Mr. and Mrs. Hughes. Judge 
Hughes used a touring car and Mrs. Hughes a touring 
Sedan. After his address at the Auditorium, however. 
Judge Hughes chose to return to his hotel in the 
more sheltered Sedan fearing exposure in the cool 
night air. *«„»«.»«—«. „— , 

E. J. Raymond, Hudson dealer at Dulce, N. D., 
dropped into Detroit last week en route to his home 
in a Super-Six. Mr. Raymond had already traveled 
4,000 miles in his car without even a puncture, and 
says he passed every car on the road in six states and 
part of Eastern Canada. He expects to get back to 
North Dakota just as easily. 



Al. Kaufman, manager of the Oshkosh branch of the 
Jesse A. Smith Auto Co., Milwaukee distributors, 
made a flying visit to headquarters recently. 

Jesse A. Smith, distributor at Milwaukee, was a 
visitor to the factory during the past week. 
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Hudson Super-Six Breaks Ocean-to-Ocean Record 

Now the Super-Six Holds All Worth- While Records 

THE most coveted of all, the one that tests a car's endurance above all others, is the trans- 
continental race against time from San Francisco to New York. 

That record is now held by the Hudson Super-Six Touring Car. It conies as the 
crowning achievement of the Hudson Super-Six in speed, acceleration and endurance. There 
remain no other world's to conquer to demonstrate the endurance, speed and power of the 
Super-Six. 



Last May a Cadillac "8" made the trip from Coast to Coast in 
7 days, 11 hours, 53 minutes. 

That record — then considered unbeatable — was lowered four weeks 
ago by a Marmon, which made the trip in 5 days, 18 J^ hours. 

The Hudson Super-Six made the trip in 5 days, 3 hours, 31 minutes, 
beating the Marmon time by 14 hours and 59 minutes. 

A 7 -passenger phaeton model was used by the Hudson. Both 
Cadillac and Marmon used roadster models. Hudson did not seek 
to reduce its carrying capacity. In fact at all times three, and some- 
times four passengers were carried, as well as baggage, which brought 
the weight of the car, loaded, up to approximately 5,000 pounds. 

Three drivers piloted the car in this great test of endurance. 
A. H. Patterson, the Hudson dealer at Stockton, California, started 
the trip, driving from San Francisco to Elko, Nevada, 578 miles. The 



schedule called for the completion of the trip into New York in 5 days 
and 10 hours. Patterson climbed over the Sierra Nevada Mountains, 
crossing the divide at an altitude of almost 9,000 feet and cut his 
schedule 6 } 2 hours. 

At Elko Ralph Mulford took the wheel, and for 30 hours drove 
across the desert. He said the terrible monotonj of that drive, the 
glare of the sun and the dust was more exhausting than his 24-hour 
drive, when he made the world's record in the Hudson Super-Six 
chassis, travelling 1819 miles. 

Patterson again took the wheel at Laramie, Wyoming, and drove 
the Super-Six over the Rocky Mountain Range and across Nebraska 
into Omaha. The car left Omaha with Mulford driving, 8 hours 
ahead of her time. 

In Iowa Mulford came over the brow of a hill at 60 miles an hour 
and saw dead ahead of him a bridge, on which a herd of cattle blocked 
the way. He had to decide quickly whether he should go over the 
embankment into inevitable death, or take his chances on running 
into the cattle. He chose the latter course and killed two cows. 



That delayed him almost 3 hours, but despite this stop he made the 
river-to-river record across Iowa and drove on into South Bend, 
Indiana, where Charles H. Vincent took the wheel. Vincent drove 
from 12:00 midnight Friday all the way into New York City — 910 
miles, arriving in New York on Monday morning at 6:32. He had 
to pass through more towns than the other drivers and still hold an 
average speed of 34 miles an hour, which he did. 

We maintained all along that the Super-Six, because of the absence 
of vibration, had more endurance than was possible with any other 
type of car, and this trip was made to demonstrate that fact. 

Now the Hudson holds the transcontinental record, the 24-hour 
record, the world's greatest hill climb, the record for having travelled 
the greatest distance with fully equipped 7 -passenger car carrying 
five passengers, and the fastest mile over a measured course for a 
stock chassis. 

And it holds a similar record in all local communities where it has 
contested. (It has never failed to make good in any test in which it 
has been entered.) When the 24-hour record was established we made 
but one attempt and went through with it. Other cars have un- 
successfully attempted, since the Super-Six established the 24-hour 
record, to beat that time. They never finished. 

These are convincing proofs of Hudson Super-Six quality. 
Some predicted when the first speed records were made that a car 
capable of doing that could not possibly stand up under the abuses of 
ordinary use. This transcontinental record absolutely disproves that 
prediction. For 3,476 miles, counting all stops, the average speed 
was 28. 14 miles per hour. Just think how fast one has to go to average 
28.14 miles an hour, even in a day's trip! And remember that this 
run was made day and night across three mountain ranges, across the 
prairies and through over 350 cities, towns and villages, where the 
speed restrictions of those places were observed. 

What more can the Super-Six do to prove it is not only the world's 
fastest stock car, the world's greatest hill climber but the world's 
greatest road car? 
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They Have Super-Six Bathing 
Parties in Iowa 



THIS picture was snapped at a bathing resort on the Des Moines 
River about 18 miles from Albia, Iowa. No, readers of the 
TRIANGLE, this trio of fair water sprites never dreamed that 
this "kodak" showing them so charmingly posed about their Super- 
Six would ever find its way to this page. But you see it did. In fact, 
the photograph was sent to the editor by the husband of one of the 
ladies with permission to use it, provided no names were mentioned. 
If by any chance these Nymphs of the Bath should ever see this 
issue, "friend husband" promised to square it for us. 

Triangle Arti cle "H its the Spot" 

Arouses Shreveport, La., Dealer to Action 

THE first page article in the September 2 issue of the TRIANGLE, 
entitled "Making People Want Things," hit one target right in 
the buirs-eye. 
George D. Wray, hustling Hudson distributor at Shreveport, La., 
is the particular target reached with telling effect by that article. 
The factory has received a copy of the following letter he is sending 
all dealers in his territory: 

"The enclosed page from the current issue of the TRIANGLE is so well 
worth reading that no Hudson dealer, no matter how busy he may be, can afford 
to pass it up. 

"I, myself made the statement at the factory, 'there isn't any demand for that 
type of car in my territory/ Every Hudson dealer is and should be in a domi- 
nating position in practically every town of more than ten thousand. If the 
demand for high-class cars doesn't exist it is the dealer's own fault; if the demand 
is not there, the dealer should create it and I have come to the conclusion that 
any dealer who has a place in which he can show one of the Touring Sedans is 
making a mistake by not showing it. 

"This letter is in the nature of a confession and I don't want any Hudson 
dealer in the territory which we cover to make the same mistake that I made. 
Had we begun pushing the sale of the Touring Sedan when this excellent model 
was first announced, we would now have a much greater demand for this type 
of car. But the mistake we have made has not cost us as much as it would have 
otherwise, because of our inability to get the cars. I know that you dealers are 
going to do your part in putting the Touring Sedan before the buyers in the 
State of Louisiana and I hope you will send me your order for your demonstrator 
for October or November delivery by return mail. I have already instructed 
the factory to ship our Touring Sedan demonstrator to Shreveport. I hope you 
will let us have your order without delay." 

Distributor Wray is on the right track. If he persists in his 
present plan he is going to sell a lot of Super-Six Touring Sedans in 
his territory this fall. 

The greatest difficulty the factory has to contend with in handling 
its product is the selling organization. It cannot expect much from 
a small-town dealer — or any dealer for that matter — who is not 
particular about the kind of car HE rides in. We are all of us prone to 
distrust the tailor who buys his own clothes ready-made, or who 
dresses slovenly himself. Yet some dealers drive in second-hand 
cars, often of makes they don't even handle, and their own cars do 
not look spick and span. These dealers do not set the style for good 
quality. 

The reasoning of this is plain. Dealers should set an example of 
style and quality if they expect buyers of that class of cars to patronize 
them. 

Distributors who want to sell the Touring Sedans should get their 
dealers out in one and show them what it is. Certainly it is important 
that distributors require every one of their dealers to know something 
more about a car than merely to drive it home to deliver it to a buyer. 
How can a dealer be thoroughly sold on a type of car whose value he 
doesn't fully apprehend? The only way a dealer can really know the 
fine points of the Touring Sedan is to have one and actually use it 
himself and personally get a line on its good points. 

Follow the lead of Wray, of Shreveport, La., and get your dealers 
to order Touring Sedan demonstrators. Push sales of that type of 
Super-Six and you'll "cash" on the effort. Every Hudson dealer 
who co-operates with his distributor in the creation of a market for 
the Touring Sedan in his town is sure to profit by such a course. 



Be a Self-Starter. Don't Wait to 
be Cranked 

WHO is your boss? 
Ever stop to think who he SHOULD be? 
Do you know the answer? Why YOU, yourself. The man 
who knows that he is the master of his own destiny is ON THE WAY. 

The chap who complains that he lacks power and authority won't 
arrive. The one who is a self-starter, who creates authority for him- 
self, who does things and does them well, is the one who will "get 
by." He will get a real boss' TITLE "sure as shootinV* 

The feller who is looking for a short cut or for a way to dodge 
doing things generally discovers the shortest route to nowhere. 

Despite the pretty charts and talks we see and read about "the 
only way" there are a lot of men who are "getting there" by entirely 
different, but equally as good routes. 

But these kind of men long ago graduated from the class of those 
who had to be cranked up to get agoing. They are the self-starters who 
reason, think and ACT. 

Many a motor car salesman has only himself to thank if he has an 
ingrowing pay envelope. He is "asleep at the switch" waiting for 
somebody to TELL him how to go out and find prospects and sell 
them cars. 

The "get there" salesman is the one who does a lot of thinking and 
observing for himself, absorbs all the instruction that comes his way, 
then GOES OUT AND DOES THINGS. 

You can't stop the bulge in this kind of a salesman's pay envelope. 

Salesmen are measured by dollars and cents. The house WANTS 
to see their earning power increase — it increases profits at both ends. 

Be a self-starter and you will be a winner. 



No Such Thing as Secret of Success 

"fTAHERE is no such thing as the secret of success. The 
I fact remains that the road to success is the plainest of 
•*■ highways. It stretches from ambition, through pur- 
pose and preparation, to achievement. 

Millions have traveled it in broad daylight, leaving a trail 
the near-sighted can see while still a mile away. The 'secret 
of success' is a catch-phrase coined by Folly to dishearten the 
unthinking. It has no place in the realm of fact." 



Haegerling of Harrisburg Has 
Handsome Hudson 

LH. HAEGERLING of the Hudson Sales Agency, distributor at 
Harrisburg, Pa., has an exceptionally "nifty" Hudson Super- 
Six Roadster of which he is justifiably proud. It is a special 
"job" with a Z l A to 1 gear. Mr. Haegerling says nothing in his part 
of the country can get near him if he elects to "step on her and let her 
out." It will be noticed that the steering gear has been dropped and 
the roadster has in various ways been specially equipped for a com- 
fortable, speedy territory car. It is used in going from town and is 
usually parked for an hour or so on public squares, where it attracts 
much attention and favorable comment. Mr. Haegerling says he has 
picked up many fine prospects for Super-Sixes that might never have 
become interested except for the advertising his special roadster has 
given the car in his territory. We present a picture of Mr. Haegerling 
at the wheel of his Roadster taken in the State Capitol grounds. 
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Sell the Super-Six on Style Beauty 
and Performance 

MOTOR cars are bought for business and as a means of provid- 
ing pleasure and recreation for its )wner, his family and his 
friends. Sell the Super-Six on this basis. In general steer 
clear of theoretical arguments on the mechanical features of the car. 

Sometimes you'll be selling to owners of previous Hudson models, 
or to chaps with the mechanical "bug." Then you may have to talk 
more or less along mechanical lines — and should be prepared for such 
emergencies with telling arguments proving Super-Six motor su- 
premacy, of which there are many. 

But don't lead into these channels of discussion, and when the 
talk drifts that way "sheer away" from it as rapidly as possible. 

Tell your prospect that the day of the almost perfect motor car, 
mechanically speaking, has arrived. And that the Hudson engineers 
proved themselves years abreast of the times when they designed and 
patented the Super-Six. Right here you might, if the talk is running 
that way, and there's no escape, dilate somewhat on the patented 
motor, with its increased horsepower, its compensated crankshaft 
eliminating vibration and giving the car long life. The notable string 
of Super-Six records may easily be introduced next. In discussing 
these great feats of the car, make it clear that they have served 
to absolutely determine the car's stamina and power. 

Don't forget, when you are mentioning the great Super-Six 
records, to allude to the fact that the car has backed up these public 
tests by its performance in the hands of the more than 20,000 
enthusiastic owners. The way to sell the Hudson car is to get the 
prospect "sold" on the idea that the car has "made good" — which it 
has. Don't work for the car. Make it work for you. The Super- 
Six, more than any car yet brought out by the Hudson company will 
do this. The happy man is he who is unconscious of the posses- 
sions of stomach, liver and lungs. The moment he becomes conscious 
of these organs his trouble begins 

It's the same way with an automobile. The "heart," the "lungs" 
and the "liver" of the Hudson Super-Six are in perfect condition and 
the best that can be put into a car. No buyer need go further than 
the reputation and backing of the big strong company that is behind 
the Super-Six and the public and private proof it has given of its 
quality. Therefore, sell the car on its beauty, its comfort, its absence 
of vibration, its power, pickup, flexibility, control and its magnificent 
record. Get your prospect, his wife, or sweetheart or chosen friend, 
into the car, give them a ride and show them what it does. And when 
you do this, forget all about its mechanics. Sell them on style, beauty 
and performance. The Super-Six has these in a superlative degree. 
You know it. Convincing a possible buyer ought to be easy to a 
salesman who is "onto his job." 



Super-Six Makes Phenomenal Time in 
400 Mile Run 

Hutchinson, Kan. to Pueblo, Colo., in Record Tune 



THE whole wide world is wanting to be sold 
to. There is a famine in high-priced sales- 
men throughout the land. The biggest 
prizes with which success can lure you are 
waiting if you are only willing to be aggressive 
-if you are able to be different from the ordi- 
nary — if you are determined to be dissatisfied 
with the commonplace and the possible, and, 
in their stead, resolve to actually accomplish 
the impossible. 

The impossible with many men is the 
"Betterment of their Conditions." Nine out 
of every ten of us are "waiters." 

DO something! The more you do, for your- 
self, the greater will be your success. Success 
won't come to you. Nobody can give it to you. 
There are no rules for finding it. But the 
rules of making it are becoming more exact 
ever day. — Salesmanship. 



A Correction 



IN the September 9 issue of the TRIANGLE under the heading, 
"Strong Commendation of Hudson Service," it was stated that 
E. W. Westlake, Superintendent Dining Car Service of the 
Pennsylvania Railroad, Commended the excellent service given him 
by our dealer at Springfield, Illinois. 

This service was rendered by the Harrington-Gifford Co., at 
Springfield, Mass., and we are glad, through this correction, to give 
credit where it is due. 



EJ. NEGY, wholesale salesman of the Hutchinson Motor Car 
Co., Kansas distributors, recently drove a stock Hudson 
Super-Six from Hutchinson, Kansas, to Pueblo, Colorado, a 
distance of 426 miles in the fastest time ever made by any motor car. 
Negy carried three passengers and made the run in 9 hours and 20 
minutes, an average of 47.6 miles an hour. A portion of the run was 
covered at an average speed of 56.3 miles per hour, but the roads of 
at least 100 miles of the route were almost impassable and compelled 
checking down somewhat. The car Negy drove was an absolutely 
stock Super-Six touring car in every respect, with no changes what- 
ever except to equip it with wire wheels. Mr. Negy has added to his 
already big reputation as a fearless automobile driver by this achieve- 
ment. 

The Bemb-Robinson Company Stages 
Closed Car Exhibit 

THE Bemb-Robinson Co., Michigan distributors, are holding the 
first formal showing of the early winter series of Hudson Super- 
Six coaches. Pre-eminent in this exhibition of advance styles 
in motor cars is one of the smart new limousine landaulets, a refine- 
ment of last season's design, and a sister model to the town car 
landaulet, which was the first of its kind to be built in any consider- 
able quantity and offered by any manufacturer as a stock model. 
The plan is to keep this design exclusive by building only a limited 
number for the entire country. 

The Bemb-Robinson Co. have been unusually successful in creat- 
ing a demand for Hudson closed cars in the Michigan territory. The 
settings of their present exhibition are appropriate and charming. 
Mr. Walter J. Bemb, enterprising merchant always, has staged it with 
an attention to details worthy of Belasco, the magician of theatrical 
productions. 

Paste Stories on Photographs You 
Send to Factory 

SEVERAL months ago mention was made in the TRIANGLE of 
i the various details concerning the photographic prints which 
dealers send to the factory for publicity purposes. One of the 
suggestions was to typewrite the "story" which the photograph 
illustrates and paste it on the back of the print. We are getting ex- 
cellent pictures from various dealers from time to time, but often 
the picture is mailed separately from the letter telling the story. 
The advertising department must wait to get both picture and letter 
to handle the story. If the story was pasted on the back of the 
picture everything would be there simultaneously. Also it would 
obviate any chance of the picture and story being separated. A 
carefully prepared story need not be written — paste the written facts 
on the photographic prints. We will edit it. So we ask dealers, 
and distributors to try and bear this in mind in future. 

Some excellent photographic material has been received lately. 
We should like to see pictures from ALL sections of the country, 
north, south, east and west. The Semi-monthly Hudson Super-Six 
Pictorial requires many pictures of a high standard to fill it. Try 
and keep this in mind and lose no opportunity to co-operate with us to 
make the Pictorial a first-class sales developing piece of advertising 
to place in the hands of your prospective buyers. 
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Hudson SUPER-SIX 
Breaks All Cross 
Continent Automobile 
Records 

♦ 

BEATS MARMON 

TIME 

by 14 Hours; 59 
Minutes. 



BEATS TIME- 
CADILLAC "8" by 
2 Days, 8 Hours, 
2 Minutes. 



The Hudson Super-Six 

HOLDS ALL WORTH-WHILE 
STOCK RECORDS 

1819 MILES IN 24 HOURS— 

AVERAGE 75.8 MILES PER HOUR— STOCK CHASSIS. 

100 MILES IN 80 MINUTES 21.4 SECONDS. 

AVERAGE 74.67 MILES PER HOUR FOR A 7 PAS- 
SENGER TOURING CAR WITH DRIVER AND 
PASSENGER. 

1 MILE at the RATE of 102.53 MILES Per Hr. 

WORLD'S GREATEST HILL CLIMB 

DEFEATING 20 CONTESTANTS UP PIKES PEAK 
ALMOST THREE MILES ABOVE THE SEA. 

All Made with the SUPER-SIX MOTOR 
Patented by and EXCLUSIVE to Hudson. 



San Francisco 

to 

New York 

(3476 MILES) 

—5 Days, 
— 3 Hours, 
— 31 Minutes. 



AVERAGE 28.14 

MILES PER 

HOUR. 



This is the kind of painted banner or sign our New York and Philadelphia distributors put up in front of their establishments. 

to announce the breaking of the ocean-to-ocean Transcontinental Record. It is good style 

for Hudson distributors and dealers to follow. 

How the Hudson Super-Six Ocean-to-Ocean Car Was 
Checked in its Trip Across the Continent 

At Every Place the Hudson Super-Six Stopped a Signature Was Obtained Showing 
the Hour and Speedometer Reading of the Car at That Point. Here is the Record : 



San Francisco, Cal., Sept. 13, 1916 
12.01 A. M. 
Speedometer reading 00. 

This certifies that I saw Hudson Super-Six Trans- 
continental Car. 

Signed — Leon J. Pinkson, 
Automobile Editor, 

San Francisco Chronicle. 
W. C Kiefer, 
General Agent, 

Wells Fargo Express Co. 



Carson City, Nevada, Sept. 13, 1916. 
7.25 A. M. 

Speedometer reading 253. 

This certifies that I saw Hudson Super-Six Trans- 
continental Car. 

Signed — A. C. Cunningham, 

Blacksmith. 



Fallon, Nevada, Sept. 13, 1916. 
10.09 A. M. 

Speedometer reading 318. 

This certifies that I saw Hudson Super-Six Trans- 
continental Car. 

Signed — Geo. C. Co vers ton, 
Prop. Fallon Garage. 

Austin, Nevada, Sept. 13, 1916. 
2.47 P. M. 

Speedometer reading 437.7. 

This certifies that I saw Hudson Super-Six Trans- 
continental Car. 

Signed — George Sitstus, Bar Francis, 
Book-keeper. Sheriff, 

Landes County. 

Elko, Nevada, Sept. 13, 1916. 
8.29 P. M. 

Speedometer reading 578. 

This certifies that I saw Hudson Super-Six Trans- 
continental Car. 

Signed— Charles F. Clark, Mrs. C. L. Fike, 

Editor Elko Free Press Manager Postal 
W. S. Pearce. Telegraph Co. 

W. P. Ry., Elko. 

Ogden, Utah, Sept. 14, 1916. 
10.05 A. M. 

Speedometer reading 842. 

This certifies that I saw Hudson Super-Six Trans- 
continental Car. 

Signed— Wm. H. Fleetwood, S. W. Wherry, 
Clergyman. Dentist. 

W. J. Dermody, 

Mgr. W. U. Tel. Co. 



Laramie, Wyoming, Sept. 15, 1916. 

5.39 A. M. 
Speedometer reading 1395. 

This certifies that I saw Hudson Super-Six Trans- 
continental Car. 

Signed— E. T. Glessner, E. W. Johnson, 

Dentist. Undertaker, 

Eugene P. Smith, Mel Johnson, 
Grocer. Druggist. 

Ralph Bath, 
Ranchman. 

North Platte, Nebr., Sept. 15, 1916. 
2.45 P. M. 

Speedometer reading 1560. 

This certifies that I saw Hudson Super-Six Trans- 
continental Car. 

Signed — J. L. Souder, L. A. Spencer, 
Garage Man. Oil Salesman. 

Overton, Nebr., Sept. 15, 1916. 

6.40 P. M. 
Speedometer reading 1649. 

This certifies that I saw Hudson Super-Six Trans- 
continental Car. 

Signed — Walter A. Trimble, 
Councilman. 

Grand Island, Nebr., Sept. 15, 1916. 
8.55 P. M. 

Speedometer reading 1722. 

This certifies that I saw Hudson Super-Six Trans- 
continental Car. 

Signed — Fred Ashton, 

Council Lincoln Highway. 

Omaha, Nebr., Sept, 16, 1916. 
2.05 A. M. 

Speedometer reading 1844. 

This certifies that I saw Hudson Super-Six Trans'- 
continental Car. 

Signed — Arthur P. Guion, 
Lumber Dealer. 

Des Moines, Iowa, Sept. 16, 1916. 
10.06 A. M. 
Speedometer reading 2029. 

This certifies that I saw Hudson Super-Six Trans- 
continental Car. 

Signed — D. D. Le Crou, 

Auto Editor Register of Des Moines. 

H. E. Ward, 

Asst. Adv. Mgr. Capital. 

Davenport, Iowa, Sept. 16, 1916. 
3.00 P. M. 

Speedometer reading 

This certifies that I saw Hudson Super-Six Trans- 
continental Car. 

Signed — V. L. Hubbard, J. Roehmar, 

Democrat. Davenport Times. 



Joliet, III., Sept. 16, 1916. 
8.25 P. M. 

Speedometer reading 2381. 

This certifies that I saw Hudson Super-Six Trans- 
continental Car. 

Signed — Geo. S. Jack man. 
Mgr. Dashiel Motor Co. 

South Bend, Ind., Sept. 16, 1915. 
12.00 Midnight. 

Speedometer reading 2491. 

This certifies that I saw Hudson Super-Six Trans- 
continental Car. 

Signed — J. F. Cole, 

Pres. National Co. 

Lake wood, Ohio, Sept. 17, 1916. 
9.04 A. M. 

Speedometer reading 2767. 

This certifies that I saw Hudson Super-Six Trans- 
continental Car. 

Signed — H. C. Lang, 

Patrolman No. 3. 

Erie, Pa. 

Speedometer reading 1210^. 

This certifies that I saw Hudson Super-Six Trans- 
continental Car. 

Signed— C. H. Hoffstetter. 

Buffalo, N. Y., Sept. 17, 1916. 
2.30 P. M. 

Speedometer reading 2971. 

This certifies that I saw Hudson Super-Six Trans- 
continental Car. 

Signed— Maurice M. Wall. Edward Stick, 

Pres. N. Y. State Motor Officer. 

Motor Federation. 



Rochester, N. Y., Sept. 17, 1916. 
4.45 P. M. 

Speedometer reading 3026. 

This certifies that I saw Hudson Super-Six Trans- 
continental Car. 

Signed — E. C. Mason, 

The Rochester Herald. 



New York, N. Y. (Columbus Circle), 

Sept. 18, 1916. 
6.32 A. M. 

Speedometer reading 3476. 

This certifies that I saw Hudson Super-Six Trans- 
continental Car. 

Signed — Jas. A. Hemstreet, 

Mgr. Touring Dept. A. A. A. 
F. C. McAllester, 
New York American. 
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Hudson to Advance $175 

No Change in Models 

AS soon as the present series of the Hudson Super-Six is completed, the list 
price will be advanced $175 per car on all models. 

New series production starts December 1st, next — the advanced prices become 
effective then. There will be no change in the models save in slight details. 

There will be no change in the Super-Six motor. The same chassis, the same 
body, the same equipment that has been used in the 19,000 cars already produced 
will be continued except for such minor changes as are likely to be made at any 
time during a season's production. 



We first planned a production of 30,000 
Hudson Super-Sixes. The price was based 
upon the production cost. 

In June we entered the market for an ad- 
ditional 15,000 cars. Then we found that 
enormous increases had been made in costs. 
In common with the general increase of all 
commodities, we found we could not continue 
the Super-Six at the prices possible when ma- 
terials were bought in the lower market. 

Hudson manufacturing profits have always 
been low. It is common knowledge in the 
trade that we put more value — more cost — 
into Hudson cars and take out less profit than 
is usual with other quantity producers. 

We are forced to add to the list price of the 
Super-Six simply because we can not continue 
to sell it at the present prices when we begin 
shipping cars of the new series bought under 
market conditions less favorable than those 
that obtained when we first bought out this 
most marvelous of all cars. 

It Means Great Profits to Dealers 

The Super-Six is the largest selling fine car 
in the world. Last summer the orders in 
excess of production ran into the thousands. 
The Super-Six motor is not a passing sensation. 
It is not one of those claims to motor supremacy 
which yields in a year or two to another. 

Think what all the records it has made mean 



in the way of a renewal of that demand when 
next spring's selling begins. 

Last January the Super-Six was a stranger. 
It was received with all the doubt accorded 
the stranger. 

Today it stands as the leading car in every 
wanted particular. At no price is there a car 
to compare with it in the most prized of all 
qualities — that of endurance. 

We have sold practically all our present 
production. When the last car of this production 
is shipped then the price advances. Those 
who buy Hudsons now, whether they be con- 
sumer or dealer, make a clean gain of $175 
per car. 

Increasing Fall Business 

When you tell your customer that by buying 
now he gets the same Super-Six he would get 
next spring and saves $175, you are offering 
him an unusual bargain. And when you recall 
the enormous loss you sustained on account of 
car shortage and that there is every reason 
to expect a similar situation next spring, you 
will see how you can make $175 on each car by 
buying as much of your winter stock as you 
can get before the price raises. 

There can |be no depreciation in the 
Hudson Super-Six. You make $175 ad- 
ditional on every one you buy and get 
delivery of before December first that you 
sell after December first. 
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Super-Six Makes World's Longest Endurance Run 

San Francisco to New York and Return in 10 Days, 21 Hours, 3 Minutes, 
First Car Ever to Make Round Trip Across Continent Against Time 



THE Hudson Super-Six did a wonder- 
ful thing when it ran from San Fran- 
cisco to New York in 5 days 3 hours 
31 minutes. But it was a more mar- 
velous accomplishment when that same 
car turned around and went back across 
the continent and completed the round 
trip in 10 days 21 hours and 3 minutes. 

Up to last August the best one-way 
time for any automobile was 7 days and 11 
hours, made by the Cadillac "8". But 
the same Hudson Super-Six has now 
made the round trip in just two and a 
half days longer time than was required 
for the one-way trip in the best record up 
to August. The Hudson on its return 
trip beat every previous trans -continental 
record except its own. It had a fair 
chance to do that up to the last leg of the 
trip. On the going trip the distance from 
San Francisco to Elko, Nevada, was 
made in 203^ hours. On account of rains 
in the Sierra Nevada mountains, 35 
hours were required on the return trip to 
negotiate that distance. The car was 1 J^ 
hours ahead of its schedule when it 
reached Elko. But as it took 15 hours 
longer to finish the last 600 miles than was 
required in making those same 600 miles 
in the going trip, it was unable to break 
its own record. Still it arrived back in 
San Francisco in 57 minutes less time than any other car that ever 
made the trans-continental run. 

It it a Great Tribute to the Super-Six 

One does not have to be the "oldest inhabitant" to recall the 
year when a fast railroad train trying for a mail contract took six 
days to cross the continent. Anything less than six days in a journey 
by rail from coast to coast was worth mention in the news columns. 
But a few years ago it was worth a first page announcement when 
an automobile touring party was able to report, no matter in how 
many days, that it made the full distance unaided. 

The trans-continental run of the Hudson Super-Six marks a new 
milestone in civilization's progress. The run from San Francisco to 
New York and return is a most marvelous record. No automobile 
ever before attempted the round trip against time. The Hudson 
Super-Six set out to establish a record for endurance. Every test 
it has entered it has won. It was not that records were desired to 
show speed, but that proof was sought demonstrating that the Super- 
Six, by reason of its exclusively controlled and patented motor, so 
reduced vibration that a new standard of motor endurance has been 
established by it. Speed proves endurance to a motor just as it shows 
the endurance of a man. Continuous fast running produces the same 
fatigue to machinery as it does to a man. So by tests on the speed- 
way, when the Super-Six was driven 1,819 miles in 24 hours — 52% 
further than any other traveling machine ever went in that time — 
we were able to crowd punishment into that short time exceeding 
anything like years of service would impose upon the car. 

Averaged 700 Miles a Day 

It is 3,476 miles from San Francisco to New York. In the going 
trip the Super-Six averaged 28.14 miles per hour. This included all 
stops and the slowing down to the speed requirements of more than 
350 cities, towns and villages. The return trip, for the reasons already 
stated, was not so fast. But counting all stops from the time the 
car left San Francisco until it returned it traveled 7,952 miles at the 
rate of approximately 700 miles a day. 

By a single invention the Super-Six patented motor which Hudson 
exclusively controls was this speed made possible. Science produced 
that motor out of the Hudson engineering staff. Science brought 
the motor car up to its present point of reliability. Finely tempered 



Start From Front of Chronicle Building, San Francisco, on Transcontinental Run. 
Hudson Dealer at Stockton, California, at the Wheel. 



A. H. Patterson. 



steel and other metals, it is true, made possible the remarkable run 
of the Super-Six. But these were available also to all cars. It was 
the Super-Six patented motor which has increased the efficiency of 
the automobile to the extent shown in this remarkable round trip 
across the continent. 

Gasoline the Great Magician 

Gasoline is the great magician that makes possible miracles 
undreamed of when the Arabian Nights were made so entrancing by 
man's imaginative powers. Tribute must be paid to the ingenuity 
of man that has developed that magician. But greater tribute must 
be paid to the higher refinements of mechanical and chemical skill 
which combined, find expression in the Hudson Super-Six to the 
extent of making possible its great performances and thus point to 
the possibilities of motor car development. 

Super-Six Performance Sets World to Thinking 

Such performances as have been shown by the Super- Six set the 
world to thinking. They open new channels of thought about our 
country. Where the automobile has proved in such a startling way 
how it links the country to the city, the Super-Six proves how to 
link coast to coast. Through the development of gasoline and such 
mechanical development as has been shown in the Super-Six it has 
laced together the great wastes of spaces of the United States. 

Automobile Links Country Together 

It is a part of American history that in other days complaint 
was made of the great size of the Republic, and now when it is possible 
to travel in less than six days the distance between the chief cities 
upon the two coasts it makes the utterances of the statesman of sixty 
years ago seem ridiculous. Ben Johnson — wisest man of his time — 
said that man could not travel 20 miles an hour and live — that wind 
pressure would be too strong for him to breathe. The statements of 
statesmen prior to the civil war seem almost as absurd. For many 
then favored the secession of the south because of its distance and 
thought the United States had more territory than it could possibly 
handle in the great wastes of the west. 

The automobile truly has been a tremendous factor in linking the 
United States together. The Super-Six has merely carried the 
attainments of other cars a step farther. 
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Improve Your Own Self, or Go Back 

Man Becomes What His Will Dictates ; He Cannot Stand Still 



EVERY now and then you hear the statement "Salesmen are 
born, not made/' and many persons, without investigating, 
believe it. 

The natural born salesman is a person to be envied and 
admired. Nature has given him graces in abundance. There is 
a natural charm about him that instinctively attracts people. 
He is progressive. He sees clearly that no one is so wise and great 
that he may not become wiser and greater. He realizes that knowledge 
is power and grasps every opportunity to increase his knowledge. 

He gets all the general information he can, knowing that the 
broader his range of knowledge, the better he can appeal to, and put 
himself in tune with, the varied types of humanity with which he 
comes in contact. He recognizes the value of specific knowledge with 
respect to his own special business, for he realizes that selling is a 
science and the practice of it a profession. 

He knows that being "natural born" to a profession is but a 
beginning. He knows that relying on natural gifts some time he will 
wear them out and break down; that sooner or later he will arrive 
at the point where his natural gifts, unsupported, will not keep him 
going ahead, and then he will go backward; for there is no such thing 
as standing still. 

And how true it is that natural born things can be improved by 
scientific cultivation. Thomas A. Edison is without question a 
natural-born inventor. But do you suppose his name would now be 
written among the immortals had he not cultivated the talents with 
which Nature endowed him? For 30 years, Edison has slept only five 
hours a day, study and experimenting an average of 16 hours daily. 
He recognizes that knowledge is power, so he cultivates his natural 
gifts and enriches his mind. 

The bitter, warty, wild apple is a "natural-born' ' apple, in that it 
is Nature's product, independently of man. But a wild-apple tree 
uprooted from the woods, and blessed by the care of scientific 
methods produced all our delicious domestic apples. There is so 



much difference between the wild and the domesticated apple, that 
one who sees it in its cultivated state and then walks out and sees it in 
its primeval state in the woods never would recognize the parentage 
of the wild apple. 

And so you might go on with dozens of illustrations indicating how 
unwise, how foolish it is to neglect natural gifts. They are but the 
foundations upon which to build. They should be valued as heritages 
and the possessor should bestow upon them his tenderest care. 

The old belief that the earth was flat, was handed down for ages. 
Everybody believed it until science demonstrated the impossibility of a 
flat earth. There are races today that bow down and worship wooden 
images, firm in the belief that these images control the destinies of 
human beings; that their pleasure will bless and their wrath will curse. 
And thus false beliefs and mistakes in every line, dam back the current 
of progress, until the discernment of truth clears the path to better 
things. 

The fact is that a man can make of himself anything he wants to, if 
he wants to earnestly enough. He comes on this earth with no in- 
telligence; he devolops great intelligence. He is born without know- 
ledge; he acquires great wisdom. He starts a laborer; he ends a 
millionaire prince of commerce. 

Every person is master of his own destiny. He becomes largely 
what he wills to become. If he wills to become a wise man and wills it 
determinedly enough he becomes such. If he is satisfied to be a 
nonentity, there is no power on earth capable of lifting him out of 
the obscurity of commonplaceness. 

The laborer working for $1.50 a day does more manual work than 
the manager who gets as much an hour. The laborer and manager 
once were at exactly the same place, measured by salary and oppor- 
tunity. The manager was born with no more knowledge than the 
laborer. He acquired knowledge and improved his opportunities, while 
the laborer stood still. 



Price of Garage Signs Increased 

THE Hudson Sales and Service Station Enamel Signs cannot 
be bought by us at the former price of $1.00 each. When 
we placed our new order, we were notified ty the manufacturer 
that there would be an increase of 50c per sign. These signs now 
cost us $1.50 each, not including express charges to you. All 
orders received after Oct. 14th will be charged for at that price. 
Attention When Ordering 
Write orders on regular parts order blanks so they will be handled 
through the Parts Order Department in the usual way. 

Send cash with order — these signs cannot be shipped 
C. O. D., because they are expressed direct from the Manu- 
facturers. 

371 Retail Sales in Detroit 

ALL things considered, the sales record of the Bemb-Robinson 
Company, Hudson distributors for Michigan, is a splendid 
one. Walter Bemb is a real merchant. He has done wonder- 
ful work in the creation of a demand in Detroit for Hudson closed 
cars. He has sold three times as many closed cars as any other 
dealer in Detroit. He keeps every Hudson owner permanently sold with 
"Day and Night Hudson Service" which is his slogan. He is a con- 
sistent advertiser. His business is growing by leaps and bounds. 
He is a leader in his field. Here are the figures showing the Hudsons 
and other cars he has taken in trade and the totals to September 1 : 



Super-Six Wins Race at Kansas Fair 

AE. KIRK, head of the Hutchinson Motor Car Co., wired the 
factory Tuesday as follows: "Glen Breed driving a Super- 
Six beat Eddie Hearn in a Briscoe at the Kansas State Fair 
on Saturday, Sept. 23. Breed's time was five miles in five minutes 
and fifty seconds. Briscoe drove a Deusenberg car." 

Drives Her Super-Six Through Sand to 
Top of Mountains 

OVER a sandy road, deeply cut by bad arroyas, Mrs. A. Roos, of 
Las Cruces, New Mexico, recently drove her Super-Six up 
the Organ Mountains to an elevation of 7,500 feet above sea 
level. This is a limb of 3,500 feet from Las Cruces in thirteen 
miles to make Dripping Springs, where this picture was taken. The 
Donna Ana Motor Co., Hudson distributors at Las Cruces claim 
that the Super-Six shown in this picture, driven by Mrs. Roos, is the 
ONLY motor car that has EVER made the climb to Dripping Springs 
on high gear, and that many of the high-priced cars have tried to 
accomplish this feat in vain. 



HUDSON 


.... 85 


Mitchell 


3 


Detroit Electric 1 


Cadillac 


.... 16 


Maxwell 


. 3 


Mercer 1 


Paige 


.... 11 


Packard 


. 3 


Oakland 1 


Reo 


.... 8 


King 


. 3 


Vaughn 1 

Peerless 1 


Overland 


8 


Chandler 


. 3 


Studebaker 


... . 7 


Everett 


2 


Warren 1 


Chalmers 


.... 9 


Cole 


2 


RECAPITULATION 


Lazier 


.. .. 7 


Abbott 


2 


Total Hudsons 85 


Ford 


. . 6 


Dodge 


1 


Total other makes. .114 


Buick 


.... 5 


Grinnell Electric . . 


1 


Clean sales 172 


Hup 


. 4 


Rauch & Lang 


1 





Old* 


.... 4 


Carter Car 


1 
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"In the purchase of a car, one of the most important 
considerations is Service, Not in the sense of securing 
something for nothing or expecting the seller to main- 
tain the car in good shape indefinitely, but in justice 
to the car, to see that the purchaser is placed in a 
position to secure the best results with his purchase." 

— An expression from a satisfied purchaser of a 
Hudson Super-Six. 



Mrs. Roos is an enthusiast over her Hudson Super-Six. Accom- 
panied by her baby boy, she has made long tours over the mountain- 
ous country in the vicinity of Las Cruces this summer. She finds her 
car easy to handle in every situation and never is bothered by me- 
chanical trouble of any sort. 
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A peep into the superbly appointed showroom of the Hudson Motor Car Co. of New York, showing the staging of a closed Hud- 
son model in the rear. Announcement of the transcontinental record of the Super-Six is placarded across the showroom window. 

How the Hudson Super-Six Was Checked on Its Return Trip to San Francisco 

Date Time Mileage Checked by 

New York Sept. 18 10:50 P. M 3461 James A. Hemstreet, Manager Touring Bureau, A. A. A. 



Albany, New York Sept. 19 4:37 A. M 3612. 

Buffalo, N. Y Sept. 19 12:51 P. M 3904. 



Chas. Schaumburger, Agent Wells-Fargo. 
. Albert J. Bearup, Jr. 
. E. Dutzer, Buffalo Courier. 

E. P. Lennon, Commercial Agent Western Union Tel. Co. 

Cleveland, Ohio Sept. 19 6:45 P. M 4114 B. H. Rugg, Patrolman. 

Davenport, Iowa Sept. 20 3:40 P. M V. L. Hubbard, Democrat. 

Des Moines, Iowa Sept. 20 9:36 P. M 4854 H. Eward, Asst. Adv. Manager, "Des Moines Capital." 

Martin M. Manger, Register and Tribune. 

Council Bluffs, Iowa Sept. 21 2:15 A. M 4992 Page Morrison, R. M. Davis. 

Omaha, Nebr Sept. 21 2:28 A. M 4999 Jas. H. Clarke, Jr., World Herald. 

Big Mill, Nebr Sept. 21 10:37 A. M 5295 C. E. Snyder, Postmaster. 

North Platte, Nebr Sept. 21 11:04 A. M 5307 1. S. Randall. 

Brule, Nebr Sept. 21 12:15 P. M 5374 Bill Kilgore, Garage Manager. 

Kimball, Nebr Sept. 21 3:05 P. M Charlie Martinsen, Rancher. 

Laramie, Wyo Sept. 21 7:20 P. M 5597 E. W. Johnson, Undertaker. 

Bvanston, Wyo Sept. 22 11:06 A. M 5961 Mose Grabfelder, Merchant. 

George Spencer, Prop. Hotel Bvanston. 
Ogden, Utah Sept. 22 2:10 P. M 6040 Wm. M. Fleetwood, Clergyman. 

A. M. Tribe, Wholesale Liquor Dealer. 
Elko. Nev Sept. 23 1:23 A. M 6318 G. E. Crooks, Night Clerk Mayer Hotel. 
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Austin, Nev Sept. 23 11:25 A. M 6463 

Fallon, Nev Sept. 23 7:23 P. M 6581 

Carson City, Nev Sept. 24 2:48 A. M 6647 



. Bar Francis, Sheriff Lander County, Nevada. 
. . Geo. C. Colvertson, Proprietor Fallon Garage. 
. .H. V. Robishair. 
G. M. Anderson, Editor "News." 

Ferry "Encinal," Oakland, Cal.. Sept. 24 12:50 P. M 6900 J. A. Anderson. 

San Francisco Sept. 24 1:23 P. M 6901 Leon J. Pinkson, Auto Editor "Chronicle." 

Speedometer disconnected for a time; actual mileage should be about 3476. W. C. Kiefer, General Agent Wells-Fargo. 



Present Transcontinental Motor Car Records 





Record 




Days 


Hours Minutes 


Year 


64 




1903 


63 




1903 


33 




1904 


15 




1906 


10 




1910 



Car Drivers 

Winton Jackson, Crocker 

Packard Fetch, Karup 

Franklin Whitman 

Franklin Whitman 

Reo Whitman 

The transcontinental record by train is 3 days 21 hours. By foot 80 
days 5 hours. Hudson Super-Six is the only motor car that ever made 
the round trip from coast to coast against time. Round trip time 10 
days 21 hours 3 minutes. The one-way Cadillac "8" record is 7 days 



Days 

11 

7 

5 

5 



Record 

Hours 

7 

11 

18 

3 



Minutes 
15 May 
52 May 

30 July 

31 Sept 



11 hours 52 minutes. 



Year Car 

1915 Stutx 

1916 Cadillac 

1916 Marmon. . . . 
1916 Hudson 

Super-Six 
That record was made last May. 



Drivers 
Baker, Sturm 
Baker, Sturm 
Stevens 
Mulford, Patterson, 

Vincent 
In 2K days 



more the Hudson Super-Six made the round trip. The Super-Six aver- 
age speed per day for the round trip was 28 and a fraction miles per 
hour. The Cadillac "8" average for the one way was 19.4 miles per hour. 
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Steinhardt Sets Selling Standard 

Sells Super-Sixes at Full Price to Army Commanders 



LIST Price Steinhardt" is what they are now calling our hustling 
San Antonio distributor. 
Standing pat on price he has "put it over" all bidders for 
furnishing motor cars to the United States army commanders on the 
Mexican border. 

While other dealers and manufacturers were scratching their heads 
trying to figure out how much they could cut the price to get the 
government's business, Steinhardt was being solicited by the army 
quartermaster to file a bid for supplying ten Super-Sixes to be used 
by the division commander-generals. 

The Crockett Automobile Co. did not put in their bid until five 
different makes of cars selected had passed the mechanical inspection. 
The Super-Six was the last car to pass this mechanical inspection. 
The satisfaction expressed by the government inspectors gave assur- 
ance that the Crockett Automobile Co. could get the quality price 
even in the face of the cut prices named by all the other bidders. 
The Crockett Company's bid was 
$1,575 for each Hudson Super-Six 
purchased, the cars to have what 
the government calls "United 
States Standard Equipment" — a 
tire, two tubes, tire cover and a 
set of chains. 

The first Super-Six purchased 
went to Brigadier-General H. A. 
Greene, who is commander of all 
the militia troops on the border. 
This car when driven through the 
streets of San Antonio carries a 



three-foot red flag with a white star in the center, the pennant of a 
commanding officer. All the soldier boys must "stand at attention," 
and salute when this car passes them. The second Super-Six goes 
to General Plummer, now stationed at Nogales, Arizona, but who is 
slated for station at San Antonio. The remaining cars will be de- 
livered as soon as possible. 

The Hudson Super-Sixes were the only cars purchased at over a 
thousand dollars. 

We reproduce a photograph of the check for $1,575 made to the 
order of the Crockett Automobile Co., by the army quartermaster 
to pay for the Super-Six delivered to General Greene. Also a picture 
of the car surrounded by a number of his fellow officers. The center 
picture is that of General Greene and that on the right shows this 
officer in the tonneau of his new Super-Six with his general's pennant 
floating from the front of the car. 

This latest coup by "Bill" Steinhardt emphasizes, with renewed 

force, his right and title to cham- 
pionship as a salesman. And it also 
demonstrates the fact that the 
Hudson Super-Six can be sold on 
its merits at its list price even in 
competition with price cutting 
dealers in other makes. Hudson 
dealers can safely adopt the slogan 
of price maintenance. Price cutters 
lose respect for themselves and 
their car. Every Hudson dealer 
wants to maintain his own dignity 
and that of the Hudson Super-Six 



Another Story of Fine Salesmanship and 
"Standing Pat on Price" 

THE Monticello Motor Sales Co. recently sold Super-Six phae- 
tons to the four Mathews brothers, agriculturists of Wolcott, 
Indiana. 
In order to sell these cars our Monticello dealers had to resort to 
considerable finesse. The tip came to them by wire from the Hulett- 
Law Motor Car Co., distributors at Indianapolis, that the Mathews 
brothers were in the market for good cars. Frank Garr, manager 
at Monticello, got in touch with and induced the four brothers to 
accompany him to the factory at Detroit. They consented. The 
party that came to Detroit in a Super-Six consisted of the four 
Mathews brothers, the wives of two of them, Mr. Garr and Mr. 
Andrews, his salesman. 

It developed that the representatives of four other cars, the prices 
of which ranged from $1,200 to $1,600, were trying to land the order 
on a basis of a discount of from fifteen to twenty per cent. The 
Mathews folks wanted the promise of a similar concession from Mr. 
Garr before starting out for the factory, but he stood pat, despite 
which they came. The idea was to sell them on the quality of the 
Super-Six as evidenced by the splendid Hudson factory, and dwelling 
upon the care and pains devoted to the perfection of each part for 
final assembly. The visitors marveled at all they saw. They were 
"sold for the Super-Six." Then came a lengthy conference in a 
private office at the factory between the four brothers and the wives, 
and Mr. Garr and Mr. Andrews and one or two of the sales depart- 
ment boys. It was quite a battle. The Mathews folks had the 
money — they are quite well-to-do — but thrifty, and couldn't get it 
out of their heads that by buying four cars at once they were entitled 
to a concession on the price. But they were finally won over and, at 



the end of the day, they capitulated and Mr. Garr had their sig- 
natures and settlement in full to the tune of $5,900, F. O. B. Detroit, 
for four Super-Sixes. 

After much pains and labor and persistence he had the coveted 
order. And the Mathews brothers, four, and their wives are the 
happy owners of Super-Sixes which they are genuinely proud of and 
are advertising in all their part of Indiana. 



The Last Minute Man 

BATTLES are settled by their final phases. All earnest con- 
i flicts are tests of endurance. Sagacity is essential in outlining 
a plan of action, but neither shrewdness nor vision avail a man 
or an army without the tenacity to carry an undertaking to the 
finish. 

The trouble with most of us is that we use a fifty-nine-second 
watch and don't give the ultimate moment a square show. We 
quit before the time limit. 

A fight is never decided until the referee's hand is down. Cham- 
pionships are won and lost in the space it takes to count "ten." 

The outstanding characteristic of winners is their bold utilization 
of small margins. 

It takes a cool head to maintain a sound footing in a narrow place. 
The last minute is the testing instant; if there's a yellow streak in a 
man, it shows then. — Herbert Kaufman. 

Are you there at the last minute? Often the final moment in a 
sales talk is the vital one. Upon your power to sustain the ground 
gained with your prospect, and hold your advantage to the finish, 
depends the sale. Don't "quit before the time limit," but go strong 
until your man's name is neatly inscribed on the dotted lines. Be the 
winner at "the last minute." 
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Achievements of the Super-Six 

Little Stories to Help You in Your Selling Talks to Prospects. 



To Top of White Mountains in a 
Super-Six Geared on High 



AN employee of the Manchester Auto Garage Co., New Hamp- 
shire, recently drove a Hudson Super-Six to "The Balsams," 
the highest point at the Dixville Notch in the White Mountains. 

This feat was easily performed with the Super -Six geared on high, 
and was repeated several times for the benefit of many spectators 
who considered it an impossibility. 

Mr. Hale, proprietor of "The Balsams," who has spent twelve 
years there and owned many high-priced cars, states that to his 
knowledge no stock car at any price or horse power has ever nego- 
tiated Dixville Notch on high gear. Motorists not only have the 
grade to contend with, but the atmospheric conditions are peculiar 
and oppressive, causing poor carburetion and, ordinarily, excessive 
heating and pounding of motors. The Super-Six overcame these 
difficulties and performed perfectly in every way. 

It is stated that many expensive eight and twelve cylinder cars 
have tried repeatedly to climb to "The Balsams" on high gear without 
success. 

Big Family Comments on The Hudson 
Super-Six News Pictorial 

Motor Inn, Thorstensen & Thorstensen, Plentywood, Mont. — 
"We consider it the best advertising we ever had." 

Frank D. Stoop, Kalispell, Mont. — "Good dope." 

T. C. Power Motor Car Co., Helena, Mont. — "Very interesting to 
prospective purchasers." 

Blakeslee & Standerd, Independence, Kans. — "Best advertising 
scheme yet." 

Crockett Auto Co., San Antonio, Texas, Wm. Steinhardt — "The 
Hudson Super-Six News Pictorial is unquestionably a dignified 
medium which brings unlimited results to the distributor or dealer 
who takes the pains to hold it before the curious public. It is to the 
prospective buyer what the TRIANGLE is to dealers. You should 
by ail means go after it strong." 

Hulett-Law Motor Car Co., Indianapolis, Ind., J. B. Hulett — 
"I've tried every kind of publicity and found some good and some 
bad, but for catching and holding the attention of a prospect the 
Super-Six News Pictorial is unbeatable. I never knew of a better 
advertising scheme." 

The Home Garage, Paducah, Ky., W. R. Katterjohn— "We think 
the Super-Six News an excellent proposition, and, combined with 
circular letters, out-steps anything other automobile manufacturers 
can do." 

Foley Motor Car Co., Newark, N. J., E. J. Foley — "The Super- 
Six News looks very good to us and we are going to subscribe to it for 
a big list of our prospects." 

Tom Botterill, Denver distributor — "The Super-Six News is to 
our mind a most effective form of regular and methodical appeal 
and we intend to use it constantly." 

The Hudson-Phillips Motor Car Co., distributors at St. Louis, 
recently filed their order for TEN THOUSAND COPIES of the 
Hudson Super-Six News Pictorial, accompanied by a list of names of 
prospects to whom they are to be mailed. Other big orders are 
coming in. 

Have you sent YOUR order and list of names to the factory? 



Western Owner Tests Super-Six in Great 
Mountain, Canyon and Desert Drive 

PULLING down the round trip record from Pine Knot Lodge 
at Big Bear lake to Victorville and return, W. W. Pedder in a 
Hudson Super-Six roadster on September 5th ripped off the 
96 miles over the north summit of San Bernardino mountain and over 
the terrifically rough Cushionberry grade down the mountain, through 
the canyon and across Mojave desert to Victorville and return, at- 
taining a maximum elevation of 7,500 feet, all in the short time of 
two hours flat on the downward trip and two hours, thirty-five 
minutes on the return trip. 

Pedder's time was recorded at Pine Knot Lodge before leaving 
Big Bear lake and upon arrival at Victorville hotel. He was checked 
out at the latter point and in at Pine Knot again, the last 12 miles 
up the mountain grade being driven in the dark. 

This achievement sets Mr. Pedder before the motoring public of 
Southern California as one of the best "rough stuff" drivers that 
ever sat behind a wheel. 

"In spite of the terrific grade," said Mr. Pedder, "my Super-Six 
held the road even when we were spinning the sharp curves through 
Cushionberry, and in climbing the north wall of the San Bernardino 
range I could appreciate just the sensation endured by Mulford 
when he made his famous climb to the summit of Pike's Peak ahead 
of every other car in the race. 

"This is my eighth trip into Big Bear lake this year, four times 
over the 8,214 foot summit of the south route, twice over the crest 
route and twice over the desert route, the latter because of the terrific 
heat of the desert is the most difficult of the roads into Big Bear 
valley, but is preferred by many because of the great diversity of 
valleys, desert and mountain scenery through which the route passes. 

"I have driven many cars and now have two Hudsons, one a six- 
cylinder 54 and the other the Super-Six. I consider my Super-Six 
roadster one of the most efficient machines it has ever been my pleasure 
to drive. If any car can successfully pull down a mountain record, 
where power, speed and stamina are required, it is the new Super-Six 
of which I have one of the latest models." 

Woman Driver Proves Super-Six's 
Ease of Control 



MRS. F. B. HENDERSON is here shown returning from a trip 
on the "Skyline Boulevard," accompanied by C. L. Butler, 
distributor at Berkeley, Calif. The latter was giving Mrs. 
Henderson a lesson in driving. She drove the car and duplicated the 
performance of Mrs. Burman, a finished driver. She never had the 
car at a greater speed than 15 miles an hour, all the way on high gear. 
Mr. Butler says this is considered a great feat in Berkeley and "not 
only demonstrates the wonderful power of the Super-Six, but em- 
phasizes its remarkable ease of control. A woman, and a beginner 
at that, drives a Hudson Super-Six in high gear over a course that 
most cars take, at certain points, on low." 



1 
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I Attractive Exhibits Promote Sales 

Illinois Dealer Makes County Fair Big Opportunity 
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THE £. V. Kirby Auto Co., Hudson dealers at Urbana, Illinois, 
county seat of Champaign County, one of the richest agricul- 
tural counties in a state famed for the progressiveness and 
wealth of its farmers, is a business opportunist. The annual Cham- 
paign County Fair was an opportunity which he grasped and has 
cashed on handsomely. Being the county's largest automobile dealer 
and having the agency for the Hudson Super-Six, so prominent in 
the public mind by reason of its remarkable achievements, Mr. 
Kirby staged an exhibit at the fair that was worthy of his company's 
standing and the popularity of the car he handles. 



Large pedestals with overhead construction incorporating the 
design of the pergolas, enclosed the new models of the Super-Six 
Touring Sedan, Cabriolet and the Phaeton. Potted ferns and 
palms with autumn leaves and flowers, daintily arranged, provided a 
beautiful setting for the cars and one that instantly caught the 
approving eye of the throngs of visitors to the exhibit. Mr. Kirby 
and Sales Manager L. H. Hart and their assistants entertained eight 
thousand visitors at the exhibit. 

Speaking of the exhibit and of the sales possibilities in his territory, 
Mr. Kirby says: "I am a thorough believer in the policy of inter- 
esting the people in Hudson cars by advertisements and attractive 
exhibits on every possible occasion. These exhibits draw crowds, 
encourage sales, make new customers, give us new prospects to work 
on and promote keener competition which we feel amply able to meet 



with Super-Six cars. Believing absolutely in the product of the 
Hudson factory, it is easy for me to communicate my enthusiasm to 
my sales organization, which in turn conveys it to the public. 

"Champaign County has a progressive population of 51,829 
people made prosperous by its rich land. There are 16,000 males 
over 21 years of age in the county. The crop value this year is 
estimated at $9,991,658. When a sales force has a territory like this 
the possibilities are unlimited. It is very uncommon when riding 
through our rural districts to find many homes not owning auto- 
mobiles. In our county the slogan 'Farm life is not complete without 
a car' is met everywhere. Rural efficiency is increased greatly by 
the use of automobiles, and we make it our business to promote this 
point of view. 

"The country dealer receives as much benefit from his advertising 
and exhibits as the territorial dealers. I do not agree with those 
who think that in order to see attractive exhibits we must attend 
the shows in our larger cities. By a little thought and combined 
efforts any sales force can arrange splendid exhibits. We feel 
immensely pleased at the results we obtained from our efforts in 
showing Hudson cars at the county fair and we have made numerous 
sales as the result of meeting many people and showing and telling 
about the wonderful Super-Six. The Hudson cars aroused a degree 
of intense interest and favorable comment that convinces us that 
we will reap a still greater harvest from our show in the near future. 
Our sales organization has not hesitated to put their personal guar- 
anty and reputation behind the Hudson cars as an addition to the 
great national reputation of the factory that produces them, and the 
widespread reputation that the Super-Six has earned by its feats of 
power and endurance in public and private trials." 

The conditions and possibilities at Urbana, Illinois, while excellent, 
are not necessarily exceptional. Similar conditions as to population 
and wealth exist in most of the states and counties of the whole 
country. The sources of prosperity may be different, but the money 
is there, and so are the people, and the majority want automobiles. 
Wide-awake Hudson dealers, alive to the possibilities in their territory, 
will use every opportunity to stage unique and attractive exhibits 
of their cars and draw crowds to them. Shows of whatever sort 
stimulate public interest and inevitably lead not only to an extension 
of your prospect lists, but to the making of prompt sales. Enthusiasm 
is contagious. Be enthusiastic. There never was a car that war- 
ranted so much genuine enthusiasm on the part of those selling it as 
the Hudson Super-Six. It is the car that everybody is talking about. 
Be an opportunist and do your share to maintain the present tide of 
Super-Six popularity. It is a fine time to make sales. 
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Doings of the Hudson Big Family. 
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The Hudson Super-Six was the center of 
attraction at the recent Illinois State Fair at 
Springfield, Illinois. M. D. Morris, resident 
manager of the Hudson Sales Co., distributors 
at the Illinois capital, is quoted in a recent 
interview in the Springfield Journal as saying 
of the Super-Six "that riding in one is like 
taking a trip through the air on the wings of 
some powerful bird, for the car seems to fairly 
float over the streets without any vibration, 
without any noise and without any percep- 
tible tremor, regardless of the speed at which 
it is traveling." 

Good stuff to feed 'em. — Editor. 



After a period of battle with the hungry fish at 
northern resorts, W. C. Welbon, Cincinnati dis- 
tributor, drifted through Detroit the other day and 
made the rounds greeting his factory "buddies." 
Walter H. Ilg, head of the used car department at 
"Cinci" preceded his chief at the factory by a couple 
days, but got away before the former appeared. 
It was Mr. Ilg's first visit to headquarters in over a 
year and he enjoyed the bigness to which things 
had grown since his previous look at the plant. 



E. W. A. Peake of Portland, Oregon, was an in- 
terested visitor to the factory during the past week. 
Mr. Peake has joined partnership with C. L. Boss, 
distributor at Portland, to take effect, Jan. 1, 1917. 
Mr. Peak came to have a look at the plant and to 
meet the Hudson organization before taking up 
active work in his new connection. If Mr. Peake 
keeps his word, we shall soon have some interesting 
pictures from scenically beautiful Oregon. 



It is reported that at the recent outing of 
the Auto Trades in Rochester, N. Y., a lone 
"piggy" was chased by more than a score of 
ravenous motor car men for a prize of $25 in 
gold to the man who made the capture of the 
greased juvenile porker. McCrae, "V. P.," 
of Ailing & Miles, Hudson distributors, 
proved to be the lad to chase Mr. Pig to the 
brush, catch him by the hind legs and sit on 
him till the referee declared him winner. The 
fact that "Mc" mussed up a gorgeous silk 
shirt, and other portions of his holiday 
raiment, was salved by the $25 prize 
"mazuma." 



The Public Motor Co., distributors at Billings* 
Montana, have recently delivered eleven Super-Six 
Phaetons to customers who have been waiting for 
delivery of their cars. Several have gone to people of 
business and social prominence in that part of the 
country. Our Billings dealers report that the Super- 
Six is the big motor car hit of the year in Montana 
and that they have orders on hand for many more 
which will be delivered as fast as received. 



"Charlie" Semmes, head of the Semmes Motor 
Co., distributor at Washington, D. C, was at the 
factory during the week, lining up for his fall cam- 
paign. He reports business brisk at the nation's 
capital. mmmmmmmmmmmmtmmmm 

Robert W. Powers, distributor at Fall River, Mass., 
was at the factory recently. Mr. Powers is popular 
with factory officials and spent the whole day in con- 
ference with the various department heads. 



When the railroad strike threatened to tie 
up the country's shipping business, the 
Hudson Motor Car Co. of New York took no 
chances. Harry Houpt had his cars going 
from the factory by fast freight as long as 
that method seemed safe. Just before the 
strike was declared off his cars were arriving 
in New York by express. 



F. A. Ordway, of the Henley-Kimball Co., 
New England distributors, has just completed 
a tour of the state of Maine, accompanied by 
L. P. Swett, dealer at Bangor. They visited 
the 28 Hudson dealers in Maine. 



Wilburn B. Smith, known from one end of Ala- 
bama to the other as "Red" Smith, has been appointed 
sales manager of the Saunders Motor Car Co., 
Hudson distributors at Birmingham, Alabama. Mr. 
Smith has a big reputation for efficiency, and it is 
said that he has no peer as a motor car salesman in 
the south. Mr. Saunders is felicitated on obtaining 
the services of such a strong and well-known man to 
head his sales staff. Wilburn B. Smith is wel- 
comed to the ranks of the Hudson Big Family. 



Sid Hall, distributor at Huntington, Ind., was 
awarded first prize, a blue ribbon, for having the 
largest representation of cars on "Automobile Row" 
at the Huntington County Fair last week. 

The public showed a keen interest in automobiles 
by their attendance, and Mr. Hall was kept busy 
every minute answering the interrogations of fair 
visitors concerning the Hudson Super-Six. 
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How the Largest Distributers Handle the 

Used Car Question 

One Dealer Guarantees Used Cars — Gives Money Back 

A complete report of the second-hand car question as handled by: 



Gomery-Schwartz Motor Car Co., Philadelphia. 
Louis Geyler Company, Chicago. 
Henley-Kimball Co., Boston. 
Hudson-Phillips Motor Car Co., St. Louis. 
Jesse A. Smith Auto Co., Milwaukee. 



Hudson Motor Car Co. of New York, Inc. 
Hudson-Jones Automobile Co., Des Moines. 
Bemb-Robinson Company, Detroit. 
Standard Motor Car Co., Columbus, Ohio. 
Ritter Automobile Co., Madison, Wis. 



THE used car is regarded by most dealers as a 
necessary evil. Nearly every dealer side-steps it. 
At the end of the season he is apt to express joy 
over the small number of trades he has had to make. 
And the fact that his stock of used cars on hand is 
small is a matter of satisfaction to him. 

But the used car question is inevitable and can 
not be avoided if we are to continue to sell new cars. 
The period of new car saturation will not be reached 
until there is no longer any outlet for used cars. 

When a dealer stops trading he stops doing a 
profitable new car business. 

Manufacturers have not given dealers much mer- 
chandising help on used cars. The dealers have had 
to struggle with that vital phase of their business 
alone. 

We recognize its importance and, knowing that 
some Hudson distributers make money on their used 
cars, we recently asked those who have had large 
experience with the subject to come to the factory 
for a conference. 

One dealer aggressively seeks trades by sending 
his salesmen after present owners of saleable used 
cars. The salesman says "Your old car is getting to 
look pretty shabby — why don't you trade it for a 
Hudson Super-Six?" 

You can imagine that he gets an almost unlimited 
number of trades. Wouldn't you like to know how 
he sells them? 

One distributerTguarantees satisfaction and agrees 



to return the full purchase price in seven days. 
There are no strings to his guarantee. 

You might think that unsafe and a sure way to 
fail. But that Hudson distributer — Henley-Kimball 
Co., Boston — sold 587 used cars last year and had to 
take back ONLY TWO. 

At this conference were represented men who use 
every known way in handling the used car question. 

All admit that intelligence and the very best 
thought must be given the question, and all admit 
there is no dodging the question. Every dealer, large 
and small, must do trading. The more trading they 
do the more new cars they sell. 

There is no trouble to find a buyer for ANY used 
car if it can be sold at the right price. Then the 
question is HOW to buy the car at the RIGHT 
PRICE. 

What kind of advertising should be done to find a 
market for used cars was also indicated by many 
dealers who successfully advertise. 

A verbatim report of that helpful conference was 
made. Copies of the Guarantee Sales Blanks, and 
the result-getting advertising used, were also pre- 
pared. 

It is comprehensive and therefore too long to 
permit of full publication in the TRIANGLE. 
But any Hudson distributer or dealer is welcome to 
the complete information if he will ask for it. 

The supply is limited and unless prompt request 
is made there may be some delay in filling the appli- 
cation pending the preparation of additional copies. 
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Monumental Hudson Home at Shreveport, Louisiana "All- Weather" Salesman 



Doctor Praises Super-Six 

< T GAVE my Super-Six a great trial recently," says Daniel C. 
I Darrow, M. D., of Moorhead, Minnesota. "I drove the car 
from Moorhead to Boston, Mass., then to Portland, Maine, 
through New Hampshire over the White Mountains and back to 
Boston; then down to Mt. Vernon, Virginia, back to Pennsylvania 
over the Alleghany Mountains; through Ohio, Indiana, Illinois, 
Iowa, Minnesota, North and South Dakota — a trip of 4,780 miles 
with practically no trouble whatever, averaging 177 miles a day and 
averaging eleven and one-seventh miles to a gallon of gasoline. I 
am right proud of the performance of my Super-Six." 



SOME horses win races only under favor- 
able conditions of track and weather. 
Others do their best when the weather is 
vile and the track fetlock deep in mud — 
"mud-horses" they call them. 

A story — a true story — is told illustrating 
this quality in salesmen. 

It was the worst day of the winter. Storm 
and snow and bitter cold. A group of sales- 
men decided that it was utterly useless to 
attempt to make sales on such a depressing 
day. So they sat about, smoked, and made 
themselves comfortable. 

All but one man. He buttoned up his over- 
coat, pulled down his cap, and dashed out 
into the storm. The prospect he went to see 
was a tug-boat captain. He was on his boat 
at anchor in the bay. 

But the salesman was determined to see his 
man. He made the trip ta the tug in a small 
boat. It was far from enjoyable. There was 
need of plenty of grit and perseverance. 

BUT — he came back with the order, and a 
check, in his pocket! 

At the end of the year it was remarked that 
this man stood highest in number of sales, in 
total commissions earned, in greatest number 
of bonuses received. 

And some said he was "lucky 1" 

You — salesmen who read this — what do 
you think? 

Texan Tells of Super-Six Power 

LESTER FISHER, of Big Springs, Texas, writes: "I ordered a 
Super-Six in February, but did not get it until July. Within 
two months I have driven it 6,000 miles. Not long ago I ran 
into a telephone post. The power of the car was so great that it 
bounced back and hit the post again. The impact broke the bumper 
and slightly bent the forward end of the frame. This was easily 
straightened. The garage didn't have to touch the motor, for it was 
running as sweetly as ever. Of course the bump was my fault. 

"I am certainly pleased with my Hudson, and believe if all car 
buyers knew what I do, there would be nothing sold but Super-Sixes." 



— Speaking of Gasoline Consumption 

Here Are Reports of Drivers of Super-Sixes Who Got Excellent Mileage 



CR. HOOVER, department of chemistry of the Wesleyan 
University at Middletown, Conn., has just returned from a 
trip of nearly 6,000 miles in his Super-Six, on which he was 
accompanied by a party of friends. To Fred G. Haines, Hudson 
dealer at Portland, Conn., from whom he purchased his car, Mr. 
Hoover reports that he tested his car in every possible way from 
Connecticut through the central and eastern states and, as he puts 
it, "never found it wanting." Untraveled country roads were used, 
mountainous detours near Altoona, Pa., were accomplished with 
ease — mile upon mile of sandy going was ploughed through in Indiana 
and Illinois without boiling the water in the radiator. Rivers in 
Kansas were forded without missing a single cylinder stroke. In 
every condition of traveling the Super-Six went its way with a 
phenomenal exhibition of power, its motor functioning with the most 
absolute perfection. An average of 231 miles a day was made and 
the average gasoline consumption was 13.4 miles to the gallon. The 
average cost per mile, all things considered, was two and a half cents. 
No other touring car passed the party on the whole trip. Mr. Hoover 
thinks his Super-Six is «* matchless performer. 



MAY 19 Mr. Knight, his wife and two daughters, of Kalispell, 
Montana, went to Detroit by rail and, after visiting the 
Hudson factory took delivery of a new Super-Six Touring 
Car. They then drove the new car to Philadelphia and down the 
Atlantic coast, visiting all the ocean and seaside resorts. They 
toured through Maryland and Pennsylvania and on July 20 began 
their journey back to Montana. Leaving Philadelphia they visited 
in West Virginia, Ohio, Indiana, Illinois, Iowa, South Dakota and 
North Dakota. 

On arrival at Kalispell their speedometer showed a total of 5,428 
miles. The average was better than 13}^ miles to the gallon of gasoline. 
No trouble of any kind was experienced and not an adjustment was 
made to the car. 



WM. HUSSEY, of the Atlas Motor Car Co., Hudson distri- 
buters at Dayton, Ohio, writes of recent experiences in 
this strain: 

"One of the cars which you recently delivered to us at the factory, 
we shipped to Toledo and drove from there to Dayton, a distance by 
our speedometer of 183 3/6 miles, on ten gallons of gasoline. Also at 
the recent Cincinnati Speedway Races, we made the trip to the 
Speedway, carrying, part of the distance six passengers, and part 
eight passengers. We were obliged to idle and shift gears in getting 
in and out of the Speedway, and we averaged fifteen miles to a gallon 
of gasoline. 

"We trimmed a well-known eight-cylinder car in a brush on our 
return trip. This car was the property of the dealer and was their 
demonstrator. We beat them twice along the Cincinnati Pike, which 
is a paved pike, and had our car going fifty-five miles per hour, 
carrying six passengers. The eight was not 'in it' with us at any time. 

"We think the gasoline mileage on our trip to the Cincinnati 
Speedway, considering general conditions, was really remarkable." 



WILLIAM BEASER of the Whitmore Manufacturing Co., of 
Cleveland, Ohio, recently drove a Hudson Super-Six 
Touring Sedan from that city to Detroit, 193 miles on 12 
gallons of gasoline. This was an average of 16.1 miles per gallon. 
Mr. Beaser was quite elated over this performance and promptly 
telephoned it to the Service Department of the factory when he got 
to Detroit. 

ND. ROBINSON, of the Robinson Motor Car Co., dealers at 
Columbus, Miss., made a gasoline test with the Super-Six 
Phaeton of F. P. Phillips a short time ago. The record was 
19.1 miles on one gallon of gasoline. Four passengers were carried 
and five stops were made. And there was no coasting. Mr. Phillips 
accompanied Mr. Robinson and was much gratified at the showing 
made. 
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Demonstration of Clever Salesmanship 



PICTURED above is an actual scene in salesmanship Analysis 
of the situation revealed by this picture shows quite a bit of 
cleverness on the part of Jefferson Walbridge, Hudson dealer at 
Whittier, California, who is seen seated at ease on the running-board 
of his big Super-Six demonstrator. His prospect is Joe Cole, seated 
opposite on one of the large walnut trays. The scene is Mr. Cole's 
immense walnut orchard, located near Whittier. Mr. Cole has 
been in the market for a car for some time. As is usual, the dealers 
in many different makes have been trying to close with the walnut 
farmer. Mr. Walbridge has played his selling cards with consum- 
mate patience and skill and bided the most favorable opportunity 
to make his final selling talk, with the settings and environment 
perfect. The picture was taken just after Mr. Cole had used the 
Hudson dealer's handy fountain pen in signing an order for the mate 
to the Super-Six demonstrator shown. 

No hard and fast rule can be laid down as to where the conditions 
are best to close a sale. Most often the salesroom, or a private office 
adjacent to it, is considered the ideal place to "convert a prospect 
into an owner." But salesmen should figure this out for themselves 
by judging their man. Mr. Walbridge concluded that the place for 
HIM to do his closing work was in the quiet, serene atmosphere of 
his prospect's walnut orchard. That he got the order is proof of the 
correctness of his deductions. Here is a concrete example of the 
value of "sizing up your prospect." 

Super-Six Scores Carrying War Depart- 
ment Relay Message 

"XT OU no doubt have heard of the experiment that is being made 
Y by the War Department to demonstrate that it is possible 

-*" with the perfection of the automobile to send messages, carry 
troops, provisions, munitions, or any commodity across the Continent 
in times of war or under any stress of circumstances," said J. R. 
Histed, general manager of the Twin City Motor Car Co. of Minne- 
apolis, in the course of a visit to the factory a few days ago. "The 
War Department was desirous of demonstrating that these things 
can be done when our telephone and telegraph wires were out of 
commission, when our railroads were tied up, when our wireless 
systems were not working — in fact when all communication from one 
side of the Continent to the other had been cut off. To test the possi- 
bilities in such a contingency the War Department devised the plan 
of sending a message from Plymouth Rock, Mass., to Seattle, Wash., 
by motor car in relays. 

"They were particularly desirous of demonstrating that a message 
could be taken between these two points in 1 20 hours. They concluded 
to do this in relays of fifty miles each. The Twin City Motor Car 
Company was asked to make the relay from Baldwin, Wise, to Minne- 
apolis, carrying four passengers and a driver and average 31 miles 
between these two points, going through the congested traffic in St. 
Paul and Minneapolis. Of course, the Hudson Super-Six could do 
this — if any car could. 

"We took our St. Paul demonstrating car, which had been driven 
about 9,500 miles and we carefully marked the road between the two 
points. We were unfortunate enough to have a two day's steady 
rain just before the time of our relay came, but the Hudson Super-Six 
delivered as usual. 

"We picked up the message at Baldwin, Wise, at 2:55 P. M. and 
delivered it at the west end of Minneapolis at 4:32 P. M., going a 
distance of 49 M miles and making not quite 31 miles an hour. The 
time allowed by the management of the race for the lap was 1:40 
minutes. The Hudson Super-Six made it in 1:29 J^ minutes. When 
one considers this time was made by a stock car that had done over 
9,000 miles without any extra preparation for the event, it is quite 
wonderful. 

"The average car after being driven from 9,000 to 12,000 miles 
begins to loosen here and there, nuts become loose, rods spring, 
bearings worn. This Hudson Super-Six moved just as noiselessly, just 
as true, and with as little lost motion as a new one." 



Super-Six Tourist Finds Hudson 
Courtesy in the East 

PAUL McKENNY, of the selling force of the Bemb-Robinson 
Co., has an enthusiastic and appreciative customer in Harry J. 
Rill, who has just completed a long tour in his recently purchased 
Super-Six. We quote from a letter Mr. Rill wrote to Mr. McKenny a 
few days ago: 

"Now that we are at the end of our tour, I thought I would let you 
know how delighted we are with the Hudson Super-Six you sold us. 
We have just completed an ideal tour. The car went like a charm. 
We traveled about 3,500 miles and a single puncture was our only 
difficulty — a trifling incident in such a lengthy trip. We went from 
Buffalo to New York, Atlantic City, Philadelphia, Baltimore, Gettys- 
burg, Pittsburg and Cleveland. With the utmost ease we negotiated 
the Allegheny Mountains, some of them five miles long and from 
2,240 to 3,000 feet high. My daughter drove all the way with the 
exception of around New York, Philadelphia and Cleveland. In these 
cities we were fortunate in finding someone from the Hudson establish- 
ments who gracefully took the wheel for us and piloted us about. We 
met with particular courtesy at Philadelphia. Arriving there quite 
late on a Saturday afternoon, when the force had departed, one of the 
office men, Mr. A. M. Plucker, tarrying at his work, greeted us and 
kindly offered to drive us around and show us beautiful Philadelphia 
and its parks. My hat is certainly off to the Hudson people in the 
East. Everywhere they showed us the most charming courtesy. It 
is a great satisfaction to drive a Hudson car and feel the assurance that 
you are no stranger in any city where Hudson cars are represented. 
All you have to do is to make your appearance in your Super-Six and 
say you are from Detroit and you are in the hands of friends." 

Women Find Touring Sedan Ideal for 
Western Mountain Touring 



Picture of Mrs. Stewart and her Hudson Sedan, snapped at the 
conclusion of her mountain tour. 

THREE beautiful women,a Hudson Super-Six Sedan, two thousand 
miles of mountain driving, the Mariposa Grove of Big Trees, 
Yosemite Valley, along the Grand Canyon of the Tuolumne, and 
over the summit of the Sierra Nevada Mountains, 8,211 feet above 
sea-level, to Lake Tahoe, and returning to Los Angeles, is the unusual 
experience of Mrs. A. C. Stewart and two of her friends, well known 
society women of Los Angeles. •"' 

It required considerable initial courage to take this unprecedented 
mountain trip in a Sedan, traveling where no automobile of that 
model had ever been before, but the successful conclusion of the trip 
bore out Mrs. Stewart's judgment that a Super-Six Touring Sedan 
was exactly the right car to give maximum comfort when traveling 
the High Sierra country of California. 

Only once on the entire journey did Mrs. Stewart have occasion 
to regret that she did not have a mechanician with her. "Even then," 
said Mrs. Stewart, "it was more imagination than real cause, for, like 
the knight of old, a warrior bold came to our rescue and almost 
instantly proved that there was nothing wrong with the switch as I 
imagined, but that one of the spark plug terminals had become 
loosened because of the very rough roads we had coming out of 
Yosemite Valley over the Big Oak Flat Highway to Stockton. 

"My friends tried to discourage me from taking my beautiful 
Sedan for that long mountain journey, but my argument was that 
we could have all sorts of weather, and we could have the cooling 
shade of the top with the advantages of the open car for valley travel- 
ing, and at the same time could close the car entirely up when at the 
high elevation in the mountains and the nights might be cold and 
damp. 

"That proved to be the case exactly, and if I were taking this drive 
again, I should take the Sedan in preference to any other car. The 
Super-Six control is so perfect, its power so ample for steep mountain 
climbing and its cooling quality so exceptional that it makes an ideal 
car for rough mountain work." 
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Making a Salesman of Yourself 

ALL salesmanship is based on a knowl- 
edge of human nature. On knowing 
how to excite a person's interest, how 
to hold their attention and how to convince 
them of the truth of your assertions. 

Some salesmen are naturally "magnetic." 
People are attracted to them for some reason 
almost impossible to explain. It is the same 
quality that makes a little child "take to" 
one person and avoid another; that makes a 
dog or horse know instinctively the person 
who is its friend. 

This quality, however, can be cultivated. 
It results undoubtedly from the fact that 
these "magnetic" people are full of sympathy 
and considerations for others. They think 
of others before they think of themselves. 
They are unselfish, generous, interested in the 
things that interest others. 

Cultivate this. Make people feel that you 
are really interested in their ideas. That you 
are anxious to please them, satisfy them, give 
them the very best you can in the direction 
of their wishes. 

You cannot know too much about the car. 
Or about other cars. Or about anything con- 
nected with the automobile business. Not 
because you are to use all this knowledge in 
talking with prospects, but simply so that you 
may be absolutely at home with any question 
that comes up. And there will be many and 
various questions presented by possible cus- 
tomers. It won't do to say, "I don't know." 
You must be able to answer every question a 
prospect asks. The salesman who can do this 
creates confidence in the mind of his prospect. 
And this kind of confidence leads to sales. 

Therefore, read. Study everything that has 
anything to do with automobiles. Talk motor 
cars, eat motor cars, sleep motor cars, dream 
motor cars. You won't use all this knowledge 
you acquire, any more than you use, in your 
daily life, the geometry you studied at school. 
But you will be a better salesman for knowing 
it. Not only will you have more confidence 
in yourself, but you will excite the confidence 
of others by reason of the fact that you know 
these things. 

You can never know too much. Many 
salesmen fail because they know so little. If 
the prospect knows more than you about the 
Hudson car, or about motor cars in general 
you will be on the defensive all the time. He 
will "get your goat," and you'll stand a chance 
of losing a sale. You don't want to find your- 
self in that fix. Study every question that can 
possibly come up in your sales talks and you 
will be the master of the situation. 

Keep a Record of the Cost of 
Running Your Business 

IT is safe to say that practically no business 
ever has succeeded unless the owner knew 
his cost of doing business. To know over- 
head expense, shop costs, value of stock and 
other items, is to have at all times a clear 
view of the situation. Big merchants are 
aware of the value of such a record. Small 
merchants do not appreciate its importance, 
which comes pretty near to proving that a 
knowledge of costs is what makes the differ- 
ence between the big and the little merchant. 

Establish a system, then, by which you will 
know at the end of every day just what is the 
cost of running your business. This may 
appear to be a tremendous undertaking. The 
task of getting started is the hardest part of 
it. After you have started your system it will 
be an easy matter to keep it up from day to 
day. 

Make each department carry its own costs 
and, if possible, make each show a profit. 
Some dealers make money in their shop and 
repair room. Others lose steadily. Get a 
start on the right road. If you encounter 
problems that you cannot solve, tell us about 
them and our accounting department will 
come to your rescue with helpful suggestions. 



Wanted— A Man 



w 



Harry N. Ravenscroft has been appointed City 
Sales Manager of the Hudson-Stuyvesant Motor Car 
Co., distributors at Cleveland, Ohio. Mr. Ravens- 
croft has been connected with the selling end of cars 
for nine years and enjoys a wide acquaintance in 
Cleveland and vicinity. He is welcomed to the 
Hudson Big Family. 



F. E. Stuyvesant, head of the Hudson-Stuyvesant 
Motor Car Co., Cleveland, Ohio, is the owner of one 
of the fanciest Pomeranian pups in the "Buckeye 
State" of which he is extremely proud. In fact he 
thinks so much of the little canine feller that he has 
named him" Super-Six" and designated him the 
official "Mascot" of the Cleveland Hudson estab- 
lishment. 



Ralph C. Wilson, in charge of the retail sales depart- 
ment of the Standard Motor Car Co., distributors at 
Columbus, Ohio, paid us a visit last week. Mr. 
Wilson was formerly a resident of Detroit and worked 
for the Bemb-Robinson Co., Michigan Hudson dis- 
tributors. He says the Hudson Super-Six is not only 
the leading car in his territory, but is being purchased 
by the leading people. 



W. F. Rose and E. H. Ray of the Rose-Fosdick 
Co., distributers at Dallas, Texas, came north and 
visited headquarters two or three days during the 
present week. Discussions of their new $100,000 
Hudson building, plans for which are under way, was 
the uppermost topic of conversation with factory 
officials. 



E. V. Stratton, Albany distributer, was a factory 
visitor during the week. About one day is all 
"E. V." needs to cover a lot of ground, for he is a 
systematic and a fast worker. 



E. R. Hardy, who early in August became general 
manager of the Southern Motors Co., distributer at 
Louisville, Ky., visited headquarters in Detroit 
recently. Mr. Hardy says he has had a big poster 
painted on one of the spacious windows of the Louis- 
ville salesrooms which reads: "WE HAVE 86 
HUDSON SUPER. SIX CARS RUNNING 
AROUND LOUISVILLE." The window is at- 
tracting much attention, but no more, according to 
Mr. Hardy, than those 86 Super-Sixes which the 
best people in the Kentucky metropolis are driving 
over its streets. 



When C. M. Farnsworth, head of the Roswell 
Auto Co., distributer at Roswell, New Mexico, was 
at the factory a awhile back, he told of the three 
Super-Sixes they are running on the mail route be- 
tween his town and Carizoso, N. M. This is a run of 
105 miles through what Mr. Farnsworth says is the 
most picturesque and historically interesting country 
in the whole southwest. These Super-Six cars must 
travel to an elevation of 8,000 feet above sea level 
on every trip which constantly tests their powers. 
They never fail, and as the natural result the Hudson 
Super-Six is being constantly and splendidly adver- 
tised in all that section for power and dependability. 
Mr. Farnsworth predicts that the coming spring will 
usher in one of the most prosperous years New 
Mexico has known in a decade. 



Louis Geyler, Northern Illinois Hudson distributer, 
bronzed and robust from his summer's campaign on 
the golf links, breezed into the sales department of the 
factory one day last week. His day at headquarters 
was occupied fraternizing with the department heads . 



The Gaiety Theatre at Dexter, Maine, offered 
prizes to the automobile owners who could bring 
the largest number of people to their theatre. First 
prize was captured by Gayland W. Bennett who 
carried forty-three boys and men to the moving 
picture performance on the night specified in a 
Hudson Super-Six. They were hanging onto the 
fenders, radiator, running-boards, and some fastened 
themselves to the rear springs and tank. 



"Billy" Sunday and "Ma" Sunday were at the 
factory last week. George Sunday and Mr. Rode- 
heaver, choirmaster of the Sunday organization, drove 
out in the letter's Super-Six on another day. They 
came to the factory to arrange for the visit of a 
Hudson delegation to "The Tabernacle." The famous 
evangelist is campaigning in Detroit to a packed 
house every time he steps on the platform. As usual 
wherever this unique man holds a revival, the town 
is divided into factions — those who approve and 
those who criticize his "profane" utterances. 



' E want a man," says a big corpo- 
ration, advertising in this news- 
paper. Well, let's see; what sort 
of a man does it want? 

A lazy man, a shirker, a clock-watcher? 
No. It says he must bean "energetic hustler." 
No fellow who is looking for an easy job, for 
a soft snap, need apply. 

A man who has become flat-chested, stoop- 
shouldered and sickly from dissipation? No. 
The very first requirement mentioned in the 
advertisement is that he must "possess vigor." 

A man who is content to drift with the tide? 
No. It says he must have "enthusiasm and 
ambition," and the word ambition is in 
capital letters. Also he must have "earnest 
purpose and common sense." 

A grouch, a cross-tempered, uncivil man? 
No. The advertisement states that he must 
have a "good personality," which means that 
he must be a likable man, a man whom other 
manly men will respect. 

A college man? Not necessarily. A "fan- 
education" is all that is required. 

A man of loose character? No chance. He 
must have a "clear record." 

A diffident, bashful, timid man? No, sir. 
This job is not for him. No good job is or 
ever was for the shrinking, self-effacing, you- 
go-first sort of a man. That kind never 
arrives. This job is for a man "with full 
confidence in his own ability," and that 
accomplishment is left for the last punch in 
the advertisement. 

What's the pay? There's no limit. Go as 
far as you like. The man who can fill this 
bill is the kind that goes to the top, and 
they're as scarce as hen's teeth. Big business 
is hunting for this kind; and rewards them. 
A firm in New York advertised recently for a 
man to fill a hundred-thousand-dollar-a-year 
job and did not find him. 

They are plenty of the other kind, though. 
Plenty of the ten-dollar-a-week kind, so many 
thousands of them that they hang around the 
bottom rungs of the ladder. 

— St . Louis Times. 

Visit the Auto Shows— Gives 
You Broad View of Industry 

DEALERS and salesmen should make 
it a point, wherever at all possible, 
to visit the nearby shows. During 
the next few months shows are occurring 
in all sections of the country. It is a com- 
paratively easy matter for dealers to visit 
at least one of the bigger shows. And the 
enthusiasm and new ideas gathered from 
rubbing up against other dealers and factory 
representatives is well worth the time and 
cost. 

The value of the shows lies not alone in 
the list of prospects secured at them. 

If this were the only returns not one show 
would pay for the time, money and effort 
expended on it. 

Shows are mainly of value in keeping up 
of the public interest in the automobile. 
They help to create the "mass" interest in 
the motor car. They cause talk about auto- 
mobiles. They indirectly fill the newspapers 
with automobile topics. They set the seal 
of social approval on the motor car. 

Frequently it is not possible for a dealer 
or salesman to see and examine many differ- 
ent makes of cars. He is too well known in 
his own town to make it possible for him to 
do this successfully. And in very many 
even large cities not all leading cars are 
represented. At the show he can see all cars 
with entire ease, and without exciting com- 
ment. Thus he gains a broad view of the 
entire industry and of the various types of 
cars being made by his own and other fac- 
tories. 

Visit the shows. It pays. 
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Towed to Safety by Super-Six 



EB. NETTELFIELD and family, of Toronto, Canada, are shown 
in the above picture, taken on the occasion of a recent outing 
in their Super-Six. On the day this picture was snapped, the 
Nettelfields were accompanied by a friend in his Toledo-made auto- 
mobile, and a friendly argument ensued as to the pulling power of 
their respective cars. There being no convenient hills or bad roads on 
which to settle the argument, Mr. Nettelfleld suggested that they back 
their cars over the enbankment that leads to Lake Ontario and then 
pull out if they could. Mr. Nettelfleld took the lead with his Super- 
Six and was successful in pulling up and out again. His friend was 
not so fortunate and came near taking a submarine trip into the Lake. 
A handy tow-line and the pulling power of the Super-Six is all that 
saved him. Of course the argument was settled effectually, but both 
sides to it now agree that it is hardly worth while to take such long 
chances. They will settle differences of opinion concerning their cars 
on the roadways and hills hereafter. 

Sells Two Super-Six Cars in One Hour 

MCDOUGALL, CARAWAY & CO., Hudson dealers at Hedley, 
Texas, have just sold a Hudson Super-Six Cabriolet and 
Phaeton to W. J. Lewis of their town. "It took me just one 
hour to demonstrate and sell these two cars," write Mr. Caraway, 
"and the buyer always has and still owns a Packard." 

Fast, good work, Mr. Caraway. We congratulate you. Do it again ! 

Fast Run from Kane, Pa., to Detroit 

GEO. E. BENDER, of the Hudson-Bender Motor Car Co., 
dealer at Kane, Pa., gave the Super-Six a remarkably fine 
try-out last week. Using his regular stock demonstrator and 
carrying three passengers he drove from Kane to Detroit, a distance 
of 431 miles, in 13 hours 15 minutes, or at an average speed of 32.52 
miles per hour. "The roads were extremely rough in Pennsylvania, 
after hard recent rains," said Mr. Bender on reaching the factory, 
"and the fog was so thick in the valleys that we could not see far 
ahead until we reached Cleveland. Roads and weather conditions 
necessitated over eleven detours. We did not have a puncture and 
had no mechanical trouble of any description. In that respect it was 
a perfect run." 

Illinoisan Says Super- Six is 
Economical Car 

RS. BLATCHLEY, of Champaign, 111., says the Hudson Super- 
Six is an economical car to own, and submits figures to prove 
his contention. He purchased his Super-Six May 1, and on 
August 15, after driving it for three and one half months, his running 
expense was as follows: 

Garage rents $22.00 

Repair work, chiefly tubes 6 . 65 

Incidentals, washing car, help, etc 9 . 70 

19 gallons of oil 8 . 50 

395 gallons of gasoline 80 . 75 

Total running expense $127 . 60 

The 395 gallons of gasoline were used to cover 5,469 miles of 
driving, or a running average of 13.8 miles per gallon of gas which 
cost an average of 20.4 cents per gallon. Nineteen gallons of oil were 
used for 5,469 miles, or one gallon for every 287 miles. This includes 
5 gallons used to replace cut oil in case after being used 1,500 miles. 
One 400 mile and two 700 mile trips were taken. Sixty per cent 
of the remaining odd 3,600 miles consisted of city driving. Mr. 
Blatchley says the engine of his Super-Six has never been touched for 
repair or adjustment. He is delighted with this record. It must be 
conceded that his first 3}^ months of ownership of his Super-Six show 
great promise for the future, since by all standards of reckoning his 
expense ought to be lower now that the car is well broken in. No 
doubt Hudson distributers and dealers will find these figures of Mr. 
Blatchley very interesting. 



Clever Salesmanship in Honolulu, Hawaii 

CHARLES CORCORAN, salesman with the Schuman Carriage 
Co., Hudson distributors in the Hawiian Islands — "the loveliest 
fleet of islands ever anchored in any ocean," according to Mark 
Twain, has just consummated the sale of a super-Six to a prominent 
Honolulu business man which necessitated clever salesmanship. 

The fact that the prospect was besieged by the salesman for a 
popular eight cylinder car was one of the elements to contend with. 
Another was the ownership of a $5,000 car which the prospect has 
been trying to dispose of for three years but could not do so without 
being made aware of its tremedous depreciation. "Knowing that he 
was aware of the situation regarding the depreciation of his big 
$5,000 car," says salesman Corcoran, "I took that as my 'cue' in 
making a comparison between the Hudson Super-Six and the 'Eighf 
he considered buying. I showed him, with reliable statistics to prove 
it, that used Hudson cars always have commanded the highest prices. 
With the prospect's daughter, who does much of the driving, I made 
another appeal which proved to be a deciding point in making the 
sale. I showed her that there would be less depreciation in keeping 
up with the changes in fashions from year to year if the Super-Six 
was bought. Women understand the fashion suggestion, but a sales- 
man is 'shooting at the moon' when he talks motor car construction 
to the gentler sex. By the exercise of patience and the right kind of 
suggestion, always sticking to only the facts concerning the Super-Six, 
I finally convinced my prospect and his daughter that the Hudson 
car was the 'best buy' and got the order." 

Tennis "Champ" Buys Super-Six 

RICHARD N. WILLIAMS, 2nd, who now holds the national 
tennis championship, is an enthusiastic motorist and particular 
about the kind of car he drives. He has just purchased a 
Hudson Super-Six from the Henley-Kimball Co., Boston distributers. 
Their salesman C. A. Burnham got the order. 



Hudson Super-Six News Pictorial 
a Big Success 

FIFTY thousand copies of the Hudson Super-Six 
News Pictorial are now being printed semi-monthly. 
Distributers and dealers were quick to see the adver- 
tising value of this attractive Hudson publication and have 
supplied us with the names and addresses of their prospects 
to whom they are having it mailed regularly. One dis- 
tributer sent us 10,000 names. Dealers realize that the 
principal value of a periodical of this sort consists in the 
constant regularity of its receipt by those who get it. 
Some dealers are working on the basis of ten names for 
each car they expect to sell, some include the names of 
everybody who is supposed to be a perpetual buyer, 
people who already own cars but who may be in the market 
next year, and those who own Super-Sixes. The latter are 
satisfied owners and can be counted on to tell their friends 
what a wonderful car the Super-Six is. They are good 
people to send the Hudson Super-Six News Pictorial to 
and will aid in increasing its advertising value. 

Dealers who have not yet taken advantage of the offer 
to mail this semi-monthly Hudson publication to a select 
list of persons in their territory are overlooking a big 
opportunity. Give your sales force the benefit of this 
help. Do not hesitate and do not delay. Send your names 
and your order. You can't obtain such good advertising 
help at such low cost in any other way. The charge is 
$2.00 per hundred, including wrapping and mailing and 
your name and address on the wrapper when 100 names or 
more are furnished. 



Super-Six Coach Catalogs are Ready 

THE Super-Six closed car catalogs to take the place of the 
former ones which were destroyed, are now ready for distribu- 
tion. Distributers and dealers should write the Advertising 
Department stating how many of these they require. 

450 Dealers Have Agreed to Reciprocal 
Service Plan 

TO date 450 Hudson distributers and dealers have indicated their 
intention of rendering reciprocal service. With this issue of the 
TRIANGLE will be sent a copy of the complete list of names. 
We estimate that there should be not less than one thousand names 
on this list. If there are any other dealers who intend to become parties 
to this service plan, it is suggested that they send in their names 
without further delay. Just as soon as the list is complete a final copy 
will be sent to distributers and dealers for file and reference. 



— 2— 



Digitized by VjiJOy LC 



Stuyvesant is Building Again 

Erecting Half Million Dollar Plant for Hudson 
Car at Cleveland 

Hudson-Stuyvesant Motor Car 
[udson distributer at Cleveland, 
will soon have another $500,000 
l the very heart of Cleveland, 
exclusively to the sale of the 
Super-Six and service to 
•wners. 

ition to its beautiful new five- 
ling, opened late in August, de- 
ind pictures of which appeared 
st 26 issue of the TRIANGLE, 
esant has leased for 99 years a 
id on Prospect Avenue directly 
f this building, on which he will 
F. E. Stuyvesant at once erect another five-story fire-proof 

structure of handsome design. The new 
place will have 5,000 square feet of floor space and will be 
devoted entirely to Hudson service and the sale of used cars. 
The present building will be retained as the salesroom for new 
Hudson Super-Sixes. The second floor is to be fitted up as the 
wholesale department and adapted especially to the convenience of 
dealers in the territory presided over by the Hudson-Stuyvesant 
Motor Car Co. His immense building investments of the past 
year bear eloquent testimony to the popularity of the Hudson 
car in Northern Ohio and F. E. Stuyvesant's unbounded faith in its 
future in his territory. When the new building is completed the 
Hudson-Stuyvesant Motor Car Co. will be unrivaled in its equipment 
for sales and service in that section of the country. 

Has Confidence in the Hudson 

A WATERLOO, IOWA, prospect for one of the proposed Hudson 
Companion Roadsters was grievously disappointed when it was 
announced that the four-passenger car would not be brought 
out by the Hudson Company this year. He had become enthusiastic 
over the Super-Six motor after a demonstration in a three-passenger 
Roadster, but insisted on having a four-passenger car. On being in- 
formed of the decision to postpone the manufacture of the four- 
passenger type of Super-Six, he expressed the sentiment that he was 
fully convinced that the Hudson position on this roadster matter was 
correct. As he put it "I would rather wait and get a REAL four 
passenger car made by the Hudson people than to accept a makeshift 
of some other make, and I propose to wait until I can get the type of 
body I want on a Hudson car. I feel certain that when the four-pas- 
senger proposition is solved in a proper manner the Hudson Company 
will be the manufacturer to solve it." 



"Hudson Service Makes Contented Owners" 
Says Philadelphian 

NC. NORBAUGH, a Philadelphia business man was motoring 
in his Super-Six through New York State. At Cobbleskill 
he had need of a tappet adjustment screw, which he sent for 
and promptly got from the service department of the E. V. Stratton 
Co., Hudson distributers at Albany. When he got home Mr. Nor- 
baugh wrote Albany, saying "I wish to take this occasion of thank- 
ing you for your promptness in giving attention to my request for 
the broken part, and would say further, that Hudson service is of the 
character that makes contented owners. 

"Here in Philadelphia Hudson owners can not speak too highly 
of the Service Department of Messrs. Gomery-Schwartz & Co., and, 
personally, I have been of the opinion that such service was confined 
to this agency only. However, your promptness in rendering service 
to me on my trip convinces me that there are other Hudson service 
stations. 

Special Price on Valuable Wall Map 

THE Lincoln Highway Association has published an excellent 
wall map, 66" x 46" in size, which shows every state and county 
and practically every city and town in the country large enough 
to have a post office. The route of the Lincoln Highway is accurately 
traced upon it and, in addition, it shows more than 20,000 miles of 
other through, connected feeder roads and main routes of travel. This 
makes a valuable reference map for automobile salesrooms. The 
Lincoln Highway Association, 2115 Dime Savings Bank Building, 
Detroit, Mich., offers these maps to Hudson distributers and dealers at 
the special price of $2.50 each, plus carrying charges. As the regular 
retail price is $3.75, there is quite an inducement to take advantage 
of the offer. 

Hudson Wins Hill Climb in Denmark 

NOT only at home does the Hudson Super-Six demonstrate its 
superiority as a climber of hills in private and public contests, 
but it is proving its power in all parts of the world. 

From far-off Denmark -comes the report through Semler & Matt- 
hiassens, Hudson distributors at Kobenhavn in that country, of a 
great victory for the Hudson car in the Class 13 Hill Climb held on 
September 12th last. According to the summaries in Politiken 
the local newspaper in Kobenhavn, the Hudson car made the fastest 
time in all classes, irrespective of horsepower, beating by a good 
margin a Chandler, Haynes, Steams-Knight, Reo and two Pathfinder 
cars. 

On the day in question a program of fifteen automobile and motor- 
cycle events were run off before an immense gathering of speed enthu- 
siasts. When the Hudson Super-Six, already internationally famous 
because of its American victories in so many tests of power and endur- 
ance, won the big hill-climb, the car and its occupants, Hjalmar David- 
sen and K. Husum, were given an ovation of applause. 



What Ira Vail Did to Brooklyn Demonstrator 
to Make It a Racing Car 



MANY seem to have the idea that the motor in Ira VaiFs racing 
car, with which he has been so successful, is a different type 
from that used in the standard Hudson Super-Six. In order 
that our distributers and dealers may be in a position to authoritatively 
respond to any inquiries or arguments on the subject, we here give 
the precise facts on the construction of the Vail car. 

Mr. Vail's car was originally a standard Hudson touring car, 
purchased from the Brooklyn, N. Y., agency, after having been used 
by them as a demonstrator for about three months. 

The frame is standard in every respect, except that 20 inches have 
been cut out of the middle just back of the transmission, and the 
frame welded together again with reinforcements on the inside. The 
front and rear springs have been flattened out and leaves removed to 
suit the reduction in weight. The axles are standard, with Timken 
bearings throughout, and the gears used are stock gears supplied 
by the factory, the ratio being 2.61 to 1. This is the highest gear 
ratio supplied by the Hudson factory. 

All parts of the motor, with the exception of pistons, are stock 
parts. The pistons, while of our standard design, that is, having the 
same diameter wrist pin and with its bearing in the piston, are of 
Leavitt Magnalite metal. The cam shaft and timing, the valve push 
rods, valves, and valve springs are stock. The valve springs have been 
increased in pressure by introducing washers between the cylinder 
casting and the top of the spring. 

The standard carbureter is used in connection with the standard 
cylinder bloc. Our export type of cylinder head, in which the only 
difference is the metric spark plug holes, is used for the obvious reason 
that there is less chance for plug trouble with this head, owing to the 
better cooling of the plug shell and a reduction in the size of the 
porcelain. 



The clutch, transmission, gear shift, propeller shaft and steering 
gear are all standard Hudson equipment and without any changes 
whatever. 

The engine is fitted with the standard Delco system 
throughout. Therefore, this car has the distinction of being 
the only racing car on the tracks today which is equipped 
with a self-starter. 

The radiator is smaller than standard, and of course there is no 
fan behind it. The bonnet and body are special, being made out of 
sheet aluminum, and are very light weight. The exhaust pipe is of a 
special type and comes outside the bonnet and body to facilitate 
cooling, as is common practice in racing cars. 

From the observation of such motors as Vail's on the dynamometer 
here at the factory, it would be conservative to state that Vail's 
motor develops not more than 85 horse power. 

The Hudson Motor Car Company has never built any special 
racing cars which were different from the standard product in any 
respects save the weight of the reciprocating parts and size of valves. 
The cylinder blocs on these motors were standard and the valve ports 
were simply bored out to allow a slightly increased valve diameter. 
The connecting rods were standard material but had the forging 
draught milled off to reduce the weight. The only time these motors 
have been used was in the Pike's Peak Hill Climb. 

From the foregoing, it is evident that in every sense there is nothing 
about Hudson racing cars which cannot be obtained as a stock prop- 
osition with the aid of a little extra workmanship on the part of the 
mechanics who undertake to build any Hudson car into a racing car. 

Readers of the TRIANGLE will be interested in having this 
information in view of the interest shown in stock car racing and the 
performance of Hudson cars on the speedways. 




Digitized by Vj W VIA 



Nelson Sells Super-Sixes to Big Paper Makers 



THE four Super-Sixes shown in the accompanying illustration 
were recently purchased by members of the well-known Hammer- 
mill Paper Co., of Erie, Pa., from the Star Garage Co., Hudson 
dealers at that point. The cars were photographed in front of the 
mill just prior to taking the Hammermill Bond jobbing agents from 
the plant to the company's annual convention at one of the Erie 
country clubs. 

The first and third cars are driven by the owners, H. F. Ober- 
manns, assistant to the president, leading; P. H. Nisbet, superin- 
tendent of the paper mill, third in line. The second car is owned by 
W. E. Packard, assistant superintendent of the paper mill. Wm. H. 
Baldwin, assistant advertising manager, is at the wheel. The last 
car, which differs from the others in its gray finish, is owned by 



Norman W. Wilson, vice-president and sales manager of Hammermill 
Paper Company, and is driven by Ralph Johnson, his chauffeur. 

A. L. Nelson, head of the Star Garage Co., is proud of the sale of 
these four Hudsons to such discriminating motor-car buyers. He 
reports that since the above picture was taken he has sold another 
Super-Six to Ed. Bush, also connected with the same company. 

Mr. Nelson has had great success in life since he became a dealer 
in Hudson cars, and frankly admits that securing the Hudson contract 
was the means of changing his whole destiny. Great credit is due 
Mr. Nelson for making the most of his opportunity, for he came to 
America as an immigrant about 20 years ago, and has prospered with 
no capital save his own earnest efforts, industry and integrity. His 
new Hudson salesroom and garage is the leading one in Erie. 



Hudson Advertising Inspires Salesman Salesman Changes Weather — Sells Car 



THE company's advertising has "taken" good in the Louisville, 
Kentucky, territory. Chris. L. Shelby, salesman for the Southern 
Motors Co., Hudson distributers at that point, confesses that 
the recent Hudson advertising has not only inspired him but has 
won the local buying public as well. Mr. Shelby says: "As a 
salesman I appreciate the effective advertising campaign now running. 
It has certainly helped me in my work. In the last six weeks I have 
demonstrated the Super-Six to ten prospects, nine of whom bought 
the car. It is a pleasure to know that you can compete with ANY 
automobile with the Hudson Super-Six. When a man comes into 
our place who is actually in the market for a car, and is turned over 
to me, I consider it my own personal fault if I fail to get his order. 
Nine sales out of ten prospects, is gratifying, and is evidence to me 
that the reputation of the Hudson Super-Six is firmly established 
through the fine advertising of the car. It is a great pleasure to sell 
a motor car that is so well advertised and one that so thoroughly 
lives up to every claim made for it." 

Remarkable Tribute to Hudson Cars 
and Service by Milwaukee Owners 

THE existence of a gratifying enthusiasm and satisfaction with 
Hudson cars and appreciation of Hudson Service came to the 
surface in Milwaukee a couple of weeks ago. A list of all the 
Super-Six owners in Milwaukee was published in a page advertise- 
ment in the Milwaukee Sentinel. The ad. attracted much local 
attention. A prospect for a car had a fancy to know what some of 
the big list of owners thought of their cars. Jesse A. Smith, dis- 
tributer of Hudsons at Milwaukee, suggested to this prospect that 
he write every one of them personally and ask them what they thought 
of their Hudsons and of the service they got. The prospect took 
Mr. Smith up. The latter felt confident of the result and made no 
attempt to interfere in any way or to influence any of the replies. 

In due time the prospect displayed to Mr. Smith a big sheaf of 
communications from seventy-five out of the one hundred and ten 
addressed. Merchants, manufacturers, bankers, capitalists, big 
insurance men — every class was represented — and among them 
many prominent and wealthy people of Milwaukee. The editor has 
these letters before him as he writes this little story, for Mr. Smith 
forwarded them to the factory to read. If space could be devoted 
to the reproduction of this batch of correspondence it would be a 
revelation of the enthusiasm and satisfaction Milwaukee owners feel 
for their Hudson cars and the service that has been rendered them 
by the Jesse A. Smith Auto Co. Curiously enough, these owners 
seem to have had no hesitancy about expressing IN WRITING 
their unqualified delight with their cars and Hudson Service. It is a 
fact that Hudson owners are always willing to express their opinion 
of their cars. 

Needless to say the man who wrote the Milwaukee Super-Six 
owners is "sold." 

It might be added that Hudson dealers who want to be sure to 
keep Hudson owners sold will never for a minute relax on service. 
Good service is your best advertisement, just as it has proved to be 
in the Milwaukee territory. 



A CLEVER story of quick wit on the part of Roy Iverson, one 
of the enthusiastic and highly successful salesmen of the 
Louis Geyler Company, Hudson distributers at Chicago, 
shows what happens when a salesman is up on his toes mentally. 

Iverson, two days prior to the incident, had had a rather lively 
interview with a business man prospect who is inclined to the "woof 
woof" order of speech. The prospect got quite a bit worked up over 
some trivial thing and all but ordered Iverson from the office. Iver- 
son went. 

Two days later as Mr. Prospect was sitting on the throne of 
his business sanctum the door opened and in blew Iverson. It was 
a wet, cold stormy day, but Iverson displayed his friendliest smile 
and his cheery "Good morning" drew a surprised stare from the 
business man. 

"What! You here again? I thought I told you I wouldn't buy 
your car?" 

He drew a full breath preparatory to another tirade. Iverson 
calmly sat down across the desk from his prey. 

"And besides," the prospect observed with an air of finality, 
"look at the weather outside. Who the Sam Hill wants to talk car 
in such weather, anyhow?" 

Iverson arose, walked to the window, pulled down the shade and 
returning to his seat, said : 

"There, Mr. , I guess we can talk car now, can't we?" 

Iverson left the office a half hour later with the order signed and a 
deposit in his pocket. 

"Car and Service Great," Says 
Albany Man 

EV.STRATTON, Hudson distributer at Albany, sold a Super-Six 
about three months ago to George B. Evans, a well-known 
resident of that place. The latter came forward a few days 
ago with a voluntary expression to Mr. Stratton concerning his car, 
which it is a pleasure to print in the TRIANGLE. Here are Mr. 
Evans* exact words: 

"I now have had my Super-Six about three months and have thought several 
times of writing you to tell you what I thought of it and each time have put it off 
for the reason I did not feel that I could express myself adequately in a letter, 
nor do I yet, as it is beyond anything I expected or even hoped for. After driving 
the 1915-40 for two seasons, was perfectly satisfied. However, expected after the 

Eublicity the Super-Six got, that I would get something superior to my old car 
ut did not have any idea that it would accomplish what it does. I am at a loss 
to know what anybody could desire in a car more than they could get in a Super- 
Six. Surely one would not want any more speed than they develop, and as for 
power, they meet every requirement. 

"Just finished a trip of 400 miles to Massachusetts and Connecticut without 
changing gears for a single hill and the car was so comfortable and rode so easy, 
we came back without being at all tired. You might also be interested to know 
that we covered the 400-mile trip on 28 gallons of gas, which is much more than 
I expected, as I had no idea that we could get more than 12 miles to a gallon. 
Was not trying for a large mileage, not even realising until after we got home 
that it had done so well. 

"Would like to take this opportunity to express my appreciation of the service 
which I get, as the service department is more than liberal with the attention 
they give on the cars. You well know I have never paid any attention to the car 
myself and do not know much more about it than before I ever owned one. 
Whenever I take it up to Mr. Mickel, or any of his assistants, they are always very 
willing to help me out in any way and I am sure that this factor in selling auto- 
mobiles would appeal to future owners if they could be convinced of the amount 
of attention they would get from Hudson service departments." 
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Don't Store the Cars You Get in 
November— Sell Them! 

N 



OVEMBER should be a big sales month with all Hudson dealers. 

Ordinarily it is not a month of much activity in open cars. But it can be made so on the 
Hudson. 



It isn't often that you can offer your customer a clear saving of $175. 
No man is apathetic when $175 is involved. 



Men may say they are not interested in open cars 
now; that they will wait and see what will be offered 
at the shows. Or they may offer the excuse that they 
don't want to buy until they are ready to use the car 
and will have no use for an open car until next spring. 

But when those men are convinced that they can 
get practically the same car today that they will get 
next spring, and by buying now can save $175 you get 
their interest. 

Some dealers arrange to put cars in storage and keep 
them for their customers at present prices on the pay- 
ment of substantial deposits. 

One dealer requires a deposit of $500 plus freight. 
He puts the cars in a licensed warehouse and arranges 
with his bank to advance the difference in price — $1175 
— against the warehouse receipt. This makes it easy 
for the buyer. He needs only $500 and the freight in 
cash to assure his getting a new up-to-date Super-Six 
next spring. The dealer gets his full list price in cash 
and the bank carries the loan made to the consumer 
against the warehouse receipt. 

Another dealer bears the interest, storage and in- 
surance charge on cars sold in his name. It amounts 
at 6% on $1175 from November 1st to March, to $23.50. 

The storage will not exceed $20.00 and the insurance 
adds another $5.00 or a total carrying cost of $48.50. 

If the buyer pays the carrying charges, as he should, 
his net saving is $126.50. That saving is not to; be 
sniffed at. 

" Charley Overhead" Works All the Time 

Expenses run along just as much in November as in 
any other month. 

Even if cars bought at present prices are not sold 
before December, it is good business for the dealer who 
holds cars of the present series. 

He can sell them at greater profits after December. 

Some dealers have asked that their November 
allotments be increased so they will have cars in stock 
for the spring demand that were bought at the low 
price. That is good business. The increased profits 
pay handsomely on the cost of carrying the cars through 
the winter. 



But, as the thrifty Scotchman said, "You never 
lose by taking a profit." It is also good business to 
make all the sales that can be made before the price 
advances. 

Our Advertising Is Heavy 

We are advertising in every issue in an entire list 
of national periodicals, urging people to save $175.00 
by buying their Super-Six now. 

Dealers should use the copy in their newspapers that 
we are sending them. 

Every prospect should be seen. Copy for a circular 
letter is sent this week, which should be mailed to every 
prospective buyer on every dealer's list. 

Fine Cars Are Advancing 

Eighteen manufacturers have already announced 
i ncreases in the prices of their cars. They have promised 
there is to be no change in models. 

Material markets have increased enormously. 

All makers are compelled to pay more for their cars* 
Either the price to the consumer must increase, as in 
the case of the Super-Six, or the quality of the cars must 
be reduced. 

There is no reason why anyone should wait to see 
what others will do before deciding to buy a Super -Six. 

No car has been able to match the Super-Six in any 
test of performance or endurance. A score have tried 
to excel it. There have been a dozen attempts to beat 
the Hudson 24-hour record. One maker made three 
attempts since the Hudson's start, to lower the trans- 
continental run. It didn't in either trial get farther 
than 700 miles from its starting point. 

There is absolutely no reason why anyone who 
thinks of getting a new fine car for next season, should 
not buy a Hudson Super-Six now. 

It is not often you can promise your trade a saving 
of $175.00 and make money for yourself at the same 
time. 

Is your organization — retail and wholesale — on its 
toes to its opportunity? 



"Baby Hudson" Motorboat Wins Money 
and Cups for Welbon 



THE "Baby Hudson" is a little motorboat that has cleaned up 
everything on the Ohio River this summer. And it is fitted with 
a Super-Six motor. 
Said Mr. Welbon at the factory last week, "I was attending the 
speedway races at Cincinnati a month or so ago and went home to bed 
afterwards, dog tired. Imagine my astonishment on reading the 
morning paper to discover that I had won cups and prizes in all the 
big motorboat events on the river run off while I was watching the 
motor cars perform at the new Cincinnati track. I did not know that 
I had a boat entered. But I did remember falling for the suggestion 
of a boat builder some time previously that I put a Super-Six motor 
into an old hydroplane hull that he hypnotized me into buying for 
$75.00. I also remember that I had sent to the factory for a Super-Six 
motor, and told my service mechanics, who all have the motorboat 
bug, to put it into that old hull. Then I forgot all about it. But the 
boys did not. They tinkered away and got the Super-Six motor into 
that hull, tuned her up all unbeknown to me, and discovered that they 
had a boat that was as swift as a bird. They entered her in the 15-mile 
handicap race and won it hands down. In the free-for-all event she 
ploughed the waters so fast that she beat all opponents with consum- 
mate ease. Forty miles an hour was easy for the 'Baby Hudson,' 
which the boys named her. The darkies on the river levee were over- 
heard to remark 'do you know that little brown baby* (she is painted 
mahogany) 'is the runningest dog-gon little scamp on the rivah. They 
jes* push their foot on one lever and their han* on 'nuther an* 'way she 
goes.' This is a fact because she drives the same as a Super-Six. 

The above picture shows Mr. Welbon's "Baby" speeding on the 
Ohio River. Those familiar with motor boating will see by the trail of 
spray she is leaving a long way behind her, that she is "going some." 

Kansans Win Races with Super-Sixes 
Before Big Crowds 

HUDSON Super-Sixes cleaned up things at the races held in 
Concordia, Kans., recently, winning the two important events, 
the stock car race for a purse of $150 and the free-for-all race 
for a purse of $300. 

In the first race, the stock car event, six cars were entered. After 
A. J. Cleveland, Hudson dealer at Salina, got his Super-Six to working 
right he won the second heat in 7.23 and took the third in 7.25 giving 
him the race and the $150 purse. 

The big free-for-all race for a purse of $300 was captured by Glenn 
Breed, of Salina, driving a Hudson Super-Six, in straight heats. The 
time of the first five miles was 7.26. 

Ten thousand people saw the Super-Six piloted over the tape to 
victory in these events. "The Super-Six motor with its balanced 
crankshaft was much smaller than that of any of its competitors," 
says Mr. Cleveland, "yet it had one-third more power which alone was 
responsible for its winning both these races against big odds." 

"We Had to Do It" 

THUS reports J. A. Peverill, Hudson dealer at Waterloo, Iowa. 
"A friend of ours owns a 1916 popular 'Eight' which, by the 
way, is in excellent shape. He asked us to prove some of our 
assertions concerning the Hudson Super-Six by placing our car beside 
his in some speed trials. We accommodated him and, needless to say, 
he got what he wanted, plus. In six distinct different trials, including 
standing start through the gears, standing start on high, acceleration 
from three different car speeds, we beat him 'hands down.' From a 
standing start on high gear in six hundred feet we gained, easily, one 
hundred feet on our friend's 'Eight.' He took his whipping grace- 
fully and acknowledged that we had beaten him decisively, and 
beyond possibility of argument. As evidence that his car was working 
good, I rode in it myself and he easily did 60 miles an hour with it." 
Mr. Peverill has the reputation in Iowa of being a "crack" driver 
and without a peer as a demonstrator. His faith in the powers of 
the Super-Six is as high as the sky, and it is said that he has beaten 
every other car in his territory with his demonstrator. 



Guessed Exact Time Transcontinental 
Run to New York 

ON the day preceding the departure of the Hudson Super-Six on 
its transcontinental run to New York, a pool was made among 
the employees of the H. O. Harrison Company on the time the 
car would make between San Francisco and New York. Sixty guesses 
were entered, each guess being signed and placed in an envelope with 
a twenty-five cent coin. T. J. Williams, secretary of the company, 
was the winner. He had written, "5 days, 3 hours and 30 minutes" 
on the slip he signed. 

Four others were within 15 minutes of the time. Of the 60 guesses 
entered, 23 were within two hours of the time made, 37 within five 
hours. The highest estimate was 5 days, 17 hours and 20 minutes. 
The lowest, 4 days, 1 hour and 45 minutes. 

It is a significant fact that not one in the pool had any doubts 
about the car getting through. Neither did any of them doubt for a 
moment that the car would break past records, which tends to show 
the confidence the San Francisco crowd had in the Super-Six. 

Factory Visit Inspires Confidence 
in Super-Six 

CLARK BRIDGMAN came to Detroit recently ,% from Ware, 
Mass., to get delivery of a Super-Six. He drove it home. 
When he got there he wrote back a letter that runs like this: 
"I wish to express my most sincere appreciation of the courtesies 
extended to me in Detroit. I was greatly impressed by the Hudson 
factory. It certainly instils into a Hudson owner even more con- 
fidence and enthusiasm in ,the Super-Six to visit the factory that 
produces it — to see each detail of its manufacture worked out, and to 
come into personal contact with the wonderful organization behind 
the car. 

"I made the 900 miles from Detroit to Ware with my brand new 
Super-Six without so much as lifting the bonnet other than to turn 
down grease cups. As a climax to the trip I drove over the so-called 
'Jacob's Ladder' at 25 miles an hour, passing everything in sight and 
reaching the summit with the water in the radiator at perfectly normal 
temperature." 

Super-Six Winner at Richmond 

THE Hudson Super-Six won the principal event at the Virginia 
State Fair automobile races last week. This event was a one- 
fourth mile quick getaway and the Super-Six easily defeated a 
number of well-known cars. 

It was the first time A. Edloe Donnan, Jr., distributer at Rich- 
mond, had attempted to show the Super-Six in any public test. He 
is quite jubilant over the fine performance of the car. 

Here's a Good Suggestion 



TAKE a look at the above picture. It is one of the new Hudson 
Super-Six auxiliary fire department cars of Chelsea, Mass. Note 
the construction and where the chemical tank is carried. They 
took a regular Super-Six phaeton body and cut the rear of the body 
down, placing the auxiliary seats sideways so as to carry two extra 
persons, as well as axes and other paraphernalia, in the rear. The 
finished car is painted red, and is as beautiful a job for that kind of 
work as can be found in the vicinity of Boston. 

F. A. Ordway, of the Henley-Kimball Co., Boston distributers, 
suggested that we publish this picture to give other distributers an 
idea that might come in handy when selling apparatus to their fire 
departments. As he says, this saves applying a new body and gives 
the car most graceful lines. Mr. Ordway says he will cheerfully get 
the figures on this job for those who are interested. 

Testard Booms Sales Before Price Raise 

AFTER the announcement that the Super-Six would be raised 
$175 in price December 1st, H. A. Testard, New Orleans 
L distributer, assisted by his brother, George, got busy. In less 
than a week they closed thirteen sales. They sold two phaetons 
on a Monday, a touring sedan and six phaetons on Tuesday, a sedan 
and phaeton on Thursday and a phaeton up to noon Friday. Mr. 
Testard says this is his record in sales for a single week. 
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More Order Clinchers 

True stories of the speed, power, endurance and economy of the Hudson Super-Six. 
them to your prospects. They will help you make sales. 



Tell 



Super-Six Magnificent Pro- SKJSiS 
duct, Says Newspaper Man £££"£ fSE 

treasurer and general manager of the Kennebec Journal, Augusta, 
Maine. "I have found the car to be a magnificent product and an 
unequalled source of pleasure. Augusta is a place of hills. From it 
there is no escape by road unless you climb a steep hill. With our 
new Super-Six we find the hills smoothed out to levels and every 
road a good road — its power and flexibility meet every emergency. 



Q 1inM »„Qj Y <%ni»in<rft Afa Austin M. Greer, proprietor 
OUper-OIX OprillgS Are of the ingleside Farm, near 

Perfect Says Farmer whitePiains New York, has 

* a new Super-Six which he had 

driven only 200 miles. "But even in that short time," he says, "the 
car seems like a good peach tastes. I am greatly pleased and look 
forward to much enjoyment of my Hudson car. I have two big cars 
that cost twice as much as the Super-Six, but I am frank to say the 
Hudson has them 'beaten to a standstill' for easy riding. The springs 
of the Hudson are perfect, which is more than I can say for my two 
expensive cars. I have also had a sample of service as rendered by 
the Hudson dealer at New Rochelle. Such attention and politeness 
I have not met in all the years of my ownership of automobiles. I 
am going to spread the gospel of Hudson Service." 

Averages 14% Miles to Gallon 3 : &*£ 
in White Mountain Region New Ham P - 

° shire, tells of 

fuel economy in driving his Super-Six in the White Mountain country. 
"I got back from a six-day trip to the White Mountains a few days 
ago/' he says. "I went to the Canada line and all around and through 
the mountains. One day I drove 136 miles in a storm that washed and 
gullied the mountain roads and left the valleys deep in mud. There 
was a reported rainfall of 2J£ inches. On the whole trip I averaged 
13 miles, the first part at the rate of 15% miles to the gallon of gas. 
Since I got my Super-Six January 12th my grand average on fuel 
consumption has been 14% miles to the gallon. I have met other 
owners of Super-Sixes driving in the New Hampshire mountains who 
say they get around 12 miles, so I am congratulating myself on hold- 
ing the record around here. My daughter drives a Super-Six too, 
but she has not done as well as I have." 



California to Colorado Tour ££*?&£ 
Pleased this Super-Six Owner ****** a k cco j!- 

r pamed by his 

family, made a tour last month from that California town to Denver, 
Colorado, in their Super-Six. The distance traveled was 1630 miles, 
which included a side trip to view the marvels of the Grand Canyon. 
Heavy mud was encountered after leaving Flagstaff, Arizona, which 
they ploughed through up to the car's hubs. Between Albuquerque 
and Secoro, a picturesque stretch, there was one mountain that had 
18 hairpin curves. Mr. Dieter told Tom. Botterhill when he got 
to Denver that he had looked for all sorts of car troubles in making 
that trip to Denver, but much to his gratification, the Super-Six came 
all the way throgh without one single stop. Mud, rough roads, 
mountains — everything enountered — was all the same to the Hudson 
car. Its power was equal to every demand. Enthusiasm over the 
performance of the Super-Six prompted the party to hunt up the Den- 
ver distributer to pour into his willing ears their praises of the car. 



tain and Desert Touring 



Super-Six^ Greatjn Moun- SSS'tK'iSS: 

tana mountains and 
successfully over- 
coming the heat and sands of the desert wastes of Nevada, 
Dr. C. E. McCoy and wife arrived in Los Angeles recently after a 
1500 mile drive from Bozeman, Mont. 

Dr. McCoy said that his Super-Six had wonderfully surprised him 
on this long western "rough stuff" trip in several ways. First; in 
the power that the car had in climbing the long mountain grades 
through the transcontinental divide in Eastern Idaho. Second; in 
the way it would fight the sands of the desert, where the heat was 
terrific, and yet keep the radiator perfectly cool. The third point the 
doctor mentioned was the way the car could take the rough roads 
crossing the American desert west of Salt Lake City without tiring 
its occupants in any way. 



Srcmrlf I iftfon *rt J- w - Caraway, of McDougall & 
S^ r laM ^~ 11 TO Caraway, Hudson dealers at Hedley, 

This from Texas J exas » teUs <"■ little ■***• ,- a 

Super-Six sold to one of our cus- 
tomers was driven from our town to Dallas, Texas, in 9 hours and 
20 minutes, a distance of 317 miles over the Colorado to Gulf High- 
way. The first 97 miles was reeled off at tremendous speed to enable 
a passenger to catch a train. Finding it so easy to average 35 miles 
an hour our customer decided to try for a record to Dallas. He got 
it. We know of no other automobile that has gone from Hedley to 
Dallas in 9 hours. And, best of all, the score of the trip was perfect 
except for two punctures. No water was put in the radiator." 



Hillft? Th* SillV*I\.Srr H. G. Gaston, Alliance, Ohio, 
OUIS; 1 ne OUper-OIX busineS8 man, avers that he 

EatS em Up On High *?*» six witnesses tottis per- 

r ° formance of his Super-Six. 

"In September," he relates, "we journeyed from Alliance to Gettysburg. 
Pretty hilly country on that route, but our Super-Six climbed every- 
thing on high both ways. Descended all hills on second or first — and 
the brake bands just like new. Going up one big mountain in high 
gear we met a chap in a popular Detroit-made car who gave us the 
laugh when we said we expected to go to the top on high. But we 
did it, and were going at the rate of 35 miles an hour near the top. 
On the summit of this mountain there is a water station. A lot of 
boiling cars were there getting a cooling drink. We just chortled and 
went on, our fellow tourists staring at us with wonderment. Two pints 
of water in 550 miles was our total consumption. Back home we told 
of the prowess of our Super-Six. One man said: 'I've seen a lot of 
famous big cars go over that road and they all boil.' Well, there were 
six of us to bear witness to what the Super-Six did and the whole 
bunch are enthusiasts over the Hudson car after its fine performance 
on that Gettysburg trip." 



Read Stratum's Gas Econ- ZJk*$% 
omy Story. It's a Knockout ban y comes 

* * across with a 

Super-Six fuel economy story that, as the sports say, "rings de 
bell." Let HIM tell it. "I took four prominent residents of Albany 
on a motor trip to Detroit to attend the World's Salesmanship 
Congress. We left Albany at 5:35 in the morning and reached 
Philadelphia at 6:15 P. M. Half the trip was made through pour- 
ing rain. The mileage over the route we went showed 258 miles. I 
came back the following day. The round trip mileage being 519 
miles; and for the entire trip the average mileage per gallon was 18.8 
miles. On the return trip we left Philadelphia at 9 A. M. and made 
a lj^-hour stop in Trenton, reaching Albany at 8 P. M. You can 
figure out that we were not driving at what would ordinarily be 
considered a most economical speed. 

"We don't tell customers that this is a mileage that they can 
EXPECT, but we have many owners who are getting 16 to 20 miles 
on a gallon." 

Hflnft Tnurifttft in E. B. Nettelford, a Toronto 

neipS 1 OUr 15 15 111 Super-Six owner, has played 

Distress with Super-Six <the ^ **™T??" u° 

r several tourists lately, by 

towing them home when in distress. On a recent Sunday 60 miles 
out from Toronto he came across a young farmer and his family 
stranded on the roadside. Their little car had a broken axle. They 
were seven miles from the nearest village, broken down on the edge 
of a swamp, and had been many hours waiting for a friendly helping 
hand. Mr. Nettleford with his powerful Super-Six towed the party 
the seven miles to a garage in 20 minutes. Later the same day he 
crossed the trail of another party of woe-begone tourists in a great, 
big heavy car, with a broken universal joint. With the aid of a long 
tow-rope, obtained from a nearby farmer, this party was towed into 
Toronto, 31 miles. The first 16 miles of the trip was over rough 
roads. A tire change was necessary en route. But the big car and 
its occupants were safely deposited at a garage in North Toronto in 
one hour and ten minutes. The empty car he towed weighed at 
least 1,000 pounds more than the Super-Six. Add to this the seven 
passengers carried, and you get a pretty good idea of the pulling 
power of the Super-Six. Thirty-one miles in an hour and ten minutes 
hauling a car loaded with 7 passengers, aggregating three tons in 
weight, is a pretty stiff towing stunt for any car. 
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How Omaha Advertised the Super-Six Transcontinental Record 



MANY distributors and dealers displayed enormous banners 
across the fronts of their stores telling the story of the recent 
big feat of the Super-Six in breaking all transcontinental 
records. Guy L. Smith took advantage of the triumph of the Hudson 
car to make it a gala occasion. His store and garage occupies a 
prominent corner on Farnham Street, Omaha's principal thorough- 
fare, so he decorated the big building. He displayed an immense 
banner announcement of the transcontinental and other records of 
the Super-Six — so big that all Omaha in passing could not fail to see 
it. The building decorations singled it out for attention. Supple- 
menting this, his big white service car, also carrying a sign telling 
of the Super-Six ocean to ocean feat, headed a parade through 



Omaha's streets, followed by a little calvacade of Hudson Super-Sixes 
of various models, which every now and then lined up in front of the 
Hudson show-rooms. The parade, the decorated building and big 
sign attracted attention to Guy Smith, to Hudson cars, to the Super- 
Six record and was fine advertising. Mr. Smith got a lot of news- 
paper publicity out of it, too. It was an opportune time and he 
grabbed it and made the most of it. The accompanying illustrations 
give a clear idea of what was done. There is a good suggestion here. 
Be alert to grasp every opportunity when the Super-Six is in the 
limelight nationally to advertise your business and the car locally. 
Many have done this, and have profited by doing so. 



Nimble Wit Counts in Salesmanship 

NIMBLE wit and the ability to say the right thing at the right 
time fatten the batting average of many a salesman. E. A. 
Albright, one of the old guard of the Louis Geyler Co., Chicago 
distributers, retail force, has some batting average, month after 
month, but his cleverness on Monday, October 9, rang the bell in a 
surprising way. 

A prospect and his wife were in the salesroom of the Geyler Com- 
pany, trying to make up their minds to buy. Finally Albright, by 
that peculiar sixth sense of a dyed-in-the-wool salesman, decided 
they were going to buy. The talk drifted on and the man and his 
wife were inclined to argue in a good natured way, between them- 
selves, as to whether it would be a phaeton or a limousine. 

Albright stood listening, apparently enjoying the scene. Then 
came his inspiration. 

"May I make a suggestion?" he asked with a smile. 

"Yes, let's hear it," replied the man. 

"Take both a phaeton and a limousine." 

"I guess you are right," came the answer. 

The wife's eyes lit up with pleasure. The man was serious in his 
reply and Albright soon had his name on the dotted line of a contract 
calling for the immediate delivery of a Hudson Super-Six phaeton 
and a limousine. 

"I knew I had them for one," said Albright afterwards, "but I 
just thought I'd try and double them up." 

Which proves, we think, that nimble wit does count. 

Hudson Name Synonym for Quality 
in Province of Quebec 

THE name Hudson as applied to automobiles has a selling value 
all its own in the Province of Quebec, according to J. O. 
Linteau, general manager of Legare Gadbois Automobile, 
Limited, Hudson distributors at Montreal, P. Q. Mr. Linteau, a 
rarely clever and interesting gentleman, came over from Montreal 
last week for a visit at the home of Hudson, and discoursed enthusi- 
astically about the high standing of the Super-Six in his community. 
"We find the name Hudson stands so high with the buying public 
that it is talismanic in making sales. Hudson reputation in the 
Quebec Province was created through the car's quality and perform- 
ance in years past. The Super-Six, by its distinction in looks and 
marvelous performances in public and private trials, has materially 
enhanced the already high reputation of Hudson cars in our territory. 
All Quebec would be driving Super-Sixes at this time had we been 
able to get them this spring and summer. Our autumn sales are 
splendid, however, and we look confidently to a record Hudson 
business next year. It is a great pleasure to sell a car that stands so 
high in the estimation of the public." 



Binghamton Dealers are Hudson 
Enthusiasts 

THE New York Sales Co. Inc., dealers at Binghamton, N. Y., 
have the spirit of genuine enthusiasm in selling Hudson cars. 
The company's treasurer and manager, C. A. Sweet, says: "In 
this territory we have three men who have purchased three different 
Hudsons from us. We have no less than a dozen who have purchased 
their second or third Hudson from us. We do not consider it a hard 
matter to sell Hudsons because we feel that we are doing the prospective 
buyer a great service when we are successful in getting his order. In 
the Super-Six we have a car of which we are proud to talk, proudfto 
show, proud to demonstrate and proud to deliver. We know the 
Hudson is far above other cars. It is simply a question of our ability 
to convince prospects of the fact. And our sales prove that we are 
able to do so right along." 

Another Sale to Insurance Beneficiary 

A SHORT time ago the factory sent information to the Southern 
Motors Co., distributers at Louisville, Ky., that Matthias 
Poschinger, of that city, had died and left a life insurance 
policy of $40,000, suggesting that possibly the heirs might be prospects 
for a Hudson car. They were. The factory is advised that a son of 
deceased purchased a Super-Six as soon as he came into possession of 
the insurance money. 

This is another demonstration of the value of the special informa- 
tion the Hudson Company sends its dealers to help them with their 
sales. 

Some More Obsolete Ads. 

ALL Hudson Super-Six advertisements which were released 
prior to September 25th are now obsolete, with the exception 
of newspaper ads Nos. 350, 351, 301, 329, 330, 331, 332, 333, 
319, 302, 188, 189, 187, 186, and program ads Nos. 363 to 370, inclusive. 
No mats, plates or proof sheets from these discontinued advertise- 
ments will be sent to dealers. We hope they will pay attention to 
this notice and not run any of these advertisements which are no 
longer deemed seasonable or timely. 

Sedan and Cabriolet Ads. Revised 

TOURING Sedan advertisments Nos. 319, 302, 186, 1877/188, 189 
and Cabriolet Advertisement No. 301, have been brought up to date. 
The illustrations have been changed to the latest models. The 
copy also has been revised accordingly. 

Dealers who have proof sheets of these advertisements, and desire 
plates, mats or proofs, may use the same number when ordering. 
You will receive these advertisements in corrected form. 
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Make November Your Biggest 
Fall Sales Month 

Do a big November business. Your opportunity is NOW. There is no^ 
sales argument equal to that of saving the buyer money. A saving of 
$175 overcomes every objection to buying this month. 

Forget the precedents of other years. You did not have Super-Sixes to sell then. 
What you couldn't do last November you CAN DO this November. 

The whole country is talking about the Super-Six. Its record-breaking performances 
are fresh in the public mind. 

Sell the men who intend buying Hudsons next spring. Find out who they are. They'll 
buy now. The $175 saving will land them. Especially when they know they get the 
same car, save for a few minor improvements. 

All fine cars will cost more next year. They can't be built at their old prices. Materials 
have gone up "sky high." Other makers, nearly 20 of them, have announced price increases. 
Most say there will be no changes in their models. 

So your prospects gain nothing by waiting. They know what the Super-Six is. It 
has proved itself beyond question. It is the leader of today. It is a wonderful thing to 
be able to offer it at a saving of $175. 

That opportunity will not be yours after December 1st. Make the best of your 
chance. Get your profits while you can. 

We are advertising to help you. Our biggest campaign is on right now. The national 
periodicals feature the chance to save $175. The newspaper copy we send you drives that 
message home. You ought to use it in your local papers. 

Circularize your prospects. Copy for another letter is sent you this week. Use it 
broadly. 

Another Super-Six News Pictorial is out. Let us mail it to a big list of possible buyers 
for you. Send in your names and your order. 

Take substantial payments on Super-Sixes and store them. You know the plan. 
Or, let the buyer store his car. The $175 he can save by buying now gives him ample 
margin. 

Get busy. Intensify your selling efforts. Give November a chance this year. 
Don't slacken your pace for a minute. Big November sales mean more to you 
than the profits you make. It clears the decks for Spring business. Next year 
will be your greatest selling year. The Super-Six will make it so. Be prepared 
to take your share of the factory's production next January. The way to do that 
is to everlastingly hustle this month. 
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San Francisco Celebrates When Super-Six 
Wins Tr anscontinental Records 

Record- Winning Super-Six Heads Monster Parade of Proud Hudson Owners 



W; 



HEN the Super-Six finished its ocean-to-ocean record-breaking 
round trio the city of San Francisco was wildly enthusiastic. 



Perceiving the spirit which was abroad, H. O. Harrison, Hudson 
distributer at the Golden Gate, invited all Hudson owners to join in 
a monster parade the day the record- 
breaking Super -Six completed its coast- 
to-coast journey. The parade was held 
at mid-day and, quite contrary to the 
custom with processions of this nature, 
it was permitted to take possession of 
downtown streets, and was escorted by 
mounted officers of the San Francisco 
traffic squad. 

Directly behind a thirty -piece band on 
a truck came the victorious Super-Six, its 
sides still gray from the mud-bath through 
which it had wallowed 
35 hours. Scattered alon 
were cars carrying bannc 
sentences of the feats 
which the big parade 
downtown streets were a vast sea of 
spectators for the entire length of the 
parade — perhaps a mile and a half — and 
they gave the Hudson car a great ovation. 
It did not seem to matter what makes 
of cars they owned, the unanimously ex- 
pressed opinion was "Wasn't it a wonder- 
ful performance! Imagine an automobile 
crossing the country twice in less than 
eleven days, averaging practically 700 
miles a day!" 



A Good Selling Suggestion 

ONE distributer has adopted a selling plan that he says is working 
out quite successfully. He has employed a high class salesman 
whose specialty is that of a sales closer. He pays this man 
the equivalent of $5,000 a year salary and commission. His par- 
ticular mission is to close prospects that are being worked on by the 
various salesmen. 

With this man on the floor the salesmen are kept constantly outside 
running down prospects. They get their commission just the same if 
the prospect is sold by the "closer" at the store, so that they have no 
ground for complaint by reason of being kept outside. 

Matters are so adjusted that every salesman has his chance with 
an equal number of prospects each month, an -average of about 30 
to each. 

Under this plan, each salesman has one day in each week on 
the floor of the salesroom, which gives him an opportunity to get in 
touch with new prospects that drift in casually — those who come to 
the store to see the Super-Six as the normal result of advertising, etc. 

All of this class of customers who come into the store and are sold 
by the expert closer means a commission of 1 % to the latter. He 
only gets this commission on buyers who have not been interviewed 
by the regular salesmen. 

These casual buyers are considered the firm's business, because 
they are deemed nine-tenths sold before they come in. The profit 
on sales to these is reckoned as an offset to the "closer's" salary. 

The method here sketched, this distributor says, permits of an 
accurate analysis of his salesmen's work; gives him a chance to see 
the percentage of sales each salesman makes every month to the 
number of prospects he works with. It eventually discloses figures 
to show which salesmen are getting the most profit for the house out 
of their labors. 

A door man is employed who keeps a record of every customer 
who comes into the store. It is this man's business to give due 
credit to the salesmen for any that may be their prospects. And the 
doorman turns over callers to the "closer." His card records are the 
basis of the monthly statistical analysis. 

It is perceived that a similar arrangement may not be adapted 
to the requirements of the majority of distributers and dealers. But 
the fact that one Hudson distributer has found it to work out suc- 
cessfully makes the plan interesting. And that is why we have 
sketched it here. 

Mayhap some dealer will get from it a suggestion that will help him. 



The Fair Motorist's Plight 

An Automobile Playette 

SCENE: Ann Arbor Garage, Ann Arbor, Michigan. 
CHARACTERS: Night men, traveling men, Hudson owners, Bemb- 
Robinson wholesale representative, night strollers, etc. — and 

THE FAIR MOTORIST: She drives a car. 

THE STORY. 



THE Fair Motorist, stranger in town, drives up in her 
car, with dimmed lights. She inquires for dealer. 
Night Man and others gather around car. Night Man says 

"Lady, there is no dealer in this town." Fair Motorist 

imparts information that she wants to get headlights on full, needs 
another button of some kind and, in short, requires a little service on 
her car. She is distressed. Being handsome and faultlessly arrayed, 
bystanders grow sympathetic. They tender divers and sundry keys, 
buttons, suggestions and such help as is possible. All is unavailing. 
Crowd shake their heads, much cast down — and lights another 
cigarette. Eureka! The Fair Motorist has an idea, which she 
expresseth. Quoth she, "I wonder how it would do to drive up the 

street until I meet another owner. Perhaps he could 

help me out." Gasps of admiration by the crowd. "Great idea," 
it voices, when up speaks the Night Man with this joy-puncturing 
observation: "I'm sorry, madam, but you would have to drive a 
long way. This is a HUDSON TOWN." Curtain. Business of 
Fair Motorist driving away 'mid clouds of dust down the road. 

The Ann Arbor Garage took 19 orders for Hudson Super-Sixes 
within 5 weeks after the car was announced. Never before had they 
sold over 10 in an entire season. They have just delivered the 
fifteenth car to one of the original nineteen Super-Six buyers. The 
town IS a Hudson town. 

FINIS 



Montreal to Quebec in Fast Time 

WON a bet of a case of wine for driving a Hudson Super-Six 
from Montreal to Quebec, 187 miles, in six hours and five 
minutes," writes E. B. Nettelfield of the Dominion Motor Car 
Co., of Toronto. "From this deduct time lost in ferrying, 30 minutes, 
and you get an average of 34 miles an hour over Canadian roads. I 
had to make it in six and a half hours to win the bet, so I had 25 
minutes to spare." 

Good work, Mr. Nettelfield. 



I 
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I What Is News? 



Why Many Pictures and Items 
Sent by Dealers Are Not Used 



■ 



THE best way to determine whether a thing is news is to ask 
yourself, when about to send contributions to the factory, "If 
this item or these pictures were to be sent in by someone else 
that I did not know, would they be interesting to me?" In other 
words, pass unprejudiced judgment upon your contemplated con- 
tributions. 

The HUDSON TRIANGLE has approximately 5,000 readers, 
and each issue contains about 7,000 words. The aim is to make 
every one of those 7,000 words of interest to all of the 5,000 readers 
of the TRIANGLE. 

You who read this are probably saying to yourselves, "Well then, 
WHAT is news? What do you want us to send you?" A specific, 
definite answer to this is hard to give. No hard and fast rule can be 
laid down. Some distributers and dealers have a finely developed 
publicity sense. They will understand, because they know what is 
calculated to prove interesting to other TRIANGLE readers, and 
what is likely to prove of broad general interest to those who receive 
the News Pictorial. General pictures telling of interesting world 
happenings form the major portion of the latter publication, spiced 
with just enough Hudson pictures, advertising and stories to make it 
a selling help to dealers. 

A veteran newspaper man thus defines news: "If a man shot a 
woman at noon on 14th street in Denver, it would be news only in 
Denver. But if a man shot a chorus girl at noon at the corner of 
42nd and Broadway, New York, it would be news everywhere in 
America." There is a quite human reason for this. Few people ever 
stood at the corner of 14th Street in Denver, but there are a quarter 
of a million strangers in New York, the country's mecca, every day, 
and whether they come from Ogden, Utah, or Peoria, Illinois, some- 
body in those towns at some time has been on 42nd Street and Broad- 
way, and will be sure to say "I was right there where that happened 
when I was in New York." 

We are trying to get into the TRIANGLE things that interest 



the most people. The county fairs in the agricultural states were 
bigger events to the people where they were held than the San Fran- 
cisco Exposition. But we could interest people anywhere in America 
in the Exposition, whereas nobody fifty miles from where a county 
fair was held would be the least bit interested in it. A Congressman 
at the wheel of a Hudson car is not news. Neither is a fancy dec- 
orated car in a street parade — except to the man who decorated it 
and perhaps won a prize. And it is a strange fact that men are never 
as interesting as women, and old women never as interesting as 
young women. We might print the photograph of the Governor of 
a far western state driving a Hudson car, or making a speech from 
one, and it would not attract passing notice. On the other hand, if 
we print pictures of attractive young women, "movie" actresses, or 
manikins demonstrating bizarre fashions, or lovely women performing 
nymph-like dances in forests, everybody halts and looks carefully at 
them. We do not moralize over these things — our object is to print 
things that will be interesting to the majority. And experience 
proves articles of this sort to be of the most general interest. 

So we ask dealers who send us pictures for the TRIANGLE, to 
try to make them original, generally interesting and of such a 
quality of photography that they may be properly reproduced. 

The same applies to pictures for the Super-Six News Pic- 
torial. As these are for the eye of owners and prospects, the 
range of selection of subjects is broader. We greatly need the 
right kind of pictures and stories for the News Pictorial. We 
never have had enough. So it is hoped that with this ex- 
planation dealers will study these publications to know the 
sort of material that is THE RIGHT KIND and make an effort 
to contribute it. Their co-operation is needed. And we hope 
that if any dealer has sent us pictures or stories that we have 
not used he will understand, after reading this article, why 
they were not found available. 



Transcontinental Record Makes 
Lightning Quick Sale 

A STRANGER walked into the salesroom of the Standard 
Motor Car Co. at Columbus. Earl Gray, a junior salesman, 
took him in hand and immediately gave him a demonstration. 
On his return from the brief ride, the stranger selected a gray Super- 
Six Phaeton with wire wheels which was on the floor and requested 
delivery within 24 hours. He paid for the car immediately in five 
and ten dollar bills. $1,725 in bills of this denomination make a 
sizeable stack. 

The buyer remarked that he was going to start for California and 
wanted to drive there and back. He said he had been reading of the 
transcontinental record the Super-Six recently made, which convinced 
him that the Hudson car was the only car that would satisfy him for 
such a trip. In telling of this sale, Mr. Schwartz says: "Here are 
direct results from achievement and the advertising of the achieve- 
ment." 

Cartooned Into Limelight 
Through Service 

THAT is what has happened to H. R. Ritter, Hudson dealer at 
Madison, Wisconsin. "Sid" Smith, cartoonist, who is an 
enthusiastic Super-Six owner, limped into Ritter's place awhile 
back and asked for a little service. He got it. And while his car was 
being fixed up Ritter plied Smith with good cigars and every attention. 
The cartoonist thought he was in for a big service bill. Ritter 
charged him nothing. Three Sunday paper page cartoons by Sidney 
Smith have featured "Old Doc Yak" in a trance as the result. Here's 
the leading caption over one of these pages: 

POOR OLD DOC— HE HASN'T YET RECOVERED 
PRO/n THE SHOCK OP HAVING HIS CAR FIXED 
FREE OF CHARGE-AFTER BEING TOWED Iff, HIS 
BRAKES FIXED, A COUPLE OF ffEW SPRINGS AND 
HAVING A NEW REAR AXLE PUT IN— HE TI/^IDLY 
ASKED HOW A\UCH HIS BILL WAS AND WHEN 
RITTER THE OWNER OF THE BEAR TOWN GARAGE 
SAID -NOT A CENT DOC DROPPED IN A DEAD FAINT 
AND THEY HAVEN'T BEEN ABLE TO BRING HIA\ 
TO SINCE. 



Super-Six Drew the Crowds 
at Allentown Fair 



THE Hudson Super-Six exhibit by the Allen Motor Co. at the 
recent Allentown Fair in Pennsylvania was the feature of that 
event. As the above illustration shows, the decorations were 
of wood lattice work covered with South Carolina creeping vines. 
There were 26 other makes of cars exhibited, but the Hudson was 
the only booth that was decorated. It was the magnet for all visitors, 
not only because of the attractive way it was displayed, but because 
of the curiosity to see the car that has demonstrated the power and 
endurance to win all worth-while motor car records. The attendance 
at this fair was 190,000 in. four days, and the Allen Motor Co. state 
that it gave them and the Super-Six splendid advertising. 

76 Year Old "Kid" Wins Prize 

J A. COUNTRYMAN, "a kid of seventy-six," as he describes 
himself, with his Super-Six won the first prize of $50 in a recent 
decorated automobile parade held during the Old Home Fair at 
Rochelle, 111. There were thirty-five decorated motor cars in line 
and the Countryman Super-Six with its "kid" driver, Mrs. Country- 
man and twelve little girls, dressed in white, won plaudits all along 
the line of the parade, which ended at the fair grounds. Red and 
white were the colors used and this Hudson with its charming and 
interesting load of passengers, proudly rolled along to "another 
victory." 
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Trade Extension Trip Enthuses Brace 
Over Super-Six 

W' J. BRACE, distributer at Kansas City, drove a Super-Six 
car that had been used as a demonstrator for over 13,000 
miles, in the recent Trade Extension Trip of the Kansas City 
Dealers' Association. 

"I was never more completely sold on the Super-Six than at the 
conclusion of this week's run," says Mr. Brace. "With the exception 
of one day, when we were in mud holes, my Super-Six was never out 
of high gear. 

"750 miles and 60 towns were visited. Over 40 cars were driven 
and we had a brass band of 15 pieces. Banquets, good roads speeches 
and all-around boosting talks were indulged in. 

"I am surprised that similar trips are not made in other distribu- 
ting centers. They get you over much territory quickly, cement your 
friendship with your dealers and competitors, and above all, such 
excursions create great enthusiasm in good roads, which mean so 
much to the future of the automobile business in every territory." 



SUPER-SIX NEWS PICTORIAL 
IS BIG SALES HELP 

SAMPLE copies of the November 1st issue of the Hudson 
Super-Six News Pictorial go to the distributers and 
dealers with this issue of the TRIANGLE. 

It is the best issue we have gotten out in the new form 
printed in rotogravure. 

Judging by the letters of distributers and dealers who 
have commented on the News Pictorial in writing, and by the 
views concerning it expressed by those who have visited the 
factory, it is a great success and is proving to be one of the 
most effective pieces of advertising the Hudson advertising 
department has yet gotten out. The subscription list has 
just been swelled by a big new list of prospects sent by a dis- 
tributer. 

The issue of which we are sending you a sample should be 
distributed in your territory to all owners of cars costing over 
$1,100.00 who are possible buyers of a car of the class of the 
Hudson Super-Six. 

November is a good month to go after your prospects. 
The fact that the Super-Six advances $175 in price December 
1st gives you the best kind of an argument. 

Every copy of the News Pictorial that goes into the hands 
of a prospect will create an interest in the Hudson car. We 
do not know of any piece of advertising that you can place in 
the hands of your prospects for the price of a two-cent postage 
stamp that is more effective. We would like to see an im- 
mense mailing list for this publication because we believe in 
its power to help dealers make sales. 

We want you to study this proposition and get a proper 
sense of the great value of the Hudson Super-Six News Pic- 
torial as an aid in your selling campaigns. There is oppor- 
tunity here if you can only see it. Increase your list of names 
and order more copies to be mailed to prospective buyers. Put 
on more steam. Let the Hudson Super-Six News Pictorial 
help you get a record fall business. Two dollars for a hundred 
copies. Don't delay. 
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Tell These Stories To Your Prospects 

They Will Help You Close Sales 
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Erie to New York Bounding over the ground like a 

««7i . i • i w% huge greyhound, a Hudson Super- 

at Whirlwind race Six driven alternately by A. L. 

Nelson, Hudson dealer at Erie, Pa., 

and two friends, one of them a newspaper man, made the round 

trip from Erie to New York recently in 39 hours and 45 minutes. This 

remarkable record was made in spite of the fact that the three tourists 

were lost for two hours in a heavy fog between Albany and the "Big 

Town." Slowed down to 5 miles an hour the Super-Six was compelled 

to nose its way through the mist trying to find its way over a maze 

of crossroads back onto the Albany post-road. And they stopped 

an hour and a half in New York. 

No engine trouble was experienced, but two punctures caused some 
delay. Mr. Nelson says that the trip was not made particularly to 
show speed, but rather to test the car's endurance in ordinary touring. 
The quick time was made by steady plugging, rather than by speeding. 
The average rate was only a trifle over 27 miles per hour. The engine 
never stopped and the men ate and slept enroute, taking turns at 
the wheel. The Erie papers widely advertised the trip and Mr. 
Nelson finds increased inquiry and local interest in the Hudson car 
as the result of this demonstration. 



'Super-Six Fills 
All Demands" 



So said J. S. Bransford, former mayor of 
Salt Lake, on his return from a trans- 
continental tour in his new Hudson 
Super-Six from the eastern seaboard to 
Yellowstone Park and thence back home to Utah. Mr. Bransford 
was one of the first owners of a motor car in Salt Lake and has 
driven many makes. None have so completely met all demands, he 
says, as his Super-Six. The total of 4212 miles were traveled on his re- 
cent trip and 286 gallons of gasoline were used, or an average of 14.7 
miles for every gallon. Considering the mountain pulling and the 
rough going over the best part of the route this was a splendid 
record, and Mr. Bransford considered it so. 

198 Mile« On 1 1 Miss Kyle Pace of Waco Texas has 

O 11 £ O J completed a trip in her Super-Six to 

tiallons OF lias Georgetown and back, a distance of 196.8 
miles on 11 gallons of gasoline, or an 
average of approximately 18 miles to a gallon. She was accom- 
panied by her mother, four other adults and a baby, making a good 
load to carry. The whole party are praising the Hudson cai for the 
comfort and pleasure of a perfect trip, and also for its remarkable 
economy. 



Super-Six Beats 



Beating a Maine Central pas- 
- - . g^ | m . senger train from Augusta to 

Maine Central I ram Bangor by about nine minutes, 

was the feat accomplished re- 
cently by a seven-passenger Hudson Super-Six touring car, driven by 
H. R. Bard of the Henley- Kimball Co., with P. M. Lawrence, the 
Hudson distributor in Augusta, and another man as passengers. The 
trip is all the more remarkable because of the terrible condition of 
the roads from Augusta to Brunswick. This automobile had already 
been driven nearly 15,000 miles, and at the conclusion of the journey 
in which the train was left behind it was in practically as good con- 
dition as when it came from the factory. 

Mr. Bard was visiting some of the Hudson agents in Waterville 
and Augusta, and while in the latter city he happened to meet Mr. 
Lawrence, who wished to come to Portland with him to attend the 
State Shoot at the range of the Portland Gun Club. The train leaves 



Augusta at 6:26 and at 6:31 the Hudson started on its way. It 
reached Gardiner before the train did, and when it stopped at the 
railroad station six friends of Mr. Lawrence were there waiting to 
take the train to Bangor. They were invited to come along by 
automobile, but some of them, knowing of the condition of the roads, 
allowed that they preferred the choo-choos, at the same time sarcas- 
tically remarking that the Hudson wouldn't get in before noon, 
anyway. 

Mr. Lawrence and Mr. Bard thought otherwise, and the Augusta 
man suggested that it would be a good idea to beat that train into 
Portland. 

And they did it. Over bad roads and good ones, the big Super- 
Six shot, and it arrived at the Union station at Bangor at 8:26. 
When the train got in at 8:35 the six men left at Gardiner found 
Messrs. Bard and Lawrence waiting at the platform for them and 
naturally both wore broad smiles. 



Digitized by VjiJOy LC 



VOLUME VI. 



DETROIT, MICHIGAN, NOVEMBER 11, 1916. 



NUMBER 20 



The Old and the New 

Note How Little They Differ 



THE price increase of $175 — effective December 1st — 
is due solely to enormous increase in material costs. 
We here photographically show just how little the 
new production differs from the 23,000 cars now out. 
The only important difference is in the addition of 
the Boyce Motometer and the Shutter Attachment on 
the radiator, by which the heat of the motor can be 
determined and controlled. 



This attachment, completely installed,canbeput on any 
Hudson Super-Six now out at a charge of $25 to the user. 

There is no other change in closed models. 

The Phaeton differs only in that in the new produc- 
tion, pleated upholstering is used instead of tufted. Show 
these illustrations to any prospect who has hesitated at 
buying for fear the changes would make cars of the 
earlier production less desirable. 



The trend of prices of all 
commodities is upward. Higher 
prices for wheat, corn, cotton, steel, 
leather, labor, finds a similar ad- 
vance in the cost of manufacturing 
automobiles. 

Twenty companies have already 
announced price raises without 
changes in models. 

_Even at $1650 — the new open car 
price of the Super-Six after Decem- 
ber 1st — is comparatively lower, 
judged by price standards in other 
lines, than was the original price 
of the Super-Six a year ago when 
it was $1375. 
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Illuminated Super-Six Sedan Hit of 
Peoria Parade 



Schwartz Proud of Sale of Super-Six to 
Mechanical Expert 

HJ. SCHWARTZ has just delivered a Super-Six Cabriolet to 
Samuel G. McMeen, President of the Columbus Ry. Light 
& Power Co., and of the Ohio State Telephone Co. The 
president of the Standard Motor Car Co. made the sale personally 
and is happy over it because, as he says, "Mr. McMeen is an intensely 
practical man in every way and has a room full of fine technical and 
precision machinery at his home, though his work is now entirely 
executive in character. He is one of the most looked-up to men in 
Columbus and his judgment in things pertaining to mechanics and 
locomotion is regarded as unequalled in this part of the country. 
Mr. McMeen said, after having had a Super-Six motor explained to 
him by me personally, that he considered the invention on a par with 
that of Duprene in the telephone field. Both inventions were achieved 
in practically the same way — a mathematical genius figured an 
equation which, in the one case, resulted in the prefection of long- 
distance telephoning; in the other, the result was the perfection of 
the automobile engine. We are mighty proud to have Mr. McMeen 
driving a Hudson Super-Six, and he seems just as proud of it as we 



A SUPER-SIX Touring Sedan illuminated with electric lights 
and transparency signs over the hood was the big hit of the 
night industrial parade recently held by the Peoria, Illinois, 
Association of Commerce. 

The Hudson Sedan was occupied by four charming young women 
in evening costumes and was given an ovation by the throngs that 
lined the streets for two miles. 

We present a picture of the car and a portrait of Frank S. Cloud, 
local manager of the Peoria branch of the Louis Geyler Co. 

Set Selling Task for October — Accomp- 
lished It — Made Money 

"ATA HE Twin City Motor Car Co. made a selling record in Octo- 
I ber," said J. R. Histed of that organization, at the factory 
**■ last week. 
"The way we did this was to set a definite selling task and then 
work like beavers to accomplish it. We planned to sell 15 Phaetons, 
2 Cabs, 6 Sedans and 1 Limousine. We actually delivered 4 Cabs, 
2 Roadsters, 4 Sedans and 14 Phaetons. We sold 5 Cabs and 12 
Sedans but could not get them. But we accomplished the selling 
task we set, in spite of a week of snow, 2 weeks of rain and bad roads 
in our territory. Our season usually closes September 15th, as 
things are rather quiet after that date. This year we decided to 
keep going because we knew we could with a car like the Super-Six, 
and that the demand for it existed, even though the price was not 
going to be increased $175. Our October success gave us a profitable 
year, despite the car shortage of the earlier months. 

"We are convinced of the value of planning a definite selling task 
month by month and intend to follow that plan hereafter. The 
distributer who decides at the beginning of the month to sell a certain 
number of cars, and then bends the energies of his selling organization 
toward selling those cars, can do it. It is a stimulating sales method 
and the profits are big for all concerned in the effort." 

The Salesman's Stock in Trade: 
Prospects 

PROSPECTS become sales. Unless the crop of prospects is large 
the harvest of sales dwindles. You close a sale — presto — 
another prospect awaits your salesmanship art. You must 
renew enthusiasm. A new audience is to be pleased. 

The salesman is in fact a PROSPECTOR. He is ever on the 
alert for indications of a "pay streak." He is trained to tell when 
he discovers a good "lead". His mission is to find prospects that 
are susceptible of development. 

The prospect may also be likened to the rough prairie. It can 
be made to yield a harvest, but it must needs first be carefully cul- 
tivated. When ripe, it is harvest time. In the selling of Super- 
Sixes harvest time must be repeated over and over again throughout 
the year. The shrewd salesman does not count a day spent among 
prospects as lost, even though no sale is made that particular day. 
He knows the subtle art of patient cultivation and bides the ripe day 
when he will reap a harvest for the seeds he sows. 

The basis of modern intensive motor car salesmanship is the 
finding and constant systematic cultivation of prospects. Prospect 
hunting ought to be the most popular pastime of ambitious Hudson 
salesmen. 



Record One Day Sales at Milwaukee 

THE Jesse A. Smith Auto Company, distributers at Milwaukee, 
report that their retail sales for one day, November first, were 
greater than on any other single day in the company's business 
career. 

They sold one Super-Six Limousine, two Super-Six Touring Sedans, 
one Super-Six Cabriolet, two Super-Six Phaetons and one 1916 Six- 
Forty Touring Car. 

This is a rattling good one-day record and the Jesse A. Smith Auto 
Company is felicitated for having made it. 

This kind of business is responsible for plans now in the making 
for quite an expansion by these distributers. They closed a deal 
October 30th for what is considered the best building in Milwaukee 
for the wholesaling and retailing of motor cars. It is a four story 
and basement building containing the handsomest show room in 
Milwaukee, and is located on the most traveled thoroughfare in that 
city. 

It contains approximately forty thousand square feet of floor 
space and is the largest building in Wisconsin devoted exclusively to 
the automobile business. 

The Milwaukee distributers will occupy the new building in the 
near future. 

Sales and Service Expert Joins Louis 
Geyler Co. at Chicago 

EM. LUBECK, sales and service expert of long experience in 
the motor industry, is now associated with the Louis Geyler 
Company, Hudson distributers for Chicago and vicinity. 
"Lou," as he is known from New York to 'Frisco and from Winnipeg 
to New Orleans, has had an interesting career in the automobile world, 
and his hosts of friends are congratulating the Geyler Company and 
Mr. Lubeck in the same breath at the new connection. 

Mr. Lubeck has had twelve years in the motor industry during 
which time he has specialized on sales organization and service. He 
is an old newspaper man, having served on Chicago papers and also 
as a war correspondent in the Spanish- American war. Right now he 
is engaged in writing a series of articles for one of the popular maga- 
zines on the proper interpretation of the word, "Service" as applied 
to the automobile business. 

Mr. Lubeck is welcomed to the Hudson Big Family. 

Steady Plugging Is What Wins In 
Salesmanship Stakes 

THERE is Marathon salesmanship, and hundred-yard-dash 
salesmanship. Some salesmen train for the clean-up-quick 
system. Others for the long course. The same material 
that makes the short dash man could make the Marathoner. It's 
all in the training. 

The high-speed worker says he can't operate any other way. But 
this type is in danger of burning up some of the fuel of salesmanship 
that may better be kept in reserve. 

The best kind of salesmanship is that founded on generalship, 
fitness, patience and efficiency. The patient plodder, often criticized 
for his deliberate pace, generally has more to show when the month's 
sales statistics are analyzed than the sprinters. He is always on the 
job, always where he should be, on the trail of the prospect. 

Back of all good salesmanship is training, deep thinking, brains. 
Also industry. Selling is work. It is big work. Salesmen who 
rightly value their work and train to succeed at it are real merchants. 
They are on the way up. 
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Everyday Feats of the Super-Six 

Tell these stories to your prospects. They are full of human interest and 
will carry conviction to prospective owners of the Hudson Super-Six 
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RoaliT^a Hill L ' R Swett ' B angor, Me., Hudson 

I\cail^C5 11111 dealer has at last accomplished with 

flimltin a FVr aa m tne Super-Six a long-cherished ambi- 

v^iuiiumg isream tkm He climbed chick Hill on 

high gear. This new hill-climbing achievement in the automobile 
heavens Mr. Swett has yearned to win since the days when, as a 
slender, wiry stripling, he whirled over tracks and highways on an 
old-fashioned bicycle, winning medals and honors for his speed. For 
long he waited for a motor car that could, without recourse to the 
lower speed gears, take the stiff reaches of Chick's Hill in Clifton, a 
hill which has been the despair of motorists since that part of Maine 
was settled. , The Super-Six did the trick twice on October 20th and 
on the 24th repeated the performance, carrying Mr. Swett, a news- 
paper man and two friends, his expert demonstrator, H. R. Bard, driv- 
ing. The Super-Six nobly went over the long slope to the top at 20 
miles an hour. The performance was well advertised and officially 
certified to by those who were witnesses. Mr. Swett is happy. At 
last he has realized this hill-climbing dream with the particular car 
he sells. 



Clever Run 



"The fine riding qualities of the Super- 
Six, its ease of control, absence of vibra- 

jfO NeW York t * on an< ^ L Q 11 "* getaway, made possible 

an extremely clever 365 mile run from 

North Rose, N. Y. to New York City a short time ago," reports 

George W. Marshall. "We started from North Rose at two o'clock w% in it»i 

in the afternoon in a drizzling rain and arrived in the Metropolis Breed H<1S The 
the following morning. The actual running time was exactly 12 
hours. The Super-Six carried seven passengers and baggage, the 
aggregate weight of which was 1090 pounds. The return trip was 
accomplished in almost as good time. The Super-Six is a great 
performer over the roads." 



I swiL^*! ;•% u:~k ° n a recent dav E - w - 

JLOCKeCl Ul Illgn Williams, of Bennington, 

Hudltnn lft DauntlMft Vermont, in the presence of 
nUUSOn IS l^aunUCSS former Lieut-Governor, F. 
E. Howe, purchased a new padlock and by means of a steel chain, 
securely locked the shifting gear of his Super-Six into high gear and 
deposited the keys with a third party. Accompanied by the former 
state official he then drove the car to Brattleboro and return. The 
route crosses the main range of the Green Mountains at the most 
difficult point. The distance one way is 42 miles. Thirty-one miles 
of the trip is in the heart of the mountain range. Woodford, Sears- 
burg and Hog Back Mountain were crossed for the first time that day 
by a seven passenger automobile in high gear. Under these conditions 
the Super-Six attained a speed of 65 miles an hour. 

Earlier in the season the same Super-Six climbed Woodford Mount- 
ain on high gear, since which time many cars have unsuccessfully 
attempted to match the feat. The Super-Six is the only seven- 
passenger car that has ever made that climb. No car of any size or 
description has ever before been known to climb the eastern side of 
Searsburg Mountain or the western side of Hog Back Mountain on 
high gear. The mountain road over a part of the route covered when 
the gears of the Super-Six were locked in high, rises over six hundred 
feet in a mile and four-tenths to its summit. Vermonters are amazed 
at this performance of the Super-Six. 



PVnwfm**! KL-\+s»k A * C * Purington, manager of the Man- 

V/raWlUrU llOlCn Chester Auto Garage Co. of Portsmouth, 

Conrill^r^rl N - **., was asked the other day if he 
VUI14UCI CU could make Crawford Notch m the whftg 

Mountains on high gear with a Super-Six. He stated emphatically 
that he could. So a man was chosen as a delegate to see that no 
gears were changed. The Notch was made three times in succession, 
finishing the top each time, with four passengers, at a speed of 25 
miles an hour. The radiator was so cool one could lay his face 
against it. The car that accomplished this hill-climb with such 
decisive ease was driven the same day 300 miles with an average of 
14H miles to the gallon of gasoline. 

Expert Character Analyst Instructs 
Chicago Force 

TRUST the Louis Geyler Company to do the latest thing. This 
company is strong for service. To render service one must 
understand his customer. To understand the other fellow, 
one needs a knowledge of character analysis. Therefore, the Geyler 
Company imported a specialist from Minneapolis, who conducted a 
special class for the Geyler salesforce and executives lasting a week. 
After a hard day's work it requires much enthusiasm to maintain a 
hundred per cent attendance at a serious study class, but M. M. 
Newcomb, the character analyst, efficiency engineer and vocational 
guide, remarked on the fact that the Geyler class was the most inter- 
ested class he had ever taught. 

Seventeen lectures were absorbed by the Geyler class and each 
member was not only given a personal analysis, but was also permitted 
to analyze others under the direction of Newcomb. Color, form, 
texture, proportion, condition, size and division of the head, and 
many important truths hinged on psychology, physiology, biology 
and anthropology, made up this exceptional course taken by the 
Geyler salesmen and executives. 

Before returning to Minneapolis Mr. Newcomb said: 

"If this class is a fair sample of the types of men engaged in 
selling Hudson cars, I can understand the tremendous popularity 
and success of the Super-Six. No matter how successful a man or 
group of men has been without it, character analysis enables them 
to do even better work. It increases observation, tells you impor- 
tant things about people you come in contact with and best of all, 
to my mind, brings increased happiness because it enables you to 
really render skilful service to others." 

Louis Geyler and General Manager F. M. Busby are naturally 
pleased to have an expert employment specialist confirm their judg- 
ment as to the calibre of their men. 



Glenn W. Breed of the Salina Auto 

Co., in Kansas, built him a Super-Six 

^AfinnivMr HaKif racing car early in the season. That 
▼▼ wiling 1 lauu car has not yet bcen defeated on the 

half mile dirt tracks of Oklahoma and Kansas and has won its owner 
a "pot of money." At Woodward, Oklahoma, in mid-October Breed 
drove the car in the free-for-all races three successive days, winning 
every day. Glenn Breed was the partner of Bob Burnham when the 
latter was racing. A. E. Kirk, distributer at Hutchinson, Kansas, 
thinks Breed and his Super-Six unbeatable on half-mile dirt tracks. 
His season's record justifies this opinion. 



New Jersey 
Hill Climb 



One of the most recent feats of the Super- 
Six, according to L. J. Foley, dealer at 
Newark, N. J., was driving to the summit 
of Eagle Rock on high gear, carrying five 
passengers. The test was not staged, but was a casual one made in 
the course of a demonstration of the car. Eagle Rock is regarded 
by motorists as a particularly stiff hill and is rarely traveled by auto- 
mobiles on high gear. 

Columbus Rotary Club Members Strong 
for Hudson 



IT is evident from the accompanying illustration that the Hudson 
car is THE car of the members of the Rotary Club at Columbus, 
Ohio. 

This organization gave a picnic recently. Distributer H. J. 
Schwartz is a member of the club and was there, looked at the line-up 
of cars in the grounds and discovered that most of them were Hudsons. 
He got a camera man to snap them and the result is here presented 
He writes that there are twice as many Hudsons owned by 
members of the Rotary Club as of any other make, regardless of price. ' 
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| Super-Six Makes Sensational Hill Climb atTacoma | 

Hudson Demonstrates Extreme Power on Famous Incline & 



V 
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BEFORE a crowd of 500 people a Hudson Super-Six in high gear 
and carrying two passengers bounded over the brow of the 
South "K" Street hill at Tacoma, Wash., on October 5th. It 
was the most spectacular hill-climbing event ever pulled off in the 
State of Washington and created a furore in the northwest. The hill 
was never before climbed by any car in intermediate or high gear. 

A three hundred foot level dirt road, nubbly, very hard and 
uneven, was used for the start. At an agreed signal the Super-Six 
leaped from a standing start, gained momentum until it struck the 
foot of the hill, hit bumps which threw the car clear of the ground, 



lurched and swayed into the sand pits, which left its wheels spinning 
and throwing sand behind, dug its own track through all obstacles 
and tore to the top. Its speed dropped from 40 to 10 miles an hour 
in less than 75 feet. The Super-Six gathered itself at the crest and, 
cutting the corners of an S turn, where the spectators were gathered, 
pulled up to a stop way beyond the mark. 

The Super-Six and its driver, Howard F. Steere, of the Pacific Car 
Co., Tacoma distributers, were given a big ovation. Rival dealers 
were there, skeptical, freely predicting that the Super-Six would fizzle 
in its attempt to conquer the hill on high. They made bets at all 

kinds of odds un to 10 to 1 that the T-TnHsnn car rniilrin'f- Hn it. Whm 



Cuban Bought Phaeton In Two Minutes 

" "T" SOLD a Cuban gentleman a Super-Six in 'jig time* the other day," 
I says W. A. Hill, Hudson dealer at Miami, Florida. 
^ "The swarthy party from Havana-land drifted into my place 
and said he wanted to buy a car. I had just unloaded two beautiful 
Super-Sixes and invited him to take a spin with me. We had gone 
only two blocks when my prospect requested me to halt. We halted. 

'"What's the price of this car?' he asked. 

"You can drive this one to Cuba for $1590," was my reply. 

'"Lead me to your banker,' says he. At the bank he gave me a 
gilt-edge check for $1590, and the car was his. He permitted me to 
demonstrate the Super-Six exactly two minutes by my watch. Can 
you beat it?" 

New Parts Depot Added By Michigan 
Distributers 

A CONSTANTLY increasing clientele of Hudson owners and the 
desire to have ample facilities for the rendition of "Hudson 
Super-Service" have prompted the Bemb-Robinson Company, 
Michigan distributers to put in use still another building, which has 
been fitted up as a stock room or parts depot and also as an accessory 
store for the further convenience of Hudson owners. 

The new building is a two story brick structure, and is the fourth 
of the group now necessary to house the Bemb-Robinson organization. 



Three Live Ones Join Big Family 
at Atlanta 

JW. GOLDSMITH, Jr. has added three enthusiastic young fellows 
to his Atlanta distributing organization. They are Edward 
Seals, M. M. Rollstone and Edward Cauthorn. 
Mr. Seals has been with an oil house and joins Goldsmith with 
his talking art all oiled up and running smoothly. Mr. Rollstone 
has been with a bank and can forgive anything down to "a gnat's 
heel." Mr. Cauthorn is an erstwhile successful traveling salesman. 
Welcome to the Big Family, gentlemen, thrice welcome! 

Birmingham Sales Staff Strengthened 

fi^OM Morris has signed up with the Saunders Motor Company, 
| I ;.. Birmingham, Alabama, distributers, for the coming season. 
' X^ Tom is one of the best known automobile salesmen in Birming- 
ham. He has always been enthusiastic over the Hudson Super-Six 
and it is thought he will make a record in selling this car. With * 'Red" 
Smith, Tom Morris and Chester Alexander composing the sales force 
of Saunders, it will be some job for any other automobile concern to 
keep up with this trio. 

"Red" has placed four Super-Sixes on the streets in the last 10 
days. That he is a real sales manager and knows how to get the 
name on the dotted line has been known for years. It is evident that 
he has not slowed up any recently. 



Digitized by VjiJOy LC 



VOLUME VI. 



DETROIT, MICHIGAN. NOVEMBER 18. 1916. 



NUMBER 21 



October-November User Deliveries Beat 
All Hudson Records for Any Two Months 



In spite of the fact that Fall is 
here — the time when people 
do not buy cars so freely 
as they do in spring and 
summer — the demand for the 
Hudson Super-Six shows no 
signs of letting up. 

Hudson dealers are doing their 
biggest business of the whole 
year right now. 

October was a record breaker. 
From all sections of the 
country distributers' reports 
are telling of unprecedented 
sales in October. 

In New York, the metropoli- 
tan district, 328 cars were 
sold at retail. 

Boston, out of the main store, 
sold 73 Super-Sixes at retail 
and expects to equal, if not 
beat this record, in Novem- 
ber. 

Philadelphia, Chicago and St. 
Louis outstripped all prev- 
ious retail sales records for 
October. 

Los Angeles delivered 110 cars 
in October, and expects to 
raise these figures to 150 in 
November. 

October retail sales records were 
smashed at Albany, Detroit, 
Milwaukee, San Antonio, 
Manchester and other points. 

At Minneapolis more Super- 
Sixes were sold at retail 



in October than were ever 
sold in any month since the 
Twin City Motor Car Co. 
started in business. 

These big October retail sales 
by Hudson dealers were the 
direct result of a concerted 
effort to realize upon the 
advantages of an existing 
opportunity. 

Never before have dealers been 
able to go to their customers 
with a proposition to save 
them $175. The chance to 
save 12% on the very car 
they wanted to buy has 
mightily quickened the buy- 
ing impulse. 

It is only the dealer who has 
not taken advantage of this 
opportunity; who has as- 
sumed the attitude that 
when Fall comes there is no 
incentive for striving to stim- 
ulate sales, that will fail to 
reap a golden harvest of 
profits this Autumn. 

But it is not too late. Nearly 
two weeks remain in which 
you can present this $175 
saving proposition to your 
prospects. 

The Jesse A. Smith Auto Co., 
at Milwaukee, sold more 
Super-Sixes on November 1st 
than on any other one day 
since the company started 
in business. If such a record 
can be made in ONE day, 
think what may be accom- 



plished between now and 
December 1st! 

Forget that it is Fall. Forget 
what you have done in other 
years. You have not had a 
chance to offer buyers a sav- 
ing of $175 at this time of 
the year before. Nor have 
you had a car like the Super- 
Six to offer — and at such a 
big saving in price for a 
prompt buying decision! 

Advertise in your local papers. 
Use the copy we have sent 
you presenting the $175 sav- 
ing offer to buyers NOW. 
Circularize freely. You have 
snappy copy for these let- 
ters. Get your whole or- 
ganization working at top 
speed. The right kind of 
effort up to December 1st, 
while that $175 saving offer 
is in effect, will surprise you 
with its results. 

You can yet make November 
your star selling month of 
1916. A whirlwind selling 
campaign for the balance 
of the month will do the 
trick. 

There are sweet profits at your 
disposal. Go after them. 
Every Super-Six buyer at 
the present price will be your 
friend when Super-Sixes 
jump to $1650. Less than 
two weeks more. Plenty of 
time to do BIG things if you 
hustle. Make this great 
opportunity YOURS. 



■ 



■ 
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Super-Six Breaks State Records 

Makes Fastest Time Across Kansas and Texas 



Texas Relay Super-Six Photographed in Front of 
Famous Alamo at San Antonio 



F?OM Nebraska to Oklahoma, 253.8 miles, in 5 hours and 45 
minutes, and from the Red River to the Rio Grande, 628 miles, 
across the entire state of Texas, in 20 hours and 8 minutes, are 
two new achievements of the Hudson Super-Six. 

These new records for automobiles across the states of Kansas and 
Texas, were made in the recent Meridian Range relay race against 
time. 

It had been the intention of the Meridian Range Highway Asso- 
ciation to advertise the proposed highway between Canada and 
Mexico by relaying messages from Dominion officials to those in 
Texas, all the way from Winnipeg to Galveston. Severe snow storms 
in Canada and in several of the states, prevented relaying the mes- 
sages all the way from Winnipeg on November 1. The messages 
were, however, relayed across the states of Kansas and Texas, at 
whirlwind speed by Hudson Super-Six cars. 

At Average Speed of Nearly 50 Miles 

Glenn Breed, the meteoric driver of Salina, relayed the messages 
from Chester, Neb., to Caldwell, Kans., 253.8 miles in amazing time. 
Breed took the messages at 6:30 A. M. At 12:15 P. M., 5 hours and 
45 minutes later, he was in Caldwell, Kans. This was the fastest 
time across that state ever made by any man or motor car. The 
average speed was almost 50 miles per hour. 

At Caldwell, the messages were turned over to W. J. McClelland, 
Oklahoma distributer, who carried them at tremendous speed to the 
Texas state line. W. H. Steinhardt, Hudson distributer at San Antonio, 
Tex., took charge of the relaying of the messages across the state of 
Texas. They were delivered into the hands of one of his drivers at 
the northern border of Texas at 8:10 P. M., Friday November 3, and 
at 4:18 P. M. Saturday, one of them was delivered to the Mayor of 
Laredo. On this run the Super-Six averaged 31.4 miles per hour, 10^ 
hours of the terrific drive being made at night. The run from San 
Antonio to Laredo, a distance of 153 miles, was made at an average 
running time of more than 30 miles per hour. Mr. Steinhardt per- 
sonally drove the Hudson car that carried the messages through San 
Antonio. Five thousand people greeted the Super-Six on its arrival at 
Laredo. 

Super-Six Beats Mail By 22 Hours 

Duplicates of the messages from Canada were mailed by special 
delivery from Winnipeg. Those carried by the Hudson Super-Six 
arrived at San Antonio, 22 hours and 40 minutes ahead of the dupli- 
cates that were carried by mail. The messages from the Canadian 
officials to those of Texas, urged Texas to do its part toward complet- 
ing the Meridian highway and pledged Canada to do its share. 

It is unfortunate that weather conditions interfered with the 
original plans, as it was contemplated to have Hudson Super-Sixes 
relay the messages over the greater portion of the big 2,000 mile run 
from Winnipeg to Texas. Had the original program been carried 
out, no doubt several cross state records would have been shattered. 



Don't Neglect This Opportunity 

WITH this issue of the TRIANGLE we are send- 
ing you specimen copies of the November 15th 
Hudson Super-Six News Pictorial. 
We are somewhat proud of this issue. Examine it 
critically and you will see why. It is really artistic. 
And above all it is interesting. It would be hard to 
find in any illustrated magazine you might purchase 
at your newsdealer's one that contains better or more 
timely pictures of the world's happenings. The pho- 
tographs for this issue were selected from hundreds of 
the best obtainable. 

Sixty thousand copies of this issue have been mailed 
to possible buyers of the Super-Six. Beyond doubt this 
publication will greatly accelerate the Super-Six im- 
pulse in the minds of those who receive it. 

Every Hudson dealer should promptly take advan- 
tage of the opportunity which this publication presents 
to interest his prospects in the Super-Six. Several 
distributers and dealers are having the Pictorial sent 
to every owner of an automobile costing over $1,100 in 
their territories. 

You pay two cents to mail a letter to a prospect — 
and the money is well spent. The two cents you 
invest in having the Hudson Super-Six News Pictorial 
sent your prospects is the best advertising value that 
can be conceived. 

Get up your prospect list without delay and send 
in your order. Every copy mailed to your territory 
will sow the seeds for a harvest of sales. One sale will 
pay you for your investment for a long subscription for 
a big list of names. Your name on the wrapper will 
give your business personal advertising. Don't neglect 
this opportunity. 



St. Louis Makes Used Car Sales Record 

THE Hudson-Phillips Motor Car Co., distributers at St. Louis 
are in the third week of a special selling campaign on used cars. 
It has been a pace-making sale from the start. J. H. Phillips, 
president of the company reports on the sale as follows: 

"On the Tuesday following the beginning of the campaign, which 
was launched on Sunday, we sold 10 cars in one day. On Friday of 
the second week of the sale we sold 8 cars in one day. We are now 
in the middle of the third week of the sale and we have actually sold 
30 cars. By the end of this sale we will have moved practically 
every car we had on hand at the beginning and a considerable number 
of those which have been traded in during the interval. This is par- 
ticularly gratifying. It shows that when conditions are anything 
like normal it is only a question of the proper prices and the proper 
advertising to move a bunch of used cars. Of course, the success of 
this effort puts us in infinitely better shape to move a quantity of 
cars through the balance of the Fall and Winter. 

Kansas Distributer Sells 350 Super- 
Sixes in Seven Months 

THE Hudson distributers at Hutchinson, Kansas, sold 350 
Super-Sixes between April 1 and October 15. This means that 
A. E. Kirk, head of the Hutchinson Motor Car Co., has turned 
over more than $500,000 in sales in less than seven months. This 
speaks rather well for the judgment of Kansas automobile buyers, 
and certainly indicates productive selling effort on the part of the 
Hutchinson distributer. Mr. Kirk is only one of many Hudson dis- 
tributers who have made fortunes out of their Hudson franchise. 

"Dick" Tucker, Journalist, Advertising 
Manager at Chicago 

RICHARD E. Tucker of Minneapolis, long associated with the 
automobile industry as newspaper critic, reliability expert, 
publicity man and sales promotion genius, has jumped to 
Chicago where he has signed up with the Louis Geyler Co., as Adver- 
tising Manager. Mr. Tucker has already contributed several interest- 
ing little sales stories to the TRIANGLE. The Big Family cordially 
greets you, Mr. Tucker. 
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Everyday Performances of the Super-Six 

These Little Stories are Convincing Proof of Super-Six Power, 
Endurance and Economy. Tell Them to Your Prospects. 



i 
i 

i 



C j.j.1 9 Ci i. T° carry seven passengers over 

Seattle 8 OteepeSt Queen Anne, Seattle, Washing- 

U*H l^^n^n^vorl ton ' s steepest hill, counterbalance 

mil V/OnqueiCQ in high geai . f was considered an 

impossibility until it was accomplished late in October by a Hudson 
Super-Six. No other motor car has ever duplicated the feat. The 
test was arranged by S. F. Moseley of the Northwest Motor Co., dis- 
tributers at Seattle. One of the local Super-Six owners, N. C. Healy, 
used his car and selected six passengers, including the automobile 
editor of the Seattle TIMES. At a given signal the Super-Six shot 
over the level to the foot of the hill at 45 miles an hour. This speed 
was maintained for quite a distance till a grade of 18.5% was en- 
countered. The summit of the hill was reached at 20 miles. . 

Not content with this impressive achievement, Mr. Healy, to 
show the grade-eating proclivities of his car, asked the passengers 
to step out. He then turned the car down the incline paralelling the 
counterbalance. On arriving at the bottom, he turned at an acute 
angle and, without any start to speak of, shot up the hill. He entered 
the slope at about 15 miles an hour and went up all the way in high 
gear without difficulty. With one passenger in the car he repeated 
the climb of the counterbalance on high gear, beginning the ascent 
at 32 miles an hour and losing but 6 miles on the climb. Then, to 
convince the beholders of these feats that the Super-Six was not 
geared to make these ascents, he took 3 passengers out on a well- 
known Seattle road and drove the car at a speed of sixty-six miles per 
hour. These tests created amazement in Seattle after the editor of 
the TIMES had spread them in display stories in his paper. The 
Northwest Motor Co., printed a big advertisement of the Super-Six, 
which contained the TIMES editor's sworn affidavit to all the per- 
formance above related. 

Snn^r.SJY Frftnnmi7P« John Manlev » of Manley 
OUper-OlX CCOnomiZeb Brothers, distributers at 

Gas in Vermont Test Brat 2f^. Vermont » has 

proved to his own personal 
satisfaction that the Super-Six is economical in gasoline consumption. 
He recently drove a Super-Six for 206 miles in his territory, which is 
one of steep grades, though the roads are good, and got sixteen miles 
for every gallon of gas used. This record is vouched for by a factory 
official who happened to be in Brattleboro and was Mr. Manley's 
companion on the day he drove those 206 miles. 



Rillino-Qlea BnOfttS J * C ' Billin S slea ' Chicago repre- 

DllimgSiea DO OS IS sentative of several of the princi- 

Toiiring Sedan P al farm papers of the country, 
considers the Super-Six Touring 
Sedan a peerless performer. 

"I have just completed a run from Chicago to Burlington, Vt., and 
return, through the Catskills, Adirondacks and Green Mountains," he 
writes. "On the entire trip, which covered a period of about two 
weeks, the car required absolutely no mechanical attention of any kind 
and only a very few times was it necessary to go into second speed. 

"The performance of the Super-Six Touring Sedan was simply 
marvelous, and beyond my most sanguine expectations of what an 
automobile could do. The one thing that puzzles me is that more 
people do not take to the Sedan type of car. To my mind, it is the 
best suited type of car for touring thus far produced. Any car that 
will perform the way this Super-Six did, heavily loaded with baggage 
and with not less than four people in the car, and sometimes five, 
indicates clearly that all the power that is claimed by the manufac- 
turers is there, with some to spare." 

Q 11t% .„ c; i^* + e 1 C2/ r "* thought you might be in- 

OUper-OlX VieiS 1 %J /5 terested in hearing from one 

Miles to Gallon %£ £*S? v £X'j>Z 

perience in driving his car and as to the matter of gasoline con- 
sumption," writes W. H. Parmenter, president of the Whitney 
8b Currier Co., Toledo business house. "At the time when 
my speedometer registered 3380 miles traveled, the engine had 
used 219 gallons of gasoline, which averages 15 2-5 miles per gallon. 
More than 50% of this mileage was covered in driving about the 
streets of the city where, of course, but moderate efficiency from 
gasoline could be obtained. This indicates a much higher average 
of efficiency for country and long distance touring. 

"The performance of the Super-Six motor in my car and the 
general riding qualities of the machine, have given me much satis- 
faction. The engine from the very first ran with delightful precision, 
power and constancy, and has been growing smoother ever since. 
The reserve power that seems to be there for every emergency gives 
a confidence that is gratifying." 



Fast Selling by Lincoln Distributer 
in Nebraska Territory 

<<Y SOLD six Super-Sixes between 11 A. M. and 10 P. M. a few 

I days ago," says C. A. Lord, distributer at Lincoln, Nebraska. 
**• This is how it happened: 

"I had an old-time agent who used to sell Overlands for me at 
Shubert. In fact, he is the proprietor of the hardware store which I 
sold him eight years ago. I have been working on him to take the 
Hudson agency for the little territory around Shubert. I had three 
or four good prospects there for Hudsons but, as it is 125 miles down 
there and there is no agency there, I was afraid of them slipping 
away. So, yesterday morning, I got up at 4 o'clock and took a 
Hudson phaeton and started down there. 

"I ate breakfast at Nebraska City, fifty- five miles on the road, 
and arrived at Shubert at 9:30. I first succeeded in getting Mr. 
Higgens to take the Hudson agency. At 12 o'clock we had one sold 
to a farmer selling his corn at 87c a bushel. At 3 o'clock we had two 
more sold. 

"He drove me to Falls City to take the train to Lincoln so I could 
get back and vote. Before leaving Falls City, I went out with Kentopp 
Brothers and sold a Hudson to Mr. Joe Lowman, three miles west of 
town, by moonlight. He had a wife weighing two hundred and thirty 
pounds and nine children, ranging from two feet high to six foot six. 
We managed to get seven or eight of the family into the car and took 
them for a ride and came away with the check. 

I had thirty minutes left before train time so we sold one to Bill 
Redwood, who lives in town, and then, to get them in on the old 
price, the Kentopp Brothers decided to run down another Super-Six 
buyer for themselves, making a total of six Super-Sixes between 
eleven in the morning and ten in the evening. 

If this record has been equaled or beaten in the past eleven months, 
let me know, and I will try again. 



Super-Six a Car of Ease, Comfort and 
Security, Says Empire State Doctor 

<<"y AM the proud possessor of a new Hudson Super-Six car," 
I says Edward J. Abbott, M. D., of Fonda, N. Y. "As a physician, 
A with an extensive and hard country practice, I can testify to 
the ease, comfort, security, trustworthiness and speed of the Hudson 
Super-Six. I know of no car which can better fulfil the onerous and 
exacting requirements of the busy practitioner. 

"As Dr. Donne (vide 'Walton's Complete Angler'), said of the 
strawberry, 'Doubtless God could have made a better berry, but 
doubtless God never will.' I think the same of the Super-Six. Doubt- 
less man MAY make a better car, but doubtless man NEVER WILL." 



George E. Bender, distributer at Kane, Pa., drives a Super-Six carrying 
several passengers up a difficult hill in Cameron Co., Penna. 
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And Now The Super-Six Wins In Spain 



THE first Hudson Super-Six car delivered to an owner in Spain 
distinguished itself. This ordinary stock touring car, without 
any alteration whatever was loaned by the owner to Francisco 
de la Viesca, Hudson distributer at Cadiz, who entered it in a number 
of contests at Sevilla against specially equipped cars and beat them 
handily. Incidentally the Hudson distributer captured three valu- 
able silver cups. So the Super-Six promptly demonstrated in far- 
away Spain the same speed, power and endurance in contests that it 
has so frequently proved on this side of the Atlantic. 

Following is a summary of the events captured by the Super Six: 

Standing Start, 1 Kilometer (3,280 ft. 10 in.) 

Car Time. Speed. 

Hudson Super-Six (Trachsel) 46.4 seconds 48. 17 m.p.h. 

Hispano (Pinar) 49.2 ** 45.44 

Panhard (Calvi) 54.2 " 41.24 

Flying Start, 1 Kilometer 

Hudson Super-Six (Trachsel) 10.6 seconds 62.44 m.p.h. 

Hispano (Pinar) 12.4 " 60.74 

Panhard (Calvi) 15. " 57.02 

Sunbeam (Torros) 19.8 " 56.17 



Hill Climb Over 3 Kilometers 820 Meters Steep 

Hudson (Trachsel) 4 minutes 46 4-10 seconds 

Hispano (Pinar) 5 minutes 22 seconds 

Panhard (Calvi) 5 minutes 32 8-10 seconds 

The other cars in these events were stripped and in racing trim 
without fenders, which gave them an advantage in making turns. 
The Super-Six was in all respects save for lack of windshield, a regular 
touring model just as it was delivered in Spain, and carried four 
passengers in the events in which it competed. The car was turned over 
to Mr. de la Viesca in each instance on the morning of the contests, 
which permitted little time for tuning up and none for trials over 
the course. And it was equipped with the ordinary 11-49 gear. 
With a higher gear ratio the Hudson car would have won every event 
in which it contended by a far greater margin. Mr. de la Viesca 
is quite happy over these Super-Six victories, particularly as they 
were widely advertised in Spain and promptly resulted in the placing 
of numerous orders for Hudson cars. The Spanish people are keenly 
interested in motor car contests and Mr. de la Viesca plans to have 
Mr. Trachsel drive in many of them, with the utmost confidence 
that the car will still further distinguish itself. 



Are You Mentally Quick on the 
Trigger 

ONE instantaneous answer to a prospect's interrogation is worth 
two that you think out later. The delayed, hesitant response 
to an objection conveys to the customer's mind the thought of 
well founded grounds for his point. The quick, unhesitating logical 
answer is POSITIVE. It proves familiarity by the salesman with 
his car. The salesman who knows all he should know about the 
Super-Six is positive. He puts steam in his selling talks because he 
KNOWS the car. The clean-cut promptness of his replies to any 
question of the prospect inspires confidence. 

If you can't answer at once, it's because you don't know. There's 
no excuse for not knowing. The figurative kick you give yourself 
after the prospect has departed won't help any. You won't fall down 
in your selling talks if you are prepared and primed. If your knowl- 
edge of the Super-Six is as intimate as it should be, you'll never 
flounder for a reply. Napoleon did not know about the sunken road 
at Waterloo. When he did, it was too late. The world was lost. 
Napoleon was done for. 

Battles are usually won before they are fought. The right time 
to win your sales battles is before you enter the arena of your sales- 
room with the customer. The salesman who is "Johnny-on-the-spot" 
with prompt replies to any and every question the buyer may pro- 
pound wins. His promptness inspires — gives the ring of truth. 

Most Hudson salesmen know these things. Occasional reminders 
work for good. Freshen up your supply of general Super-Six informa- 
tion is the suggestion of this little talk. 

Here Are The Figures on Super-Six 
Fire Department Cars 

rl the October 28th issue of the TRIANGLE we showed a picture 
of one of the new Super-Six auxiliary fire department cars built 
at Chelsea, Mass. The Henley-Kimball Co., Boston distributers, 

have obtained from The Lynch Brothers Carriage Co., of Chelsea, 

who altered the Super-Six phaeton which illustrated the Oct. 28 

story, the following statement of the cost involved in making such 

alterations : 

To alter a Hudson Super-Six car, put on trimmings and install 
tank, whistle and bell, reinforce hind springs, new clip 
covers, and painting vermilion would be worth. ...... .$350.00 

To furnish tank, whistle, bell, hose, batteries and shock ab- 
sorbers, would cost approximately 650 . 00 

Any further particulars desired may be obtained by addressing 

R. S. Waterman, Manager Service Department, The Henley-Kimball 

Co., Boston, Mass. 



Albany Distributer Proves Title as 
Salesman 

GEORGE B. Evans, one of the first Albany, N. Y. Super- 
' Six owners, whose testimonial was recently printed in the 
TRIANGLE, was in the Stratton Company Service Depart- 
ment for inspection one day last week at the same time Mr. Stratton 
happened to be there. 

Seeing a new gray Super-Six with black fenders and wheels, which 
had just that morning been unloaded, Mr. Evans remarked that he 
thought that would be a good color combination to use in refinishing 
his car this winter. Mr. Stratton suggested that a better plan would 
be to turn in his present Super-Six on the new gray car just unloaded. 
He promptly figured out for Mr. Evans that his service inspection 
just expiring meant $50.00 for the next six months on his present 
car, and it would cost $75.00 for repainting; that for a few hundred 
dollars more he could save the inconvenience of waiting for his car 
to be repainted, go on with gratis service and have the whole season's 
use out of his present car. The amount was named for which the 
new car was ready for delivery at 12 o'clock that noon. Mr. Evans 
thought a minute, and accepted the proposition. The new car was 
delivered on time. 

Service Keeps Hudson Owners Sold. 
A Concrete Example 

GC. WOODRUFF, division freight agent of the New York 
Central R. R. Co. at Albany, N. Y., had recourse to special 
service recently at Troy. The Listman-Stratton Service 
Station, Hudson dealers, took care of Mr. Woodruff's car, and charged 
him very reasonably. He acknowledged his treatment in these words 
appreciatively addressed to E. V. Stratton: 

"Such very fair and liberal treatment only makes me more en- 
thusiastic as a Hudson owner, and more firmly convinces me that 
when I am in a position to purchase another car, that car will be a 
Hudson, not only because of the car itself, but also because of the 
service which goes with it, and the fair and liberal policy used by 
your company, and by yourself personally." 

Utah Dealer Building New Place 

rICREASED business, due to the popularity of the Super-Six, 
has forced the Logan Garage 8b Supply Co, to enlarge their 
establishment. That company is now erecting a fine structure 
in the best automobile location of their town. The new building 
will have 13,000 square feet of floor space. Careful consideration 
has been given to all details with a view to having one of the most 
attractive Hudson homes in the west. 
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Consistency 

The following was written by one of our ad writers upon reading a Hudson ad 
written by a local dealer, and entirely different from the current Hudson copy. 

Yesterday I met a man who fairly commandeered respect. He was dignified, yet modest, 
moderate, yet forceful, persuasive and convincing. 

One trusted him instinctively, and wished to know him better. 

Today I met him in a lighter mood. He was boastful, slangy, frivolous. He had a 
"hail fellow" air. 

All my budding first impressions vanished in thin air. And all my interest evaporated 
with them. 

Now I know not, and but little care, what manner of man he is. 

So with an ad which yesterday almost persuaded me. Firm principles seemed back 
of it. The ring of truth was in it. Surely such a plea had solid worth behind it. 

Today I saw the same thing pictured by another hand. A shallow salesman told the 
selfsame story. 

My new-born interest changed to deep resentment. Words like those seemed sacrilege 
applied to such attainments. 

Which salesman pictured that creation in its proper colors? 

That I do not, and may never, know. My interest is ended. 

In a parabolic way, this brings out the fact that advertising often does much more 
harm than good. 

The Hudson Company has spent millions of dollars in surrounding its car with a cer- 
tain atmosphere. In giving it a distinctive individuality. As a result, most interested 
people look upon the Hudson in a certain light. They regard it as a car of great prestige, 
embodying some exclusive and desired attainments. The Hudson's growing sales and 
spreading reputation are built around those ideas, which we constantly strive to foster. 

Once in a while a local ad appears, written by a man with very different ideas. The 
style is changed entirely. Our basic arguments are entirely overlooked. The reader of 
those ads sees the Hudson car in a very different light. His established impressions are 
upset. And the Hudson Company is made to seem inconsistent. 

That is why we supply our dealer's copy for their local use. And why dealers will find 
that copy advantageous. 

Perhaps all of us at times would like to change our personality. But all our friend- 
ships, and even family ties, are built around certain characteristics. And a radical change 
would alter all those old alliances. It is very much so in advertising cars. 
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C. L. ROSS, Tacoma, Wash. — The recent Super-Six hill-climb in 
my town has utterly stopped competition. It seems good to see 
the Hudson factory again. Haven't been here in a long time. 
It has improved wonderfully. 

ERWIN M. JENNINGS, Bridgeport, Conn.— I have not been at 
the factory for two years. What has been done in the way of 
improvements within two years almost passes belief. 

W. F. ROSE, Dallas, Texas. — Great prosperity in my state makes 
Hudson business good. The demand for the Super-Six never 
ends. 

WM. C. SPEAR, Manchester, N. H. — October was my best month 
in 1916. November will beat all sales records since I've been in 
business. The $175 saving opportunity was a wonderful sales- 
making offer to buyers. The Hudson Company always finds a 
way to help distributers and dealers sell their cars. 

TONY CHISUM, Amarilla, Texas. — I sold more Super-Sixes in the 
past 5 months than ever were sold in my territory before. This 
is my first look at the Hudson factory since 1914. Never saw 
such an expanded, improved plant. I'm proud of it. 

R. M. THOMPSON, Jr., Austin, Texas. — The great Super-Six and 
this immense, growing factory make a man proud of being a 
Hudson dealer. 

L. E. LAMBERT, Baltimore, Md. — Had best year on record. We've 
got to build a new place to take care of our rapidly increasing 
Hudson business. Am planning to park cars for Hudson owners 
on the roof of our new place. Details and pictures later. 



R. E. MOORHEAD, Mansfield, O. — I've bought out the Mansfield 
branch from the Standard Motor Car Co. of Columbus. I'm 
happy to get this opportunity. Dealing in Hudson Super-Sixes 
is certainly a real business opportunity for a man as young as 
I am. 

ROBERT W. POWER, Fall River, Mass.— I like to come to the 
Hudson factory often. I always get inspiration here — although 
the Super-Six is an inspiration in itself. 

ISAAC S. CRAFT, Tampa, Fla. — I've just signed up my 8th contract 
as a Hudson dealer. Believe I am the oldest dealer continuously 
handling Hudson cars in the country. I just received a postal 
card from a friend visiting in New York. He says there are so 
many Hudson cars there that they have named a river in its 
honor — Hudson River. 

EDDIE BALD, Pittsburg, Pa. — I'm putting up a new building to 
take care of my business. Have had a great year. Expect a 
better one in 1917. The Super-Six has everything beat. 

A. L. CROWTHERS, Canton, O. — I am a new Hudson dealer and 
this is my first visit to the factory. I feel that it will be a 
privilege to sell motor cars built by this impressive manufac- 
turing establishment. 

JOE AND FRANK KOPAC, of Kopac Bros., Schuyler, David City 
and Columbus, Neb. — This is our first trip to the Hudson factory. 
Emil and Ed. were here this spring and told us of the mammoth 
plant. We are glad to see it for ourselves. Crops are fine and 
money plentiful in Nebraska. We've had a big year. 1917 
looms ahead as a better one. 



" 



Winter Starting 

APPROACHING winter 
brings to mind past ex- 
perience in starting cold 
motors. The Technical Service 
Division has given thought to 
this matter by preparing a series 
of letters which will definitely in- 
struct Super-Six owners how to 
solve the cold-weather starting 
problem. No. 1 of this series was 
sent distributers and dealers 
with last week's TRIANGLE. 
No. 2 goes with this issue. 

There is real cold-weather 
preparedness in this series of 
letters. Do not lay them aside. 
As each one is received have 
copies written on your letter- 
heads, sign them, and mail them 
to your owners. They will 
appreciate the interest you take 
and the results that are sure to 
follow the instructions given. 

Kids Have Minia- 
ture Super-Six 

JOHN L. Jr. and Katherine 
the two children of J. L. Mc- 
Clelland, distributer at Okla- 
homa City, are the happy 
owners of a small automobile HlS^SSSaSBEE^^BSBBBS 
built for them by shop foreman 

Jack Starman. This little car has a four-horse power engine and is 
capable of doing 25 miles an hour. The car is painted white and 
it has "Super-Six" prominently lettered across its body, which 
attracts much local attention in Oklahoma City. 

Muncie, Indiana, Holds Opening 

THE HANLEY AUTOMOBILE COMPANY, Hudson distribu- 
ters at Muncie, Ind., held the formal opening of their new sales- 
room and garage last Friday and Saturday. The occasion was 
made a gala one with music, flowers and favors. A host of Hudson 
owners and their friends came to express their felicitations and good- 
will. Our congratulations, too, Muncie! 



Destroy 



All Catalogs and Advertis- 
ing which show the $1475 
price. 

| Forget the old price. 

1 The Price of the Hudson- 
Super-Six Phaeton is $1650. 

New Catalogs will soon be 
ready. 

Future Advertising will omit 
Reference to the old price. 



Speedy Sales- 
manship 

HW. SMITH, salesman for 
the Tom Botterill Auto- 
mobile Co., at Salt Lake 
City, sold a Hudson Super-Six 
Cabriolet to Hon. Simon Bam- 
berger as soon as the returns 
showed his election to the office 
of Governor of Utah. Within 24 
hours after the voting ceased Mr. 
Smith filed the order of the 
governor-elect with his boss, 
Frank Botterill. And the order 
was secured at full list price 
against the handicap of offers of 
discounts by rival dealers who 
even went as far as to agree to 
pay express charges on their cars. 
This order is a tribute to the 
salesmanship of H. W. Smith 
and to the Super-Six, preference 
for which was so unqualifiedly 
given by Utah's governor-elect. 

New Orleans October 
Sales Record Broken 

A. TESTARD, distribu- 
ter at New Orleans, La., 
reports the best sales in 
October since he has been in 
business. "We virtually sold a 
car each working day in Octo- 
ber," he writes. "We sold 17 Super-Sixes at retail, 8 at wholesale, 
and a number of used cars. We are keeping up the same spirit 
and using all the power possible in the hope that we will do as well, 
if not better, for the month of November. 

Schenectady Sells First New Radiator 

"T WAS in Schenectady November 15th after my return from the 
I factory," writes E. V. Stratton, Albany distributer. "While 
•*• there I handed Mr. Barrow, our dealer, one of the folders 
illustrating and describing the new Hudson radiator. On my return 
to Albany he 'phoned me that he had already sold one and had the 
money for it. 
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In Dazzling Tests Super- 
Six Beats Competitors !! erea f ter e 8 P eed *° 

r fires in Sacramento, 

Cal., in a bright red Hudson Super-Six. He selected the Hudson after 
it had proved its supremacy over a number of other cars, most of 
them higher in price than the Super-Six. The City Commissioners of 
Sacramento advertised for proposals and specified that the various 
cars would have to show what they could do in competition. The 
proposals specified the development of 25 horse-power or more S. A. E. 
and ability to attain a speed of 50 miles or more in 30 seconds or better 
from a standing start. In the try-out before the Commissioners a 
seven-passenger Hudson Super-Six carrying five passengers attained a 
speed of 60 miles within 22 seconds, absolutely outclassing all the 
other cars. The competing cars were also sent on an 80-mile run to 
test gasoline economy. The Super-Six averaged 19.39 miles to the 
gallon carrying 5 passengers — 7.39 miles better to the gallon than its 
nearest competitor with anywhere near the same amount of power. 
Needless to say, Arnold Brothers, distributers at Sacramento, cap- 
tured the order. Incidentally these test performances of the Super- 
Six have served to add to the already splendid reputation of the 
Hudson car in the Sacramento territory. 

Auto-ped Cleverly Advertises Service 

THE Bemb-Robinson Co., 
Michigan distributers, 
have adopted the Auto-ped 
as an adjunct to their Detroit 
service department. The accom- 
panying illustration shows the 
Auto-ped returning from a hurry 
— " "~ "lake a light adjustment 
ison Super-Six. 
uto-ped is a small two- 
single passenger vehicle, 
ator standing on a small 
slung between the 
rhile operating it. The 
s of the one-cylinder 
t first appeared at New 
id one or two of the 
coast resorts, where it 
istantaneous popularity. 
lb-Robinson auto-ped is 
one to make its appear- 
)etroit. Walter Bemb is 
stic over the little ma- 
an addition to his fleet of 
irvice cars, as it can 
its way through the 
traffic with greater 
han a regular service car 
:arry sufficient tools and 
j for light adjustments. 
j 40 miles an hour on less 
gallon of gasoline. The 
has created a mild sen- 
n Detroit's down-town 
id has given the Bemb- 
Robinson Co. greater 
local advertising 
value than it cost — 
$100. It is a clever, 
useful machine and 
attracts attention to 
the concern that is 
selling Hudson cars 
and service. 

His Twenty-first Car a Hudson 

A A. LITTLE of Windsor, Ontario, a contractor and real estate 
man, has just purchased a Super-Six Touring Sedan from the 
A. E. Thompson Auto Co., Hudson distributers in the 
Canadian territory opposite Detroit. Mr. Little has owned and 
driven twenty other makes of cars. He thinks his Super-Six beats 
them all. 



They Will Help You Close Sales 
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Telegraphs His Super- ZS&'ifJSSLZ 
Six Touring Joy SS^SSSTSS^ 

Sales Co., and immediately started out on a trip to California in the 
new car. The Waterloo dealers have just received the following 
telegram of enthusiasm over the car's performance: 

"Drove 2,510 miles in 15 days in my Touring Sedan. Used 180 
gallons gasoline. Crossed desert 160 miles in seven hours. Engine gave 
perfect satisfaction. Only used cup full of water. No trouble of any 
kind except one puncture. Nothing like a Hudson Super-Six." 

Henry Deringer, of Brook- 
_ _ lyn, N. Y., has just returned 

Perfect Performance f rom a w * sten V«?~ "SK: 

mg seventeen states. "The 
Super-Six performed marvelously," he says. "We traveled 6,000 miles 
averaging 24 miles an hour running time, and got about 15 miles to 
every gallon of gasoline used. The engine behaved beautifully, never 
missed a 'shoot* and we didn't do as much as move a spark plug on 
the whole long trip. Great car, the Super-Six." 



Long Super-Six Tour 
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THE Hudson Motor Car Company and its 
distributers and dealers have real reasons 
for heartfelt thanksgiving this year. 
1916 has been the greatest manufacturing and 
selling year in the company's history. 

The Hudson factory has produced more 
than 25,000 Super-Sixes. Its distributers and 
dealers have sold them. 

So we have had a year of unexampled 
mutual prosperity. 

The Hudson Super-Six has held the fore- 
most place in Motordom in 1916. 

It has gallantly performed its way to the 
pinnacle of achievement and, on this Thanks- 
giving Day holds all worth-while records. 

It is recognized as supreme in power, 
endurance and speed. 

Its manufacturers are proud of the Super- 
Six. You who sell it are proud of it. Those 
who have bought it are happy in its perform- 
ance, proud of its eminence as a car. 

Let us all give thanks, then, for this great 
year; for this great car; and for the magnificent 
promise of the coming year. 



Hudson Car Popular With Tacoma 
Doctors 
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; have sold thirteen Super-Six cars to Tacoma physicians 
and dentists within the past few weeks/' says C. L. 
Ross, distributer at the big town on Puget Sound. These 
13 cars sold recently bring our total up to 25 Super-Sixes being driven 
about Tacoma by the M.D.'s — more than any other single make of 
car owned by these professional men. And I am happy to say that 
everyone of these doctors is an enthusiastic, satisfied Super-Six owner. 
A few weeks ago I drove out to a physicians' convention held in 
Paradise Valley, Ranier National Park. I felt pretty proud and 
happy to cast my eye along the line of cars parked in the grounds 
and observe that 13 out of 20 cars bore the familiar white triangle 
trade-mark of the Hudson. It takes a car like the Super-Six to win 
the medical men. They want speed and power and endurance in 
their cars. They use them constantly, night and day, and the Hud- 
son Super -Six meets their every demand." 
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Splendid New Atlanta Establishment 

Tells of Hudson Success 
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JW. GOLDSMITH, Jr., Atlanta distributer, has expressed in a 
magnificent new building, a wonderful business success. Like 
many other Hudson distributers, he has been forced into larger 
quarters to meet the ever-increasing demands of handling the suc- 



cessful Super-Six car. In building a new establishment Mr. Goldsmith 
has literally "gone the whole limit." A glance at these exterior and 
interior views show that no expense has been spared to make the 
Atlanta Hudson headquarters palatially beautiful, as well as practical. 
On the first floor is the general showroom; on the second the stock 



Goldsmith Gives 'Possum Hunt 

JW. GOLDSMITH Jr., Atlanta distributer, mindful that "all 
work and no play makes Jack a dull boy" hospitably gathered 
his whole force on a recent balmy Georgia afternoon, and sprung 
a surprise on them. He invited them to a 'possum hunt at the 
neighboring town of Alpharetta to which all hands journeyed in a 
flock of handsome Hudson cars. Before setting out to lure the lurking 
'possums from their lairs, the whole bunch were refreshed by a feast 
that would have been the envy of that prince of diners, Lucullus of 
old. The 'possum hunt developed much sport and amusement for 
Mr. Goldsmith and his guests. 

Salesman Is Big Man These Days 

WITH the intensive production so evident in all lines of 
manufacture and the improved methods that reduce opera- 
tion to the most economical basis possible, the salesman is 
coming into his own. It is up to him, as never before, to produce — 
and produce big. He is the big man in the present scheme of things, 
the vital link between a busy plant and the consumer. Without him 
nothing is possible. 

"There could be no finer calling than that of the salesman. It 
offers a better opportunity for the display of ability than almost any 
other profession extends to the young man. And there we come to 
the question of what makes a salesman. Well, a salesman is a man 
who can get orders, but that is an incident in his day's work. If he 
cannot see beyond that point he will never climb high. 

"The modern generation of salesmen are men who serve. Their 
efforts are cumulative, and the good will inspired in a customer today 
may be the most important factor tomorrow. It is necessary to 
understand what the customer needs, not merely what the manufac- 
turer would like to sell. The acute salesman often has a clearer idea 
of his customer's needs than the customer himself. With broader 
opportunities for observation, and with the detailed knowledge that 
he should have of his own line, he is the merchant's best friend and 
adviser." — Norval A. Hawkins, President World's Salesmanship 
Congress. 



The chap who does his work better 
than anyone else has done it, no matter 
what his job is, is sure to be a winner. 




Chairman Diehl of A. A. A. Good Roads 
Board is Optimistic 

SINCE the signature by the President of the $75,000,000 Fed- 
eral Aid roads bill, chairman George C. Diehl of the American 
Automobile Association Good Roads Board is extremely opti- 
mistic for the future. 

Commenting on the situation, he says: 

"The majority of the states have provided for definite systems of state 
highways, which they are constructing as rapidly as available means permit. 
Every effort should be directed now toward having the federal funds apply on 
these state systems and not frittered away on countless little disconnected local 
roads. It is the duty of those who wish to see tangible and lasting benefit derived 
from the federal aid to shape public sentiment so as to have it solidly back of the 
policy of applying federal aid to the completion of the state highway systems and 
to the connecting up of these systems with each other so that, while serving the 
primary interests of each state, we shall proceed rapidly toward the acquirement 
of a comprehensive national system. 

"It is interesting to note that the most important highways from a military 
viewpoint are those along the Atlantic and Pacific seaboards. Long stretches of 
these roads have already been improved, and, from the moneys available from 
the first and second appropriations, the connecting gaps can be completed so that 
within a period of two or three years complete road arteries along the Atlantic 
and Pacific coasts and the Mexican frontier can be constructed. 

"There will remain then only the highway along the northern boundary of 
the United States to make a circle of highways around the margin of the entire 
country. This marginal highway can be supplemented by three highways east 
and west and eight or nine highways north and south within the limit of the 
amount stated in the Federal Aid good roads bill and what the States will con- 
tribute. This system of federal roads, in connection with what the various states 
are doing, within a period of six or seven years will make for a most comprehensive 
internal development of the country, and the highways will serve military, com- 
mercial, and general travel purposes." 

McClelland-Gentry Make Phenomenal 
Time In Relay Run 

THE Hudson Super-Six driven by J. L. McClelland and "Bud" 
Gentry made the phenomenal time of 47 J^ miles per hour across 
the State of Oklahoma in the recent Meridian Highway relay 
run. The 147 miles from Caldwell, Kansas, to El Reno, which is near 
the northern border of Texas, was run in 26 minutes less time than it 
takes the Rock Island "Firefly" to cover the distance, although by 
rail it is but 120 miles. Mr. McClelland was at the factory last week 
and said that this dash across his State was the most meteoric Super- 
Six performance in which he has yet participated. Much interfer- 
ence from other automobile drivers along the route, who refused to 
give roadway, prevented an even better record. The whole trip was 
made without an adjustment and with only one stop for gasoline. 
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The Freight Car Shortage is Serious 
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Have You Taken Action to Protect Your Prospects ? 

OU have been advised by letter of the critical situation which the freight car shortage 
has caused. 



The reasons for this shortage have been given you in detail. 

Don't discount the facts as they have been explained. 

Don't for a minute assume the attitude that we are trying to scare you. 

Or that we are exaggerating the freight car shortage situation in order to induce you 
to take cars within the next three months. 

We repeat that the freight car shortage is a real live problem. 

And it is one that we are helpless to solve without the earnest and immediate co-operation 
of distributers. 

Even with that co-operation we are unable now to tell with certainty just how we are 
going to come out. 

A prompt response to our circular letter of November 27th has been made by many 
distributers, who have either written or telegraphed the increased number of cars they 
can take during December, January and February. 

We are at work tabulating the data already received, but cannot complete our calcu- 
lations until we hear from all distributers. 

So you see how necessary it is that we should hear from everybody. 

Those who have not already told us how many cars they will take should do so at once. 

Then we will be able to advise distributers of our proposed car schedule for the ensuing 
three months. 

It remains to be seen whether we can then carry out that schedule. We will do so if 
it is humanly possible. 

Telegraph today if you have not already done so. Don't wait to write. 

Critical as the freight car situation now is, and may continue to be, we can do much 
to mitigate its seriousness by the plan now in hand. 

Distributers will have cause to rejoice if they co-operate with us broadly to make that 
plan a success. 

If the shipping situation improves, so much the better. If it stays as it is or grows worse 
you stand to win by pursuing the course we suggest. 

We want to keep our production up to the normal so that there may be no famine in 
cars when the spring selling season comes. 

Read our letter of November 27th again — NOW — and be sure that you fully 
understand it. 

Then ACT, if you have not already done so. 



§ Optimism Is Keynote of Visitors' Talk 
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E. M. ALLING, Rochester, N. Y.— Our October business far exceeded 
1915, and November will beat October. Things look fine — I can- 
not say it too enthusiastically. The demand for Touring Sedans 
and closed cars this fall is enormous. We are planning for lively 
work and no slackening of the pace. 

LINDSAY FISHEL, Winston-Salem, N. C— We have just completed 
a wholesale campaign that disposed of the entire balance of our 
year's allotment. We sold 61 cars during the first days of Novem- 
ber. H. A. Tuebner, who recently joined our company as whole- 
sale man, helped make a success of this fine selling campaign. We 
are extremely optimistic over the 1917 outlook with the popular 
Super-Six. 

THOMAS FUDGE, Dominion Auto Co., Toronto, Ont. — The Super- 
Six is trimming all other cars of whatever price in every kind of 
performance in my territory. In Toronto the majority of our 
customers are people who have been accustomed to the finest cars 
and who find in the Super-Six qualities that arouse their strongest 
praise. I think the Hudson car will dominate the Canadian field. 

ELMER NEGY, Hutchinson Kansas. — I have tested the Super-Six 
in a number of most grueling trials and think I know its marvelous 
possibilities better than the majority of it s 2 5 ,000 owners. Kansas 
knows good values. Super-Sixes are met on every street and 
highway. 



KARL J. MOSBACHER, Wichita, Kansas.— We have had a great 
selling season. The Super-Six has been wonderfully advertised. 
In Kansas it advertised itself by its own performances. 

A. E. KIRK, head of the Hutchinson Motor Car Co., Hutchinson, 
Kansas. — I have come to Detroit to contract for my 1917 allot- 
ment of Hudson Super-Sixes. Profitable past years selling 
Hudsons and a splendid success in 1916 with the Super-Six give 
me a happy look into the future. The Super-Six is on top. 

GUY T. SMITH, Omaha, Neb.— I have had a fine 1916 business, but 
1917 is going to be even better. I expect to make a lot of money 
next year and to see the Super-Six more popular than ever in 
Nebraska. 



Students Build 
Super-Six Racer 



A. Bannowsky, Superintendent of the 
Rahe Automobile School at Kansas 
City, recently drove to the big 
Tractor Show at Hutchinson, Kansas, 
in a Super-Six racing car at tremendous speed. The car was built by 
students at the automobile school, using a Hudson Super-Six chassis. 
Twenty-two inches were cut from the frame and the gear was changed 
from 4.45 to 3.5, otherwise it is a stock car. Ninety miles an hour is 
easy with this car according to Mr. Bannowsky. 



Son of Deceased 

President Praises 

Super-Six 

CHESTER ALLEN 
ARTHUR, son of the 
late President of the 
United States, is the owner of 
a Super-Six purchased from 
the Tom Botterill Co. In a 
recent letter to the Denver 
distributers, Mr. Arthur said: 
"I have found my Super-Six 
a wonderful car. Under the 
most exceptional conditions 
— driving over rough roads 
and hill-climbing under fierce 
strains during inclement 
weather in New Mexico — it 
has met every requirement of 
a journey of 5,000 miles. You 
may put me down as a 
regular Hudson client." 

Mr. Arthur, who has be- 
come as familiar a figure at 
Colorado Springs as he for- 
merly was on the avenues of 
the national capital at Wash- 
ington, has bought a Super- 
Six Town Landaulet, delivery 
of which he will take in New 

York. 
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I The Way to the Good Job | 



If you can work and keep your 

smile 
And not be grumbling all the while. 
If you are glad to do your share 
And sometimes more, and still not 

care, 
And take the gain or take the loss 
And still be loyal to your boss, 
You need not fear the frowning 

fates, 
For you a good job surely waits. 

If you put into all you do 
The very heart and soul of you 
And give unto the simplest test 
That spirit which is called your 

best, 
And use your brain along the way 
It makes no difference what today 
You're being called upon to do 
A good job surely waits for you. 

Men do not rise by handsome looks. 
Or from the things they've read in 

books, 
Or even from the facts they know. 



But from the knowledge that they 

show. 
If you are patient and will work 
And do the tasks that fret and irk 
Without complaining, in good time 
The ladder of success you'll climb. 

If you will think about your task 
And of yourself this question ask: 
"With this would I be satisfied 
If I were on the buyer's side?" 
And never let it pass until 
It marks the summit of your skill, 
Be not dismayed nor live in dread, 
A better job is just ahead. 

Today is but a stepping stone 
To glories that are still unknown, 
The sunbeams of tomorrow raise 
The seed of all our yesterdays; 
In what we are men near us see 
What in the future we shall be. 
The good job blossoms on the soil 
That has been tilled with honest 
toil. 
—Edgar A. Guest in Detroit Free Press 



Super-Six Motoring 
Develops Hardiness 

FROM an indoor life on 
the stock exchange at 
Philadelphia to a trans- 
continental motoring combat 
with nature in a thousand 
varying moods, is the experi- 
ence of C. S. Wurts, who 
arrived in Los Angeles re- 
cently from his home in 
Philadelphia. Mr. Wurts 
crossed the country in his 
Hudson Super-Six, via the 
Lincoln Highway to Denver, 
and then over the National 
Old Trails through New 
Mexico and Arizona to 
Southern California. 

With a total of 3,692 miles 
on the speedometer on arrival 
at Los Angeles, Mr. Wurts 
had not touched a tire on his 
Super-Six and had been abso- 
lutely free of mechanical 
trouble, except on one occa- 
sion when he had to make a de- 
tour over the rocks and across 
a deep canyon, which so 
warped the car as to cause the 

radiator hose to slifrhtlv leak. 
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I Michigan Distributer Solves Used-Car Problem jj 



THE problem of selling used cars was solved last month to a great 
extent when the Bemb-Robinson Co., Michigan distributers for 
the Hudson Super-Six, made a special sales effort, and with a 
brand new type of advertising sold fourteen used cars and four 
new Super-Sixes within 24 hours from the time the advertisement 
appeared. 

There were thirty-three cars of all makes, sizes and types for sale 
when a full page ad appeared in the News-Tribune and the Detroit 
Free Press on Sunday, November the 19th. The ad drew immediately 
and the Bemb-Robinson showrooms were crowded from early Sunday 
morning and all during the week. 

The used cars were sold out as well as many new Super-Sixes. 
['Something had to be done," says Walter Bemb, "for we were getting 
in more used cars every day, and on practically every vacant lot on 
Detroit's main thoroughfare there were used car sales. 

"We were the first distributers in Detroit to use page display space 
to advertise cars taken in on exchange. Previously all our advertising 
efforts had been in the classified section. Nearly every Detroit dealer 
in new and second hand cars use the liner pages. 

"It occured to us that a great many people in Detroit probably 
wanted cars who never looked in the so-called bargain pages. The 
buying of a used high-grade car was just as important to them as the 
purchase of a lower-priced car. And they always looked in the auto- 
mobile sections for the latter ads, so why not for used cars." 

With this in mind a full page ad, a thing never before heard of in 



used-car advertising, was prepared and used by the Michigan dis- 
tributers in the Detroit Sunday papers. AND IT DID NOT 
MENTION USED CARS in the headlines. Rather it pointed out 
how a buyer could save from $100 to $200 by buying these FINE 
cars now. The text of the ad was surrounded with line drawings of 
the various cars offered for sale. The name of the car and the price 
was displayed in bold type beneath the cut. The reader was not 
confused with the model number of the car. The description was 
brief — just a mention of the condition of the car, the tires and any 
special features that might induce him to come and look it over. 

The text was built entirely on the proposed increase in cost of cars 
next Spring. How the advance in fine cars would surely increase the 
cost of used cars and then how the tremendous buying of Super-Sixes 
had brought in some very high-grade exchange cars, due of course to 
popularity of the Super-Six, and to the $175 increase in price of the 
Super-Six that took place December 1st. 

Special emphasis was made on the advantage of buying a car 
before Spring, pointing out the hard usage a car gets during the 
winter months. 

Then, as a special inducement, a seven-days' trial was offered to 
any buyer, with a money-back guarantee, and the added attraction 
of easy terms. 

The privilege of buying a car and having the Bemb-Robinson 
Company store it free until Spring on the easy payment plan was 
another feature that stimulated the buying. 



Hard to Kill "Pep" 
In a Super-Six 

THE other day we had a 
bad garage fire here," 
writes the Listman- 
Stratton Co., Hudson dealers 
at Troy, N. Y., "in which ten 
high-grade cars were de- 
stroyed. One of them was a 
Super-Six Roadster. The in- 
surance company settled with 
the owner on the basis of a 
total loss. We purchased the 
wreck. Our boys dragged the 
supposed 'remains' from the 
ruins. When they got it out 
on the street someone acci- 
dentally leaned on what was 
left of the steering wheel 
when, to every body 's surprise, 
the horn blew. This sign of 
returning life encouraged 
them to try the switch and 
starter. Blessed if that motor 
didn't start and run. The 
crowd dazedly chorussed 
'Gee but it's hard to kill one 
of those Super-Sixes. That 
one was burned to death, but 
somebody 'stepped on it' and 
it came back to life.' " 
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| Send Us Your Names and Orders for the | 

1 Hudson Super-Six News Pictorial \ 

| America has got to thinking a good deal in pictures. = 

| Perhaps the development of the motion picture has '4 

? something to do with this. Every magazine, every big = 

i newspaper has its picture section. A few people like ^ 

= the fiction section, some the society pages, but ALL [j 

.. look at the pictures. ■■ 

? Did you ever try to find a magazine to read on a " 

| train, at the Club or your barber shop? Haven't you - 

I noticed that the ones with the pictures were usually 2 

| busy? m 

| The distributers and dealers who visited the factory | 

I during the last month were enthusiastic over this | 

| publication as a piece of literature to go to their pro- ^ 

= spective buyers. - 

s If you have not yet sent in your order and list of ?■ 

= prospects, please do so at once. If you can increase | 

f your list try to do so. Every owner of a car above the = 

= Ford price should be on the mailing list for the Hudson | 

\ Super-Six News Pictorial. = 



Salesmen Stimulated 

This, together with the 
record for sound dealing that 
the local Hudson distributers 
had always enjoyed, resulted 
in the greatest used car sale 
ever held in Detroit. 

In addition to disposing of 
so many used cars, the Bemb- 
Robinson's salesmen were 
filled with "pep." The sale 
stimulated them. It was 
worth many dollars for the 
enthusiasm it created among 
the sales force. 

A reproduction of the 
Bemb-Robinson display ad. 
reduced in size to fit the page, 
appears elsewhere in this 
issue of the TRIANGLE. 
As this ad. so quickly and 
perfectly accomplished its 
object, it is thought other 
distributers and dealers will 
take a keen interest in analyz- 
ing it. Perhaps some may 
decide to follow the plan 
outlined to dispose of their 
used cars and stimulate 
business. 
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Full Page Ad. That Sold 14 Used Cars in One Day 
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Advertising 
Service 

SERVICE sells cars. Advertise your 
service. Here are pictures of a few 
of the attention-getting white ser- 
vice cars — links in the chain of Hudson 
advertising which girds the country. 

Other dealers give good service, and 
even use regular service cars. But they 
don't profit by them like Hudson dealers 
do. They haven't learned the trick of 
dramatizing the rendition of service. 

A Hudson owner sends in his "S.O.S." 
trouble call. What happens? One of 
these distinctive white cars with a uni- 
formed crew dashes to the scene with the 
speed of a fire department. Everybody 
stops to watch the Hudson service car 
go by. They talk about it. "That's what 
Hudson owners get — service on the 
double quick!" they exclaim. The most 
important thing about service is prompt- 
ness in giving it. The owner does not 
want his car out of commission a minute 
longer than is absolutely necessary. 

Many owners of Hudson cars trace 
that ownership to the day on which they 
first saw a Hudson service car dashing 
to an owner's relief. They were drawn 
to the Hudson salesroom. As one owner 
said "Service First" is more than a 
meaningless phrase when backed up by 
one of these fast -going cars with men on 
them who know their business." 

Most Hudson distributers and dealers 
make these cars a part of their service 
equipment, and profit by them in per- 
manent every-day advertising. 

The big white car. The crew with the 
distinctive Hudson service uniform. 
Then action when hurry calls come — 
the clatter of getting to the spot. 

Stage your service. Make the per- 
formance of it advertise you, your 
business and the Super-Six! 



Cincinnati. O. 



Sernmes Motor Co. 

Washington, D. C. 
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Super-Six Proves Pulling Power 



THE JOHN DORAN COMPANY, distributers at Spokane, 
Wash., recently contributed several interesting photographs 
showing the Super-Six in many interesting situations depicting 
its power in rough driving and in helping drivers of other cars out of 
difficulties. Upper picture shows Frank J. McDonald crossing through 
Canyon River during high water. Lower picture shows the Super- 
Six pulling a car out of the mud after six horses had tried to do so and 
failed. 

Starting Cold Motors 

NO. 3 of the series of letters from the Technical Service Division 
on the above subject has gone to distributers and dealers. 
The third letter suggested that the storage battery be tested 
with a hydrometer at least every two weeks, or whenever in doubt 
of its strength and explained why. 

Do not overlook the importance of this series of letters. Be sure 
to reproduce them on your business stationery and mail them to your 
customers regularly as soon as received. The instructions will 
materially assist them in starting their cars in cold weather and 
obviate the possibility of any cause for complaint. It is unnecessary 
to repeat that the Hudson owner who has no cause for complaint 
about the operation of his car under all circumstances and in all 
seasons is completely sold, and is your friend. 

Memphis Distributer Adds Territory 

THE MEMPHIS MOTOR CAR COMPANY has been given the 
Arkansas territory heretofore handled by the Southern Auto 
& Electric Co. from Little Rock. 
The Memphis company is putting up a $75,000 building to increase 
their facilities for distribution over their now greatly enlarged terri- 
tory. In the spring they will erect a suitable building at Little Rock, 
from which point they will distribute Super-Sixes in Arkansas. 
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I QUERY J 

| Tinkle, Tinkle us-ed car. j 

| How I wonder what you are. j 

| Will your motor really work? j 

1 Is your axle made of cork ? j 

| Are you worth two hundred, what ? j 

| Is your differential shot? | 

1 Is the dealer's talk pure bunk ? g 

| Are you just a pile of junk ? I 

I * • • | 

| Tinkle, Tinkle us-ed car. j 

I How I wonder what you are. f 

I — Detroit News I 
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Use Regular Order Blanks for Your 
Newspaper Advertising 

DISTRIBUTERS and dealers should use the regular forms 
of order blanks which have been furnished them by the 
factory when they are scheduling ads. to run in their local 
newspapers. The Advertising Department copy of this order should 
be mailed to the Hudson Motor Car Company, Detroit, Mich., the 
same day the order is given to the newspaper. Invoices covering 
advertising which is being handled on a fifty-fifty basis should be 
presented within 30 days after the advertising appears. We reserve 
the right to decline to honor all invoices which are not presented to 
us within 30 days after the advertising has been run. Newspapers 
should be advised of this fact. 

Built Fine Business Against Odds 

EM. HOLLISTER was for a long time an outside salesman for 
the Hudson-Brace Motor Car Co. at Kansas City. He was a 
good man and was ambitious. Emporia, Kansas, was a spot 
in the territory that had not been productive. It seemed as though 
Hudson cars could not be sold there. Hollister said he would take the 
agency. So he found a man of means who backed him to win against 
odds that were apparent. Hollister knew the game. He'd given up his 
salesman's job at Kansas City and just had to make good. And so he 
did. Within sixty days he sold and delivered ten Phaetons and one 
Super-Six Sedan in that territory, where not even one had ever been 
sold before. He has made the Hudson car well known and popular. 
He has a splendid field to work in. Business is good and he is estab- 
lished as a successful and dependable dealer. Hal Brace said at the 
factory the other day that Hollister is considered one of the best 
Hudson dealers in the Kansas City territory, although it was thought 
when he went to Emporia he had made a bad move and would be back 
asking for his old job again. 

Filipino Officials Use Super-Six 



LEVY HERMANOS, proprietor of the Estrella Auto Palace, 
Manila, sends this picture showing the Super-Six which 
headed a recent parade to celebrate the return of Resident 
Commissioner Quezon, who had been away from the metropolis of 
the Philippine Islands. 

On the front seat of the Super-Six is Resident Commissioner 
Manuel Earnshaw. In the right-hand auxiliary seat — looking toward 
the car — is Assemblyman Generoso. Sitting on his right hand in the 
other auxiliary seat is Alcalde Felix Roxas, Mayor of Manila. Mr. 
Quezon is on the right of the picture in the tonneau. Next to him is 
the Secretary of Commerce and Police, E. E. Reed. 

According to Mr. Hermanos, the Super-Six is extremely popular 
among officials at Manila. On the famous "Luneta" the public 
promenade and driveway where the military band concerts are held 
society people turn out every afternoon. An increasing number are 
seen these days, comfortably luxuriating in Hudson cars. 

Sold 33 Cars in One Day 

GOMERY & SCHWARTZ, distributers at Philadelphia, sold 33 
Super-Sixes one Wednesday in November. This is believed to 
be the champion one-day selling record. Has any other dis- 
tributer or dealer matched it ? If so, the TRIANGLE will be glad 
to tell of it. 

No greater tribute to the popularity of a car could be paid than 
to have 33 people in the same city buy it on a single day in the 
month of November. 



^aVav^^avaVaVaVaVaVaVaVaVaVaVaVaVaVaVaVaVaVaVaVaVaVaVaVaVaVaVaVaVaVaVan W aVaVaVaVaVaVaVaVavavaVaVaVavavavaVavavavavava v aVava^aVaVaVaVav a v a v a vav.vav 



— 2- 



Digitized by 



o 



°gle 



^^^^^^S^^S2SS!^S^^^^SR^^^^^3S^^!wSwSi^^wS^ 



aWaVavaVavavavavavavavavava^ 



Hill Climb Sells Super-Sixes 

A FEW days ago F. H. Whipple, Hudson dealer at Visalia, Cal., 
took his demonstrating car loaded with seven passengers, to 
Rocky Hill in Tulare County, climbed it on high gear, and 
made the Super-Six the talk of the neighborhood. The hill has a 
38% grade. The Super-Six started at 5 miles an hour and went 
over the top at 12 miles. This feat, Mr. Whipple says, has never 
been duplicated. The best previous record has been made by one 
or two cars in high gear making the top with one passenger. Mr. 
Whipple has openly challenged any car, regardless of price, to dupli- 
cate the performance of the Super-Six. He has already sold four 
cars as the direct result of this demonstration and has several sales 
pending. A picture of this climb will appear in an early issue of the 
News-Pictorial. 

Louisville Has New Sales Manager 

HV. WINN has been appointed as Sales Manager for the 
Southern Motors Co., Hudson distributers at Louisville, 
Kentucky. General Manager Hardy, a visitor at the fac- 
tory last week, said that Mr. Winn came to Louisville from Indian- 
apolis, Ind., where he has a splendid reputation as an experienced 
motor car man. "He is the man I've been looking for ever since I 
took hold of the management of the Southern Motors Co.," said 
Mr. Hardy, "and I expect to see sales take a jump in my territory 
from now on." 

Bags Buck With Super-Six 

JOHN CARPENTER, prominent resident of Bridgeport, Conn., 
bagged a big three hundred pound buck the other day with his 
Hudson Super-Six. Coming down the road thirty miles out of 

Bridgeport, Carpenter made a sudden turn and as he did so a fat buck 

veering out into the open attempting 
to cross the highway was struck amid - 
ships by the Super-Six. Carpenter 
did not have buck fever either. He 
just jammed on the brakes, reas- 
sured the frightened Mrs. Carpenter, 
and proceeded to follow his game 
which was staggering down the road. 
He reached the deer just as it 
tumbled over in a ditch with a 
broken back. 

His Super-Six escaped with a 
smashed headlight and a scraped 
fender. It took four men to lift the 

dead buck out of the ditch and this week Carpenter is passing out 

venison steaks to his Bridgeport friends. 

64 More Dealers Have Subscribed to 
Reciprocal Service Plan 

WITH this issue of the TRIANGLE will go a list, completed 
to date, containing the names of 514 distributers and dealers 
who have agreed to the Reciprocal Service Plan. Sixty- 
four more have indicated their desire to be parties to this plan since 
the last list was sent out. It is suggested that this list be preserved for 
convenient reference. 



Advertising the Super-Six in Japan 



«^IUPER-SIX JEFF" is the title they've given Jefferson Wal- 
^^ bridge, Hudson distributer at Whittier, Cal. His recent 
^^ prowess in selling Super-Sixes among his neighbors gave cause 
for this cognomen. The fifteen Super-Sixes in the above picture, plus 
two others not there, were sold by Walbridge, unassisted, between 
Oct. 12 and Nov. 17 within a radius of five miles from Whittier in a 
territory of seven thousand inhabitants. O. K. Parker, advertising 
man of the H. L. Arnold organization, Los Angeles distributers, 
happened to be at Whittier with his camera and caught the whole 
bunch lined up at Central Park while their owners were lunching at 
a near-by hostelry. Eleven of these cars were sold by Walbridge on 
eleven consecutive days of the above-mentioned period. A car a day 
for 1 1 days is hitting the high spots in selling. 



THE JAPAN AUTOMOBILE COMPANY, distributers of 
Hudson Super-Sixes in the "Flowery Kingdom" are conducting 
an extensive advertising campaign in their newspapers and 
magazines. Two officers of this company, the largest distributers of 
automobiles in Nippon, visited the Hudson factory last summer. 
They signed their contract after making a thorough tour of the 
plant, which excited their warmest admiration and enthusiasm. 

A liberal translation of the above advertisement, which appeared 
on the front cover of a late issue of Motor, a Japanese automobile 
trade magazine, reveals the following: 

"The Hudson Super-Six. 1917 Model, fully equipped and up-to- 
date. The gallant trim of the Hudson car is the pride of the streets. 
Japan Automobile Company, Sole Agent, Tokyo, Akasaka, Japan." 

These progressive distributers are greatly popularizing the Super- 
Six in Japan, where those who can afford to own a car are keen judges 
of values. 

Almost a Dead Heat — 
Who Sells First Car at New Price? 

THE question of who sold the first Super-Six at the new price 
requires a bit of umpiring. Here are the facts. On Decem- 
ber 1 the Hudson-Phillips] 
Louis as follows: 

"Sold first car at new price at 
eleven o'clock today." 

On the afternoon of the same 
date the Hulet-Law Motor Car 
Co., Indianapolis distributers sent 
this telegram: 

"Following telegram received 
from our Logansport dealer: 'Sold 
phaeton April delivery at new 
price. Are we first?' " 

The editor, to whom these m c ssages were handed, was "up a 
tree." It depended on the exact hour and minute of the sale to de- 
cide which was the winner. So a message was sent to Indianapolis 
to get that information. Here's the reply: 

"Car sold by our Logansport dealer at new price ten o'clock Thurs- 
day night November 30th." 

Rumors about the factory are to the effect that some of the recent 
visiting distributers mentioned casually that they had already made 
sales at the new price. These reports are not official. So it has been 
decided to reserve decision until further particulars arrive by mail. 
On the evidence before us Logansport, Ind., seems to have "copped," 
with St. Louis next. 



i-Phillips Motor Co. wired the factory from St. 
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Nebraskans Keen For the Super-Six 



HERE'S a typical Nebraska town. Note the far perspective on 
this wide western street. In the foreground three Super-Sixes 
fill the eye. They are lined up in front of the garage of F. J. 
O'Hara, Hudson dealer at Spalding, Neb., who stands by the side of 
his Super-Six demonstrator at the left. The other cars are those of 
Carl Mailander and Frank Kaiser, local residents, who never tire of 
telling of their exploits in going from place to place in Nebraska in 
their swift and sure Super-Sixes. Mr. O'Hara says the Hudson is 
King of fine cars in his state. 



Achievements of the Super-Six 

Tell These Stories to Your Prospects — 
They Will Help You Close Sales. 



Climbs 8000 Feet Twenty-two .miles of mountain 

i /\ +****'*' * Si •* grades, climbing from sea level 

In One Gear Shirt to over 8 ' 000 feet elevation in 

the high Sierras, with only one 
gear shift, is a recent accomplishment of Sam Patterson, of Los 
Angeles, Cal. 

Discussing his feat on his return home, Mr. Patterson spoke 
enthusiastically to Harold L. Arnold in these words: 

"I had driven cars so many years I thought I knew all about 
them and how they ought to act, but the way that Super-Six levels 
off these steep mountain grades is most astonishing to me. Heretofore, 
I have been accustomed to shifting to second gear on a 6 to 8 per cent 
grade, and into low on 10 to 12 per cent. 

"You can hardly wonder that I am surprised in tackling these 
long, steep mountain grades, especially the one to Glacier Point, which 
reaches an altitude of over 8,000 feet, to find that I can take them with 
the* Hudson Super-Six without even thinking of the gear shift and 
without the car laboring for a single moment. 

"I had heard all about that counterbalanced crankshaft, and, of 
course, expected something different from the ordinary make of car, 
but was amazed at the performance of the Super-Six in actual practice. 
We made our entire trip without having to put one additional drop 
of water into the radiator. At no time did it show the least sign of 
heating up, indicating that the oiling system is well nigh perfection 
and that there is an ample cooling space for water radiation around the 
cylinder walls. It is an unusual pleasure to feel that you have a surplus 
of power for the many occasions that develop on a mountain trip, 
for this surplus overcomes the many emergencies and eliminates every 
possible danger in long-distance touring. 



"Motor Runs Like 

a Humming Top" 



O. S. Starr, of Stamford, 
Conn., says he is very much 
in love with his Hudson 
Super-Six Phaeton. "I 
have driven the car 2,700 miles without the least trouble,'* he writes, 
"and the motor runs like a humming top. I am so pleased that I 
could not resist the impulse to write and say how pleased I am with 
my wonderful car." 

1 WjL Miloa ¥t\ Driving his Super-Six from 

15J/2 IVllieS lO Winston-Salem, N. C, to Salis- 

the Gallon Durv » the Hudson dealer at the 
latter place recently obtained 
19 l A miles to the gallon. It was a real gasoline test, accurate 
measurements having been taken to determine the exact consump- 
tion. The distance between the two towns is about 39 miles. 



Super-Sixes Star in California 
Race Events 

HUDSON Super-Sixes were very much in the spot -light in the 
two big automobile racing classics recently run over the Santa 
Monica course in California, with 19 starters. 

In the famous Vanderbilt Cup, Claude Roads, a California Super- 
Six owner finished fourth. A. H. Patterson, Hudson dealer at Stock- 
ton, making his debut as a race driver and using his Pike's Peak Super- 
Six car, came in fifth. Ira Vail, driving the Super-Six demonstrator he 
bought in Brooklyn last spring, got sixth. Only three other machines 
besides the Hudsons stood up and were running at the finish of this 
event. Patterson made a new non-stop record for 403 miles at an 
an average of 78.13 per hour. In the running of the International 
Grand Prize a couple of days later, Patterson improved his position 
by finishing third, and again drove the whole race without a stop. 
Claude Roads came behind him in fourth position. As in the Vander- 
bilt Cup, but six finished. The Hudsons reaped a big share of the 
prize money and laurels in both events. 

An enthusiastic Super-Six owner who witnessed the Vanderbilt 
Cup race observed that "it certainly showed the stamina of the Hudson 
Super-Six. Three of them started in one of the most trying contests 
of the season and all three finished. When only six out of nineteen 
starters finish without mechanical troubles or breakdowns, it satisfies 
me as to Super-Six construction. 

"It isn't that owners, like myself, ever want to make our cars 
perform such stunts, but it is a comfortable feeling that the car is 
built so that it can do the extraordinary when occasion demands." 

Patterson's brainy and daring work as a debutant in race driving 
has been warmly praised by the California press. Claude Roads and 
Ira Vail have also been given much attention by the automobile 
racing writers. 

Sharon Dealers Sold 44 Super-Sixes 
This Year 

CW. FOSTER and C. J. Smith, composing most of the firm of 
Smith, Foster & Co., Hudson dealers at Sharon, Penn., 
dropped into Detroit along toward the end of November 
and signed up for 1917. They sold 44 Super-Sixes in their county 
during the past year and say they would have sold more if they could 
have gotten them. They expect to sell more during the coming 
year. 

A Unique Signal Device 

DURING the past few weeks drivers have noticed a Hudson 
Super-Six Limousine on the Boston parkways that gave a 
real warning when the car was going to turn. There are two 
hands of regulation size which, by pressing a small button, shoot out 
of the back of the car and give the warning signals. Pierced with 
little holes an electric light within throws rays so that the hands are 
plainly visible at night. It entirely obviates any excuse for rear- 
end collisions if the oncoming driver has his car under control. 

Super-Six Climbing to Highest Point 
in Massachusetts 



THE highest point of land in Massachusetts is Wachusett 
Mountain, 2840 feet above sea level. It is the first land sighted 
by steamers 60 miles before entering the port of Boston. The 
above photograph shows C. M. Flint, dealer at Fitchburg, negotiating 
one of the many turns in his Super-Six demonstrator, which he drove 
from town to the summit of the mountain, 16 miles, in 30 minutes. 
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Promises Fulfilled 



A Year's History 



In October, 1915, distributers were brought to the factory 
and told somewhat of the Hudson plans for 1916. 

They were told that a new model would be brought out. 
That it was going to be a six, and that we would build 
30,000 within the year. We actually built 25,000. 
They were not shown the new car, but were told 
about it. 

We emphatically promised that it would out-per- 
form any other car — at any price — on the 
market. 

Prior to that meeting it was believed that the new model 
would be an Eight or a Twelve. Or that it was 
going to have some new electrical device. 

"A Six?" said Motordom. "The end has been reached in 
sixes." All believed that progress lay in the multi- 
cylinder field. 

But we knew what the public did not know — the differ- 
ence between an ordinary six and the SUPER-SIX. 

Before we showed the car we had quietly made official 
records with it that far surpassed anything any other 
car had ever done. We knew what it could do. So 
we made claims for performance such as had never 
before been made for a car. Those claims were so 
strong that they were almost unbelievable. With 
all our prestige for conservative statements, many 
found it hard to credit them. 

Then we began proving these claims. The Super-Six won 
records under the auspices of the American Auto- 
mobile Association. These performances were so 
revolutionary that many even questioned the integ- 
rity of the American Automobile Association. What 
the Super-Six had done was so sensational that some 
exclaimed, as did the farmer when he saw the giraffe, 
"They ain't no sich animal." 

These performances changed interest back to sixes. 
People got a renewed confidence in sixes. But many 
failed to discriminate between sixes and the SUPER- 
SIX. 

The demand for Super-Sixes became tremendous. 
Thousands who wanted a Super-Six, and could not 
wait for delivery, bought sixes. The tide toward 
multiple-cylinder cars was stopped. So now just one 
manufacturer dominates in each of these respective 
fields. It can with truth be said that there is but one 
Eight and one Twelve. 

Speed Means Endurance 

When we reported the wonderful records made by the 
Super-Six, people thought we referred to speed. But 
we merely showed speed to prove endurance. It is 
not possible to show endurance if you do not show 



speed. We proved that in the 100-mile endurance 
record. 

As we went on with the Super-Six, we ourselves learned 
that it possessed qualities and powers of endurance 
beyond even our own belief. We so far exceeded pre- 
vious records in our 24-hour test that we were inspired 
to make other tests. 

So we competed with twenty famous racing machines in 
the Pike's Peak hill-climb. It was the only hill-climb 
in the world where supreme power was required. On 
other hills it is a short dash and over in a minute. 
A man can dash up a few stairs three at a time. But 
he cannot dash up the stairway to the top of the 555- 
foot high Washington Monument. Here was a hill 
with the goal 12 miles away and two miles above sea 
level. We made the best time of all contestants to 
"the top of the world." 

In that ocean-to-ocean journey we broke the record by 
such a big margin going from San Francisco to New 
York, and finished in such good shape, that we decided 
to turn right around and go back. At the end of the 
round-trip — the first ever made by a motor car against 
time — we broke all records and finished in such good 
shape that we could have repeated the performance so 
far as the Super-Six was concerned. But it exhausted 
the men. Contrary to all precedent the car was 
stronger than the men that drove it. 

Early in the season Ira Vail was attracted by what the 
Super-Six had shown. Its earliest feats appealed to 
him. So he went to Brooklyn and bought the Hudson 
dealer's demonstrating car. With slight alterations he 
entered it in races with the world's most famous racing 
machines, and beat many of them repeatedly. Not by 
superior speed, but by sticking. His Super-Six stayed 
in the races. Others dropped out. 

So with Patterson. Driving his first race in fast company, 
in the Vanderbilt Cup, he made a world's non-stop 
record over the Santa Monica road course. Two days 
later he broke his own record in the International 
Grand Prix with the same Super-Six. Here was speed 
plus endurance — perfect motor functioning. But 
above all endurance, the quality the buyer wants. 
The buyer's first and last question is "How will the 
car stand up?" 

Thus the Super-Six has proved beyong question during 
the past year that the statements made in its behalf 
when it was brought out one year ago were ultra - 
modest. 

On this foundation of holding every worth-while stock 
car record — of being the largest selling fine car in the 
world — we step into 1917 with the greatest promise 
ever offered by a motor car to its dealers. 
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Birmingham Motor Company Now 
Distributers for Alabama 



ON the first of the month the Birmingham Motor Co., took over 
the distribution of Hudson cars in the territory heretofore 
held by the Saunders Motor Car Co. 
We present a picture of the officials of the company. From left 
to right they are Charles Hawley, D. W. Drennen (President), R. G. 
Elston (Vice-President and Treasurer) and M. P. Klyce. Messrs. 
Drennen and Elston visited the factory last month. The latter is 
the man who put Hudson cars on the map in Alabama, back in the 
days of the old 20s. He had not been at the factory since 1913 and 
was amazed at the strides as a manufacturing plant it has made since 
he last visited it. The new men are hustlers and will everlastingly 
be on the job of adding to the list of Super-Six owners in Alabama. 

"Wholesale Smith" Says Service Makes 
Appeal to Every Car Owner 

HM. SMITH, wholesale manager for the Louis Geyler Co., 
Chicago distributers, commented interestingly on the attitude 
of the country dealer on the question of service: 

"I have long been in a position where I came into direct contact 
with service conditions in the smaller towns and cities, he says. "I 
have been an interested observer of the way Hudson dealers have 
responded to the modern idea of rendering service to buyers of cars. 

"There was a time when such a broad question as service, as we 
regard it today, was too broad for the average dealer to grasp. That 
was but natural. But if any proof is needed of the value of real service, 
the way Hudson dealers have swung into line, adopting our suggestions 
on service is more than ample proof. 

"The farmer, the doctor, the small town business man, whose car 
makes up an important part of his everyday life, needs service no 
matter what car he buys. It wasn't so many years ago when these 
types of buyers would rather buy discount than car and service, and 
some dealers made the mistake of selling them discount and car, 
minus service. We all know the results of such a short-sighted policy. 

"Then the next step was the realization on the part of the dealer 
that he should be in a position to render service; that to put himself 
in this position he should stick to list price for his cars. Just about 
then the buyers of cars at a discount had come into their full share of 
grief, largely because service cost them money. Intelligent service 
rendered from time to time will postpone heavy repair expense in 
most cases. Dealers got to the point where they saw this fact. Then 
they took a new stand. They stood out for full list price on their cars. 
The wave of bargaining was soon a thing of the past, and the result 
today is that the small town and city dealer is in the truest sense a 
merchandiser. He sells good cars, guaranteed by their makers and 
carrying with them intelligent service. 

"Did the buyers respond? They certainly did. The sales of fine 
cars like the Hudson increased wonderfully, due in part to the increased 
wealth of the country, but due equally, I believe, to the widespread 
opinion among buyers that quality goods at quality prices, carrying 
an ample measure of service, meant economy in the end. 

"Hudson dealers generally are enthusiastic over this service 
question. And well may they be. Their sales have jumped remark- 
ably; they feel the satisfaction any man feels in rendering service to 
his customers, and their profits, of course, increase with their sales." 

Tulsa to "K. C." in Seven Hours 

RAY STURM, of Tulsa, Okla., drove his Super-Six to Kansas 
City in one minute less than seven hours on December 3. The 
report of this extraordinary performance comes from W. J. 
Brace, who met the car on arrival at the Kansas City STAR building. 
Sturm wired Brace when he left Tulsa at 7 in the morning and said he 
expected to arrive at Kansas City at about 2 or 3 in the afternoon. 
He actually arrived at 1:59 P. M., which makes his average for the 
trip 41 miles per hour. That's better time than the fastest railroad 
flyer makes in the Oklahoma country. 



Super-Sixes Most Numerous on 
Santa Fe Trail 

J P. McCOLLOM and his brother are proprietors of the Santa Fe 
Trail Garage, Hudson dealers at Dodge City, Kansas. Mr. 
McCollom visited the factory a few days ago and, in the course 
of a chat at TRIANGLE headquarters, said "Dodge City is a city 
of consequence on the Santa Fe Trail. I've watched all the cars that 
have passed through from far places, and particularly from the eastern 
states, and have noticed that the majority have been Super-Sixes. 
At first I wondered at this, but after talking with owners and turning 
the matter over in my mind, I got the answer. Long distance touring 
was the natural outcome of the introduction of a car with the speed 
and power of the Super-Six selling at a price which brought it within 
the reach of more people than formerly could afford to own a high- 
powered car." 

Mr. McCollom incidentally remarked that when he was at the 
factory a year ago the plant was filled with uncrated machinery. It 
gave him a lot of pleasure to see all that machinery at work producing 
Super-Sixes. 

Super-Six Leads in Oregon 

" T TT TE sold as many Hudson Super-Six cars in Oregon this year 
\/\/ as all other makes priced over $1,100 put together," said 
T T C. L. Boss, distributer for the "Webb-Foot" state, who 
visited the factory last week. "The Columbia Highway which tra- 
verses Oregon parallel with the Columbia River is the most perfect 
roadway in existence. The scenic beauty of this automobile route is 
unsurpassed, even by that of the Palisades of the Hudson in New 
York. In Oregon you have the clean, smokeless atmosphere which 
by day, and often by moonlight, affords vistas of the perennially 
snow-capped mountains which tower into the clouds. Better roads 
and motor cars are having a revolutionary effect in the upbuilding 
and settlement of Oregon. Cities are blossoming and prospering in 
hitherto deserted sections. The Super-Six has proved exceptionally 
popular in this country where power and endurance in a car are more 
than ordinarily necessary to meet all conditions of usefulness. We 
could almost sit still and let the car sell itself in 1917 — but we won't. 
We'll get out and hustle to sell them." 

Sold Twenty-three Super-Sixes Last 
Two Days of November 

WE actually sold 23 Super-Sixes the last two days of Novem- 
ber, writes the Hudson-Phillips Motor Car Co., distributer 
at St. Louis. Nine or ten of these were sold at wholesale, 
and the balance at retail to St. Louis users. So we wound up Novem- 
ber, one of the best selling months in our career, with a flourish. 

This is a fine selling record. Very few have beaten it. Our 
congratulations 1 

Sign That Helped Sell Used Cars 



WE had a photograph made of the big sign which was strung 
across Bemb-Robinson's main store during the recent suc- 
cessful used car sale. A similar sign was displayed at the 
used car store, which is located across the street from the main sales- 
room. "These signs did their part toward bringing people to the sale," 
says Walter Bemb. "The traffic past our stores is immense. All of 
the thousands who passed going both ways could not help but see these 
signs. I believe they materially helped our newspaper ad. which was 
reproduced in the TRIANGLE, in stimulating sales. We did approxi- 
mately $30,000 in business on $600 worth of newspaper advertising." 
Several other distributers requested mats of the page Bemb- 
Robinson used car ad., with the intention of starting a similar used-car 
selling campaign. Report of results are not in as this issue of the 
TRIANGLE goes to press. 
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Sold 9 Cars at Retail Thanksgiving Day Power on Hills Sells Super-Six 



NINE cars sold at retail on Thanksgiving Day in the face of dinner 
engagements and the great appeal of the American turkey 
dinner! 
That's what the Louis Geyler organization did at Chicago on the 
last day of the old selling price for Super-Sixes. 

That day's business wound up a whirl-wind campaign during 
October and November; a campaign filled with interesting events and 
unusual developments. Of all the many novel stunts pulled by the 
Chicago sales force, one stands out prominently. 

Wednesday night each salesman turned in a list of possible buyers; 
people with whom they had been in close contact but who had not 
signed up. Night wires were sent to the entire list, numbering 76, as 
follows: 

I have induced the Geyler Company to set aside Hudson 

Super-Six Phaeton Number for you until one o'clock 

Thursday at present price. It means a saving to you of one 
hundred seventy-five dollars to come downtown this morning 
and sign order. Phone me. 

Salesman's name. 

Bright and early Thursday morning trusty blue-coated messengers 
were carrying this message all over Chicago and suburbs. Then the tele- 
phone began to ring at the Geyler Company's plant. Business men 
and professional men, alone and with their families began to arrive. 
The big salesroom several times looked like a section of a big depart- 
ment store. Every salesman was in the thick of it, and soon the orders 
began to come in. Some who received the wire, telephoned, explain- 
ing that dinner arrangements prevented their coming in until after- 
noon and the result was the big store was crowded until late in the 
afternoon. At 6 o'clock nine orders had been signed. This Thanks- 
giving Day business was a fitting climax to a whirlwind campaign, 
the most profitable in the history of the Geyler organization in the 
months of October and November. 

Fine Trip in Super-Six Rock Island 
to Spokane 

2242-Mile Run in Thirteen Days— 14 Miles to Gallon 
of Gasoline Over All Kinds of Roads 

ACCOMPANIED by his wife and two children, H. L. Bils- 
borough started out from Rock Island, 111., for Spokane, 
Wash., in their Super-Six on October 28. On November 11 
they arrived at their destination, having traveled 2,242 miles. In 
several of the western states they encountered much snow, rain and 
mud. All sorts of roads, valleys, mountains and canyons were the 
same to the Super -Six. The account of their whole trip is a chronicle 
of obstacles which were overcome by the power and endurance of the 
Hudson car, which proved its dependability in every emergency. Mr. 
Bilsborough states that he never touched a wrench to the car, and 
that the average was 14 miles for every gallon of gasoline. 

Hudson Service For Baltimore Theatre- 
goers Makes Hit 

A SPECIAL service feature recently inaugurated by the Lambert 
Automobile Co., Baltimore distributers, is the sending of a 
service car on the rounds of all the theatres at night to make 
repairs for Hudson owners while they are attending the shows. 

An order has been issued to all Maryland Automobile Club theatre 
watchmen instructing them to note any service needed by Hudson 
owners and to report to the man in charge of the Lambert service car. 
This car is sent out every night at 10 o'clock and all minor repairs 
are quickly made before the shows let out. This service is being warm- 
ly commended by Baltimore Hudson owners. 

Pick Your Own Used Cars 

SELECT prospects that have good medium-priced cars — cars that 
, will sell easily as used cars. 
This method, in the opinion of F. E. Stuyvesant, Cleveland 
distributer, has helped him in the solution of the used-car question. 
"I have records on file of owners of good low-priced cars that are 
good sellers on any used car market," said Mr. Stuyvesant at the 
factory the other day. "I keep after these men. I know they appre- 
ciate good cars. They are logical prospects for Super-Sixes. When 
they trade in their used cars, I have a used car that is wanted, one 
that will always sell quickly. 

"I do not care for big used cars that you have to waste all your 
profits to sell." 

Many Super-Sixes For Christmas Gifts 

W^^VER half of our December Super-Six sales to date have been 
for Christmas delivery," says Harry S. Houpt, distributer at 
New York City. "The Super-Six is going to be the Christmas 

gift of the year in the Metropolitan district." 



JOHN R. CUNNINGHAM, wholesale and retail manager of the 
Hudson-Brace Motor Car Co., accompanied by Hal Brace, were 
at the factory last week. 

"We repeatedly sell Super-Sixes by out-demonstrating other cars 
in hill-climbing," said Mr. Cunningham. "Kansas City is a city of 
many steep grades, but the particular hill that dealers choose to prove 
the power of their cars is known as 'Reservoir Hill' with a 16% grade. 
Not long ago a chap came into our place and told us that he was trying 
out five different makes of automobiles, all of which had been demon- 
strated to him on Reservoir Hill. He wanted to see what the Super-Six 
could do with an 8-mile an hour start going up that hill on high gear. 
We welcomed these conditions, because we knew that the hill in ques- 
tion was easy for the Super-Six geared in high. So we took the pros- 
pect out and showed him the car that could play with Reservoir Hill. 
He stopped in the middle of the climb and asked us to take him back 
to our shop to sign an order. He was convinced in two minutes that 
the Super-Six had the power he was looking for and had not found 
until he tried it. 

Canyon Touring in a Super-Six 



a 



TONY CHISUM, distributer at Amarilla, Texas, recently toured 
with his family through the rough canyons of New Mexico. 
Above picture shows a pause enroute through the thirty-mile 
Tejaras Canyon, ten miles east of Albuquerque. Mr. Chisum, in the 
course of a chat during his visit to the factory last month, said that 
no car has ever been able to negotiate the rough canyons and mountain 
passes of his part of the country with such ease and comfort as the 
Super-Six. 

First Sale at New Price Claimed 
by Several 

IT looks as though there may be a number of competitors for the 
distinction of selling the first Super-Six at the new price. 
Here is what Ailing & Miles, Rochester distributers, wrote on 
the 12th: 

"The article concerning the first sale of a Super-Six at the new 
price in the last issue of the TRIANGLE called forth a spasm on the 
part of one of our selling lights, Lu F. Sherman. We have November 
30th beaten by six days and several hours. Mr. Sherman sold a 
Phaeton to Frederick F. Smith, of Rochester, on November 24th, for 
April delivery, taking the buyer's old car in trade for $375.00." 

Copy of the order in substantiation of above was transmitted. 

From Shreveport, La., comes this telegram from Wray-Dickinson 
Co.: "Sold and delivered new Super-Six November twenty -ninth two 
P. M. Send us the prize." 

Judging by these reports, the "returns are not all in." 

Veteran of 70 Revisiting Battlefields 
In Super-Six 

CIVILIZATION may have tempered the rugged sturdiness of our 
forefathers, but it failed to make a lasting impression on L. J. 
Merritt, 70, white-haired, but still a bear for romance and 
adventure. With his wife, son, daughter-in-law and a friend, he is 
touring from Des Moines to Palm Beach, Fla. The party camp out 
at night. A feature of the tour is to be a visit to all the historic 
battlefields en route south. Merritt, Sr., fought through the Civil 
War. The Super-Six was chosen for this big trip on its record as a 
dependable cross-country performer. 

THERE is no royal road to fame or fortune except by hard 
conscientious work and keeping everlastingly at it. Wishing 
won't get you anywhere — work will. 
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1 Lange & Co. Have Palatial Hudson Establishment at Havana ] 
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THERE are few finer Hudson distributing establishments any- 
where than that of Lange & Co., who handle Hudsons at Havana, 
Cuba. The center picture in the above group shows the sales- 
room. This is the only strictly modern, and by far the most attractive 
automobile building in Cuba. It is located on "The Prado," Havana's 
most pretentious thoroughfare. The interior of this establishment, 
showing the spacious showroom, is seen in the picture at the right. 
At the left is a view of the Hudson service station, a building of rare 
beauty and distinguished architectural design. The man who is in 
charge of this service station was also the designer'of both buildings. 
He was a famous Mexican architect before he went to Havana. > 
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Business Is Immense 

BUSINESS is immense," 
said Louis Geyler, Chi- 
cago distributer, in the 

course of a chat at the factory 

last week. 

"We are selling as many as 23 

cars a day, and the closed-car 

sales are larger than ever before. 

The son of a wealthy Chicago 

man came into our place a few 

days ago, looked at the last town 

car we had on the floor, asked 

the salesman three questions, 

signed an order and was gone in 

exactly seven minutes. 

"We are operating under 

greatly improved area conditions 

in our new service building re- 
cently opened. And, surprising 

as it may seem, we are already 

congested. We have not room 

for the expansion of our business 

and will soon have to plan to get 

more space. It's a concise, sci- 
entific business of merchandising 

used cars that we are conducting 

at the new building. We take in 

many of them and dispose of 

them quickly. Our stock is con- 
stantly on the move. There is 

no diminution of the popularity 

of the Hudson Super-Six. Busi- 
ness never lags. This fall it has 

been wonderful. 1917 is a year 

of great promise to those who 

sell the Super-Six." : ^ !;l: , , . ,, li|Mi ( ,,,, , , ,. p .. 

Trip That Proved Speed and Economy 

JM. CHISHAM drove his new Super-Six from Atchison, Kansas, 
to Manitou, Colorado, for the Pike's Peak Hill Climb. The dis- 
tance is 728 miles, and his running time was thirty-one hours 
and fifteen minutes. Forty-eight gallons of gasoline were used. The 
average time was 23 miles an hour and the gasoline consumption was 
1 5 miles to the gallon. The Super-Six is Mr. Chisham's first car. 
The trip to Colorado and back to Kansas was accomplished without 
trouble of any description, and he is extremely proud of his car. It 
was an exceptionally fine performance, especially for a new car 
and its owner has reason to feel good over it. 
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Better Than Ever 

THE December 16 issue of the Hudson Super-Six 
News Pictorial is out. Look it over critically when 
you get your copy. Compare it with the pictorial 
magazines sold by your newsdealers. Compare it with 
any of the ''house-organs" or illustrated publications 
issued by other motor car manufacturers. Judged by 
any standard of comparison, you will be bound to con- 
cede that it is attractive and artistic. That the pictures 
are not only photographically excellent, but cover a wide 
range of subjects of universal interest. 

Among recent visitors to the factory have been a 
number of Hudson distributers who advertise most ex- 
tensively, who are good judges of advertising and shrewd 
merchants. These men have unanimously expressed 
the opinion that the Hudson Super-Six News Pictorial 
is the best mailing piece ever devised to awaken the 
buying impulse in motor car prospects. 

Then why not accept the judgment of the Hudson 
advertising department and the opinion of distributers 
who have achieved large success in selling cars? 

Those who have not yet arranged for the mailing of 
the Hudson Super-Six News Pictorial to their prospects 
are neglecting an opportunity. And those whose 
present list is small will be wise to carefully select more 
names and increase their list. A big circulation of this 
publication will create interest and discussion concern- 
ing Hudson cars that will help all distributers and 
dealers make sales. The sale of just ONE car will pay 
for a large mailing list for any dealer. Send in your 
order and names without delay. Get the Hudson 
Super-Six News Pictorial working among your prospects 
to make inquiries and sales. 



The .salesroom is planned along American lines. Lange & Co. now 
employ a regular sales force and instead of waiting for people to come 
in and buy, as is the custom of most Cuban Automobile dealers, 
they are going out after prospects in the good old-fashioned Amer- 
ican way. All this is vouched for by a Hudson factory official who 
recently returned from a visit to Havana. He says "the Super-Six is 
supreme in Cuba. Lange & Co. have done their part to make it so. 
It is a well accepted fact that if you want to go anywhere or do 
anything difficult, you must use a Hudson. If there is any one spot 
in the whole wide world where the Hudson car has the bulge for 
prestige it is in Cuba." 

Courtesy Built Fortune 

THE November issue of 
Associated Advertising has 
a story of the power of 
courtesy as a business builder. 
It tells of an ice manufacturer in 
a central western city who has 
risen, within a few years, from 
the position of a street car con- 
ductor to that of owner of a 
business worth $250,000. At 
about the time the horse and 
mule drawn cars gave way to the 
"trolley," this man, then just off 
the farm, became a car con- 
ductor. His courtesy to young 
and old became a household 
word. When it was announced 
that he was going into the ice 
business, his former passengers 
showed their appreciation by 
giving him their patronage. He 
grew to be the leading ice manu- 
facturer of his section. His "ice 
men," it goes without saying, 
were required to be as courteous 
to customers as their boss form- 
erly was to the street- car passen- 
gers, who made him the pros- 
perous man he now is. 

Courtesy ALWAYS has its re- 
ward. It is its own reward. But 
it is a business asset of the first 
importance. Be courteous for 
courtesy's sake — and also for 
sound business reasons. Suppose 
a courteous automobile salesman 
or service man gets a start in the 
business for himself. There's 
always the chance that buyers 
will flock to him like they did to 
ii... ,, ,1 i|.ii;..uni ii.ii m 1 ■ ■ .- ' -7 the ice man. 

A Selling Plan That Works 

OB. BARKER, Jr., of the Crandall Motor Car Co., dealers 
at Oak Park, Illinois, made one of his periodical visits to the 
factory recently. He brought the buyer of a Super-Six with 
him. Also a prospective buyer. He drove them both back in the 
already sold car. Mr. Barker and Mr. Crandall have been working 
this system all the year. It works out beautifully. The buyer 
arrives home all enthused over his new Super-Six. The prospect 
is ditto over the buyer's car. Like as not HE will be the buyer on 
the next trip from the factory — and there will be another prospect 
sitting alongside. Sort of an end less chain selling idea. 



A^VA^A^AyA^AVAVAVAVAVAVAVAV^^ V7 aVa^aVaVaVaVaVaVaVaVaVaVaVaVaVaVaVaVaVaVaVaVaV A VaVaVaV a V a V a V a V a V a V a V a V a -Av 



-4 — 



Digitized by VjOOQlC 




sou 




ik 



VOLUME VI. 



DETROIT. MICHIGAN. DECEMBER 23. 1916. 



NUMBER 26 



) I 
i j 



* i 



We of the great Hudson organization that girds the earth have had a year ot 
prosperity. The Cornucopia of Plenty has been prodigal to us. 

Then let us now enjoy the fruits of bur profits, sharing generously with the less 
fortunate whose portion of the world's bounty has been lean. 

What a mellowing time this season is ! How it estops for a brief period the keen 
methods of our necessary commerce and weaves into our moods the sentiments 
of universal kinship ! 

And well may it be so. For, soon enough after this happy season wanes, we will 
all hearken again to the trumpet call to action. 

A year ago we were all aglow with expectancy. The Super-Six was about to 
be announced. Our curiosity concerning the new Hudson creation was whetted 
to the topmost pitch. 

The Super-Six made its debut. It has conquered. Its achievements, its mar- 
velous records for power, speed and endurance, have resounded all over the world. 

We of the Big Family have taken pride in the prowess and honors of the greatest 
car the Hudson factory has produced. As 1916 fades the Super-Six is crowned with 
the laurels of a victor. The factory has produced and you have in turn sold 27,000 
Super-Sixes to men and women who have joined in the big chorus of acclaim. 

It has been a great year. Then let us celebrate it with a blithe spirit, as befits 
the season and its time-honored customs. 

Merry Christmas, Big Hudson Family; may we greet you again right 
merrily one year from now ! 
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Automobile Dealers Cultivated 
Christmas Trade This Year 
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"TVT'OT until the present season has the automobile industry 
I ^ put forth such well-directed and hearty efforts at capitaliz- 
"^ ^ ing the Christmas spirit by cultivating the Christmas 
trade. In other lines great stress is laid upon campaigns for holiday 
trade, and surprisingly fruitful results are obtained, even in lines 
that do not lend themselves readily to gift purchases. With its 
prevalence and growing popularity, the automobile and its appur- 
tenances is now nearer than ever before to the Christmas buyer's 
heart, while prosperity and low prices bring it nearer his purse than 
ever before." — Automobile Topics. 



The tendency to include motor cars and appurtenances in the list 
of possible gifts, adverted to in the foregoing editorial in the Dec. 9 
issue of Automobile Topics, is confirmed by the course pursued by a 
number of Hudson distributers and dealers this year. They used 
copy suggesting a Super-Six for a Christmas gift furnished by the 
advertising department and reports indicate many sales for Christmas 
delivery as the result of this campaign. 

Dealers in the larger cities who took advantage of the Christmas 
season to advertise closed cars met with gratifying results. 
pan v„« M „.«™, MM «^ 

Seven Million Prospects for Automobiles { 

SO much has been written relative to the development of the 
, motor car industry and so many prophecies have been ven- 
tured without proper consideration of vital and controlling 
factors, that a clear and simple analysis of the subject may serve to 
dissipate much of the unfounded conjecture. 

The automobile market is divided into two broad fields. First, 
the rural class, which includes all persons engaged in farming and 
others in various businesses who live in towns of less than 500 popu- 
lation. Second is the urban class, which comprises all people in 
any but farming pursuits,who live in towns of 500 or more population. 

In the rural, or farming market, there are 6,500,000 families. One 
million of these now own motor cars and 1,500,000 are poor, illiterate 
or Negroes, who for the purpose of this study may be excluded from 
the prospective buying class. There are then 4,000,000 farm families 
who are potential automobile owners. 

In the urban class, covered by 11,000 towns and cities of more 
than 500 population, there are about 5,000,000 home owners of which 
number only 2,000,000 now own cars. Accordingly there remain 
3,000,000 prospective buyers in this class, or a total actual unsold 
market, in both rural and urban classes, of 7,000,000. 



Australian Distributer Inspired 
By Factory Visit 



i 



ROBERT LANE, who is "Bob" to motorists of Melbourne, 
Hudson distributer for the state of Victoria in Australia, has 
just departed from a visit to the factory. 

It was Mr. Lane's first visit to the Hudson plant. He toured 
it thoroughly, intensely interested and enthusiastic over everything 
he saw. 

"It is a rare and new experience for me to see this immense place," 
was his comment before leaving. I will carry home to Australia a 
mental picture of Hudson Super-Sixes in the making that will never 
fail to stimulate my enthusiasm. What I have seen here will strengthen 
my sales talks and help my sales. I feel that it was well worth my 
while to cross the Pacific ocean and the continent of America to get 
this view of the Hudson establishment. It has more than ever con- 
vinced me of my good fortune in having the Super-Six to sell. By the 
way it is known in my far-away Australian territory as 'the no trouble 
car,' a reputation that does us a lot of good." 

These sentiments expressed by our Australian distributer suggest 
the thought that other foreign dealers who find it practicable to come 
to Detroit and get a first-hand view of the Hudson factory and its 
organization will profit by the experience. 
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Territory is What You Make It 

TERRITORY is what you make it. All territory is good when 
the salesman has seized its opportunities and cultivated them. 
Territory is like land that has never been broken, plowed, 
planted or cultivated. It all contains the nutriment, the force that 
will make crops grow. When a salesman goes into a territory that 
is "new p to him, he is like the pioneer going into an unsettled region. 
The scene looks barren and his chance of success seems slim, because 
he has only raw materials at hand. He must make a place for him- 
self. He must make the ground yield him a bountiful harvest each 
year. He must do things by bringing together the scattered ends 
of uncultivated opportunity. 

Undiscovered America was just so much scenery. But MEN 
PLUS TRAINED EFFORTS made it the most productive, busiest 
continent in the world. 

To the salesman whose point of view is not rightly adjusted, 
ALL territory is only just so much scenery. Unless he can take 
raw material and create orders out of it, he fails to make the most of 
his opportunities. 

The steel, valves, pistons, cylinders, crankshafts and all other 
parts of the Hudson Super-Six were once ore, or raw material of 
some kind. The demand that exists for automobiles of merit every- 
where needs only the WORKMANSHIP of sales ability to turn that 
demand into orders. 

No Hudson salesman need force himself to believe in any terri- 
tory. He must believe in the Super-Six and IN HIMSELF. He 
carries with him all the possibilities he needs. Successful salesmen 
succeed everywhere. 

Goods that are ordered in vast quantities in any territory were 
once unknown in that section. Salesmanship created a place and a 
demand for them, because the salesman KNEW that these goods 
merited consideration. 

Once a salesman has made up his mind to succeed, ALL 
territory is GOOD territory. 



Used-Car Ad. Pulls Again 
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•16 Bttkk Littla Six $675 

5 Passenger, color blue: Equipment in- 
cludes 1 extra tire, special dimmers, 
like new. See this car before you buy 
anew ooe. 



C^illac «, $860 

7 Passenger Touring. Color 
Runs like new. Good tires. 



HttdsM Ufht Six, $575 



Green. 5 or 7 ***»• Repainted Brae Gssd 
. mechanical condition. Dectrk hgbt 
and Starter. 



'17 OvarUnd 6, 5600 

5 or 7 Pas. Perfect mechanical 
condition. Good Buy- 

'17 Cat* 4, $450 

Touring. 5 Pas. Electric Lights. 
Starter. 



Lyras-KaJfht $600 

Touring Car. Cost $3100. Me- 
chanically perfect Tires brand 
new. High gradecar.ato cheap 
car price. 



'16 H«4»m 6, $750 

Yacht Line 7 Passenger Body. 
Perfect mechanical condition. 



Save $100 to $200 

on these Fine Cars j 

Easg Terms — Monthly Papments— Stor- ; 
age Free until Spring— You wont miss j 
the monep. 

Use any car ooe week. If it isn't satisfactory 
come and get your money back on our "Cus- 
tomers must be satisfied guarantee plan." 

UlMoniMWMikitiniwiH Uaal an «■ a» Mite* i »- 

Tka i i ia u afcai lian I far IWw 9aarr«i ha* tenthl la aa 
aalaanan-afaactaatnlaan. SJawaaoaw raatan lai i«> ■ 
■a ■ a* anr. •>( laaif man «awai a SoanSrju 



FtW, $22S 



miles. Prest-O-Lite Tea 
fine Mechanically a K. 

Fart, $350 

S Passenger. Like saw. West- 
inghoose Dectrte Starter. Lights. 
Demountable runs, msisisi saw 
non-akid Tires and 2 extra Tires. 
Natural Wood Wheels. 



Oawriud. $375 

' 1916 S 

i Electric Lights 



Hfllor Cam Kim- Not C**d alt WLlrr 
C«aalf>«a«aMhff a< ■*• la. priaai aai< .aria*. «fck* hi awWkL 
NRliamMi'lkiuatiiai, far aaM af tar aaid ewa thai -U »* 
aSxaa- ant a ^M hw km a>i««a all -tour. It» ia« aararu 

Ysa can -are from SIM la 1200 by Uyiat now. 
And remember ysa ean bay oa easy terms. 
Came before (be c hoic e cars arc all gone. 



Splendid 
Fine car 



car for business or profess 



HvdbM S*nnr-6ix,$1100 



non-skid tires. Four months flee 



17 Hudnon Sujsr-Slx, $1280 
Demonstrator. Run leas than 3500 



.$375 

p^,^..^ ti—. _.| i 5 Passengers. Weetinghonse Electric 
?°StTTlre Wl PerfS ml! ! Starter. DemounuNe Wma Repent- 

chanical condition. Like new. 6 j 

months free inspection 



ed. Mechanically K. 



•17 Oemlastra. $675 

rXitoRanArat 3400 R P.M. 5P 
Like new. WHh same gosratee 
new car. Run less than 3000 ssBa 



Cars on Show at Salesroom 

Flatiron Building 2nd Floor 



Phone 808 



MC EL WEE & MARSHALL, Hudson dealers at Morristown, 
N. J. "hopped to it" when they saw the reproduction of 
the page ad. that cleaned the Michigan distributer's floor 
of used cars. They adapted the plan to their used-car bulletin, in 
the manner indicated in the above reproduction from the letter-sired 
sheet. The result was the sale of eleven used-cars in live days. The 
response to this bulletin was immediate. McElwee & Marshall will 
repeat it from time to time. This is excellent work in a town of 
12,000 inhabitants. There's a suggestion here for other small city 
dealers. 
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Who Sold First Super-Six at New Price? 

Claimants for This Honor Multiply. 



THE TRIANGLE "started something" when it printed in the 
Dec. 9 issue the article headed "Almost a Dead Heat — Who 
Sells First Car at New Price?" By wire and mail come many 
candidates for the honor of making that first sale. 



Boston Makes Bid 

F. A. Ordway, vice-president of the Henley-Kimball Company, 
Boston distributer, writes: 

"Your article in Dec. 9th issue regarding 'Almost A Dead Heat* 
to sell first car at new price interests the writer. I took an order for a 
Hudson Super-Six Oct. 24th for $1725 delivered in Boston to John 
H. Galvin. Between Oct. 24 and Dec. 1 we sold seven Super-Sixes 
at the new price." 

Shreveport, Louisiana's Claim 

Wray-Dickinson Co. wrote under date of the 1 2th : 
"We have just sent you paid message saying 'Sold and delivered 
new Super-Six Nov. 29th, 2 P. M. Send us the prize.' Judging by 
the Dec. 9th issue of the HUDSON TRIANGLE, we are very forcibly 
inclined to believe that we get the prize. We presume the prize is 
something like a thousand dollars in gold, and we would thank you 
to let it come forward by first express. We would like to add it 
to our Christmas shopping fund." 



Then Comes Lawrence, Mass. 

The Willis Motor Car Co., dealer at Lawrence, Mass., says "I 
sold Mrs. Annie E. Lindsay, of Haverhill, a roadster for March de- 
livery, and have her order signed and dated Nov. 14, 1916." 

Denver Hits Wire Thus : 

"Noticed article in TRIANGLE sale of first Hudson Super-Six 
at new price. We made demonstration Nov. 26th, sold new car at 
new price 27th. Delivered same 28th. 

TOM BOTTERILL." 

Diggs Butts In 

Roy Diggs, of the T. C. Power Co., Helena distributers, was 
at the factory when above message was delivered at the TRIANGLE 
office. "I'm in on the first car sale stuff. We sold a Super-Six at 
the new price before Dec. 1 to Smith Bros., of Toston, Mont. I'm 
going to wire Helena for correct dope." 

Hartford, Connecticut, Enters 

H. W. Smith of the Harrington-Hudson Co., distributers at 
Hartford, Conn., writes "On Nov. 3rd we received our first car which 
was to sell at the new price of $1650. . The car brought to our sales- 
room a great many people interested in the Super-Six. We took 
four orders, on Nov. 10th, 11th, 20th and 21st. The first two sales 
were made by our salesman, Jos. F. Clark, the Nov. 20th order was 
taken by our manager, D. A. Harrington, Jr., and the fourth sale was 
made by H. C. Fay. We are anxious to hear if there are any other 
dealers who can claim sales of an earlier date." 

There you are TRIANGLE readers. No attempt is made to 
"pick the winner" at this time, because it is expected that we will 
yet hear from points more distant than Louisiana and Colorado. 
The discussion is interesting as an indication of late season sales 
activity. Also it shows that the new price won't scare people who 
want the Super-Six. 
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The Finest Automobile Showroom West of Chicago 
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rAROLD L. ARNOLD, Hudson distributer at Los Angeles, 
takes pride in his new establishment. A glance at the above 
• reproduction of a recent photograph of the Arnold showroom 
convinces that his pride is justified. Those familiar with all the 
eastern automobile sales departments concede it to be not only 
the finest in the west, but unrivaled in beauty anywhere. The 



decorations are unique, modern and individual, and they were de- 
signed especially for this Hudson showroom. The rugs and furniture 
were made to order with a view to perfect harmony. Credit for this 
beautiful photograph is given O. K. Parker, advertising manager 
of the Arnold establishment. It is an unusually fine production, and 
it is a pleasure to reproduce it in the TRIANGLE. 
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How's Your "Good Morning " Face 
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TOO many of us go through life with "the stopple in." Little 
by little we cultivate the pernicious habit of bottling up our 
feelings and thereby lose that fine enthusiasm which is the very 
zest of life. 

My friend, advises a philosopher in the Boston Post, do not re- 
press your emotions. Wear your heart on your sleeve now and then 
— let your soul-bubbles come to the surface — it will do you good to 
sometimes show your hand. 

We are prone, some of us, as we mature, to fancy it a weakness 
to give even our best friends a glimpse of our souls — our real feelings 
in the nude are something which we feel must forever be concealed. 

If there rises from the heart a generous impulse, it gets no further 
than the threshold of the lips and there it dies in silence. The heart 
may be sorely wounded and starving for sympathy which is waiting 
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| Australians Give Roadway 

To The Super-Six 




The Hudson Super-Six is already being acclaimed "Knight of the 
Roads* 1 in Australia. Picture shows motorists of the Auto Club of Queens- 
land watching the Super-Six in a terrific speed dash to the summit of Mt. 
Coot ha, a stiff climb near Brisbane. 

Organization Is Important Factor 

Walter Bemb Tells What Makes 
A Successful Business 



UILDING a modern business is like constructing a tri- 
umphal arch such as the ancient Romans built," says Wal- 
ter J. Bemb, president of the Bemb-Robinson Co., Michigan 
distributer. "These arches were erected bit by bit, stone by stone, 
through days, months and even years of steady labor. Materials 
were secured sometimes from great distances. Then began the work 
of construction. Each stone was selected for its particular place be- 
cause of its shape and size or other qualification, and because it would 
fit in with the others. 

"As the arch slowly reared its twin sides, there came the problem 
of uniting them so they would be steady, strong and solid. Some 
ancient genius invented the keystone, that peculiar wedge-shaped 
rock used by every arch-builder since, which supports both sides of 
the structure as they curve in toward each other and locks them in 
position so tightly and so firmly that nothing short of an earthquake 
can destroy their beauty and enduring strength. 

"That is just the way in which large, modern commercial enter- 
prises, such as ours, are built up. The men employed by us have 
been secured here and there, wherever and whenever their qualifica- 
tions and accomplishments brought them to our attention. Some 
came from New York and other eastern points, some from Chicago, 
the west and the south. Several are from the Hudson factory. All 
have been chosen because of special qualifications and experience 
which fitted them for their particular duties here. All are trained 
men. There are no tyros. All have their own special tasks to per- 
form and every man and department head recognizes his individual 
responsibility. 

"What about the keystone? The keystone of this, of every suc- 
cessful business, is organization. A body of men, no matter how 
large, is not necessarily an organization. It may be a mob. The 
arch was nothing but a pile of stone, before the architect put them 
together properly. And so with us. Beginning with the men, with 
high ideals and with a fair fixed policy in regard to sales and service, 
we have developed an organization welded together by the dominant 
idea that individuals prosper just in proportion as they work in har- 
mony with each other. The great end we are striving for is perfect 
satisfaction of every Hudson owner through the rendition of the 
best possible service." 



to minister on every hand, but the hunger is never voiced and the 
heart bleeds on unfed. 

Too many of us are prone to look with cynicism instead of admira- 
tion on the youthful effervescence of grown-up men and women. 
Ah, if you could but know what a priceless possession is the heart of a 
child in a man, you would not be a cynic — your very soul would be 
seared with envy! 

Repression is vicious. Repression of your thoughts and feelings 
— the "canning up" within you of your emotions, the stifling of your 
generous impulses, the damming back of your troubles on which to 
browse in a vicious circle, will make you wretched. 

Let your face be the mirror of your heart. Let your tongue be the 
safety valve of your soul. But remember that when you "bottle 
up" you brood. Keep the stopple out! 

Good morning! 

j Hudson-Phillips Organization Hold | 
Its Annual Feast 

iatiniMHniiMiroiMiiMwiMiiMiMHmHMiiwitiMiwwmiw^ 

THE Hudson-Phillips Motor Car Co., distributers at St. Louis, 
held its second annual dinner at the 'Missouri Athletic Club 
recently. Covers were laid for everybody in the organization 
— salesmen, clerks, telephone operators, apprentices, shop-men— 
to the number of 124. The St. Louis distributer inaugurated these 
dinners with a view of impressing upon employees the fact that they 
are highly regarded as individual members of the organization, cogs 
in the big business wheel that markets the Hudson Super-Six in that 
territory. 

C. C. Winningham represented the Hudson factory at the dinner 
and made a brief address in which he pointed out that those present 
were 124 units in the big aggregation of ten thousand individuals 
interested in the sale and service of Hudson motor cars in the United 
States. That the Hudson-Phillips Motor Car Company is one of 
fifteen hundred subsidiary organizations, all being banded together 
in a harmonious, cooperative effort to accomplish the same ends. 
That they were organized like an army in which each man performed 
his function, and in which each man was an important factor in carry- 
ing out the whole plan. 

Ralph Mulford, en route to the factory from his trip out on the 
Pacific Coast, stopped off at St. Louis and attended the feast. Ralph, 
who has developed quite a capacity for after-dinner talking of late, 
also addressed the assembled 124. He told of his coming to the 
Hudson Motor Car Company and of the surprise he experienced the 
first time he felt the power of the Super-Six. It was the first car he 
had ever taken in hand that he could not break up. It was this 
discovery, Mulford said, that influenced his decision to continue 
with the Hudson Company. "And I've sure given the Super-Six 
some of the awfulest tests that any car was ever put to, and haven't 
been able to use one hard enough yet to make it show appreciable 
wear," was his concluding remark. 

Meetings of this sort, which include all employees of an organiza- 
tion, tend toward greater individual efficiency. They make every 
individual feel his importance to the whole and thus amalgamate 
and cement the relations of every unit from top to bottom. Dis- 
tributers and dealers who make it a practice to gather their workers 
around a festive board occasionally will reap splendid returns in 
better service. The workers like to get together and see each other 
en masse and to exchange views with each other and with the officials 
at the top. The custom is a growing one in all branches of business. 

g. M .,,.,.., N ,..„,.UM. l mm.MN.m.,u.......m.iM»...«^ 

j National Motor Car Shipments 

REPORT of the National Automobile Chamber of Commerce 
gives some interesting figures on the motor car shipping situ- 
ation. This report shows that shipments of cars were materially 
curtailed on November, owing to the freight car shortage and freight 
congestion. Only 112 more freight cars were used in November, 
1916, over the same month in 1915. The total for November was 
17,250. Since July 1 last 97,982 freight carloads of automobiles have 
been shipped as compared to 85,202 for the same period last year. 

| The Lincoln Highway Is Stimulating ( 
Good Roads Activity 

"f** OOD Roads" is a term that is fast becoming universal. 
It The Lincoln Highway, of which R. D. Chapin is vice-presi- 
^■^ dent, is the father of dozens of "Permanent Road" organiza- 
tions throughout the country. The example of its builders has 
stimulated good road activity. Traffic over the Lincoln Highway 
has increased 500% in three years. 

Nearly $6,000,000 spent to improve the Lincoln Highway 
in 1916. In thirteen Iowa counties traversed by the Highway, over 
$900,000 was used to improve this transcontinental road. 
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VOLUME VI. 



DETROIT, MICHIGAN, DECEMBER 30, 1916. 



NUMBER 27 



The New York Automobile Show 

Grand Central Palace, January 6 to 13 Inclusive 



Information for All Hudson Distributers and Dealers East of the Mississippi 

and All Others Who Attend the Show 



The 1917 New York automobile show will beheld in the Grand Central Palace, 
New York City, beginning Saturday, January 6th, at 2 P. M. and continuing until 
January 13th, closing at 10:30 P. M. 

The Hudson Motor Car Company, as usual, will be represented at the exhibit 
by a number of its officers, traveling factory representatives and attaches of the 
Sales, Advertising and Service Departments. 

Offices have been engaged at the Hotel Biltmore, an ideal location, and con- 
venient to the Grand Central Palace and the Grand Central Railroad Station. 



Office Hours 

The Hudson offices in the Biltmore will be 
open from 10 A. M. until 12:30 P. M. and from 
2 P. M. until 5 P. M. every day during the 
show. Mr. Winningham and Mr. McCornack 
will be at the offices in the Biltmore most of 
the time during office hours. Members of the 
advertising and sales staff also will be found 
at the office during the day. Our Service 
department will be represented at the exhibit 
and at the offices and will take up any phase of 
the service inspection plan with you. 

On account of the tremendous crowds at the 
Palace and congested conditions at the ex- 
hibit, it will be necessary to transact all factory 
business at the offices in the Biltmore. The 
representative of the Company on duty at the 
booth will be glad to make appointments with 
any of the officials or traveling representatives 
to suit your convenience. 

You will be able to meet the traveling repre- 
sentative of your district at the offices in the 
Biltmore during the day. 

To Visiting Dealers 

Make your presence known as soon as pos- 
sible after your arrival in New York. We can 
make your visit to the show much more en- 
joyable and satisfactory if we can have a few 
minutes' talk with you. We want you to feel 
that you will be more than welcome both at 
the Hudson booth in the Grand Central Palace 
and at the offices in the Hotel Biltmore. Step 
up to the Hudson factory representative on 



duty at the exhibit and he will be glad to ex- 
tend you every courtesy. 

Tickets 

The N. A. C. C. Show Committee has sent 
three tickets to every Hudson dealer. If you 
have not received these please communicate 
with A. L. Prindle, N. A. C. C, No. 7 East 42nd 
Street, New York. There will be no passes 
issued at the show. 

Send Us Advance Notice 

It would make matters easier if you would 
fill out and mail us the card enclosed with this 
issue of the TRIANGLE. If we know in advance 
when to expect you or the representative of your 
organization, we can arrange our time to suit 
your convenience and conclude matters of 
business with as little delay as possible. 

The Hudson Postoffice 

Mail may be addressed in your name, care 
the Hudson Motor Car Company, Hotel Bilt- 
more, New York City. Telegrams the same. 
Feel at liberty to make full use of our offices 
and equipment. A stenographer will be at your 
service during office hours. Complete files of 
the New York papers will be on hand daily. 
Local and long distance telephone messages 
may be sent from and received at the Hudson 
office. In fact, we are going to do everything 
to make your visit to the show instructive, con- 
venient and satisfactory. 

Put this TRIANGLE in your pocket if you 
are going to the New York Show. 
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Make The Goods Live 



THERE is a pride in possession. That pride is molded from the 
raw material of desire, which places money as a secondary con- 
sideration. 

Just as the enthusiastic owner of a Hudson Super-Six can feel 
the tremendous reserve power of its motor as he starts to climb 
a steep grade, and becomes tense in his desire to assist that mechanical 
effort, so does the skilled salesman feel everything he says in behalf 
of his car. When he talks power, he feels power. When he argues 
smoothness, his feelings are dominated by perfect coordination as 
though he were traveling on a velvet-cushioned roadway. When he 
talks endurance, he feels as solid as Gibraltar — immune to the ravages 
of time and abuse. 

He makes the prospect feel the same way. This is the ability 
to live out the material properties of that which is being discussed. 
It is the rarest gift of the man who sells. 

It is this kind of salesmanship that transforms the value of the 
merchandise discussed by the assumption of its various qualities. 
The Super-Six salesman thus gifted can always stimulate favorable 



thought in the minds of prospects concerning the Hudson car. He 
can take them away from the metes and bounds of what they observe. 
He can lead them into feeling mentally the superiority that he portrays. 
And once he does this, he is supported by the desire of the prospect 
to possess the car. 

This is not necessarily histrionic art. It is sincerity of belief — con- 
fidence in the Super-Six, based on a thorough acquaintance with 
what it is and what it has done to justify such confidence and en- 
thusiasm. The Super-Six salesman who takes pains to charge his 
mind with all the available records of Super-Six prowess will readily 
assimilate a firm conviction that the car is all that is claimed for it. 

Salesmanship of that kind is not laborious. It converts work 
into play. It makes the salesman anxious to present his story to tell 
prospects of the qualities in the goods he feels; to make them feel 
those qualities as he feels them. 

You've got to "make the goods live." You must be sold on a 
thing yourself before you can successfully sell it to others. 



1916 Has Been 
a Great Year 



WIS issue of the TRI- 
ANGLE bears the date 
of December 30, the 
last work day of a great year. 

1916 has been a year of 
ambitious, strenuous labor 
for the Hudson family. On 
its threshold the Super-Six 
was announced. 

The introduction to the 
public of a new model is 
always a herculean task for 
the manufacturer and the 
selling organization. 

The Super-Six was herald- 
ed with claims for it that 
created a flood of gossip and 
curiosity. 

The Hudson factory 
promised to produce many 
times more Super-Sixes than 
it ever manufactured of any 
previous model. 

It is a pleasant thing to 
glance back upon 1916 and 
find our promises, our am- 
bitions, our most rosy hopes 
so fully realized. The Super- 
Six made good in a big way. 
The factory produced 27,000 
of them. Hudson dealers 
sold them. Their owners are 
pleased beyond expression. 

This is a fine summing up. A lot of hard work has been done, 
and done well. It is no wonder that we are elated — pardonably so 
— on this concluding day of the passing year ! 

With such a record of achievement behind us, the horoscope for 
1917 gives great promise. Let us pull with a will, all together, during 
the coming twelve months, to the end that we may look back on days 
of even greater results and profit than old 1916 meted out to us! 
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Use the TRIANGLE Trade Mark 
in Your Advertising 



DISTRIBUTERS and dealers should always use the triangle 
trade mark in their advertising. It serves to immediately 
identify it as Hudson. Inasmuch as the Hudson factory has 
expended a lot of money to make that trade-mark known, dealers 
ought to make it a point to reap their share of the advantage of using 
it. Proof sheets of the electrotypes of the triangle trade-mark in all 
the sizes carried in stock have recently been sent you. You can get 
any of these by writing the Advertising Department. 



l Dissatisfaction 
I Made World 
Better 

TIE successful people in 
this world are those 
who were not satisfied 
with what they had. They 
wanted more. This applies 
in every branch of human 
effort. Machinery was in- 
vented because men were 
not content with the slow- 
ness of hand labor. Electric 
lights are now used because 
people were dissatisfied with 
the old methods of illumina- 
tion. If people had been 
satisfied with horses and 
buggies and wagons the 
motor car and truck would 
not have been developed. 
In the early days of ma- 
chinery development the cry 
went up that "it was going 
to do the work of a lot of 
people and rob them of their 
work." The contrary has 
been the result. Machinery 
broadened manufacturing. 
By showing production pos- 
sibilities business was ex- 
panded and it took hundreds 
and thousands more work- 
ers to run the machines. 
Better machinery , better light- 
ing, the time-saving automobile, the powerful truck and hundreds of 
other advances growing out of man's dissatisfaction with things as they 
were, have revolutionized the world. If men had been satisfied the world 
would have stood still. In the beginning all great invention and progress 
were exerted to make more money. Men are rich today because they 
were not satisfied to be poor. Nobody will contend that the world was 
better in the old, slow days. We are all heirs to the labor of progress 
that has made men richer, better, healthier and longer-lived. 

-_« 1 1 « » • I Ill ■ I ■ I « ■ 1 1 IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIMIIIIIIIIIIIIIIIIIMIIIIIIIIIIIIIIIIIII|l|llllllllltllllllfllllltllMIIII|IIIIIIIIIIIIIIIIIIIIIIIIIIIIIMIIIII>lllll1i1tl1>Bnpi L. 

Fast Run for Super-Six 
in North Carolina 



1INDSAY FISHEL took six friends for a ride in his Super-Six 
* demonstrator recently. They drove from Winston-Salem to 
Charlotte, 91 miles, in 2 hours and 50 minutes. The weather 
was cold and the roads rough, and although no attempt was made to 
drive economically, the average was fifteen miles to the gallon. The 
car used had been driven 6,000 miles. Considering the load of seven, 
road conditions, weather and the high speed, this is a mighty good 
record. 
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j Make the Super-Six Dominate Your Home Show | 

A Few Suggestions on How to Do It | 

TOUIimUUMmiHItllUMMHIimilllinilMIIIIIIIIIIIIIMmilUHMHIHUIIHIIHIUIIHUim 

AUTOMOBILE show time has rolled around again. Last year of-town visitors should be shown the same courtesy as local people who 
Hudson distributers and dealers were exhibiting the then new are personally known to you. 
Super-Six. This year the Super-Six is world-famous and holds 
all worth-while records. It is sure to be the center of attraction at Talk Only the Hudson Super-SlX 

the shows in both the large and small cities. 

Your local automobile show gives you one of the best opportunities Let the other dealers talk about THEIR cars. Confine your dis- 

of the year to advertise the Super -Six, to get publicity, to make new cussion to the Hudson Super-Six, the car you want to sell. If visitors 
acquaintances that will ripen into live prospects and to make actual ask you questions about other cars, artfully and courteously evade 
sales. them. Neither commend nor condemn the other cars. Let visitors 

Most Hudson distributers and dealers have already sold Super- investigate the other cars for themselves. 
Sixes to people of social prominence in their cities. Play this up for Every salesman should be able to answer without hesitation the 

the usual "Society Night," an occasion which appeals to the social prices of the various Super-Six models. Don't discuss the old prices, 
element and draws great numbers of fine Forget that there ever were any other 

car buyers to the automobile shows. Those k i i n i n ■ ■ ■ i i ■ ■ i i ■ i i i ■ i i i i i i i i< i i i i r prices than those now in effect, 
who have not yet sold a Super-Six to a ? | The advertising department has sent you 

socially prominent man or woman should = g^ g^ m » »rp «■ little cards with the present prices. It 

endeavor to do so at once. People are imi- 1 \*\J JV1 1 IN VJ. ? might be a good idea for salesmen to carry 

tative. One sale of this sort usually leads = im/\ii/\nn «■« on/\tirn 1 these for quick reference, 

to many others. = AUTOMOBILE SHO TY S " lt has alwa y s been found a ^ ood P lan 

= "at shows to seat prospects in the car. Let 

Select a Show Manager I Dec. 18, 19, 20 San Francisco, Cal. I them feel the comfort and luxury of the 

. . , , ^ I Dec. 30-Jan. 6 Cleveland, Ohio ? Super-Six. Salesmen themselves should not 

it is a good plan to select some one ^ Jam. 6-13 New York City i enter the car. As many will want atten- 

from your organization to perform the - Jan! 20-27 !..!!!! 1 ! Detroit, Mich. 1 tion hom salesmen, it is up to them to 

duties of manager or secretary of your ? Jan! 20-27. . . .Montreal, P. Q., Can. = manage to limit the amount of time any 

show. This is usually a task of some mag- | j an " 22-27 Rochester NY = one prospect consumes. Talk to as many 

who^s wimn^to 1 shoulder th^res^n^ 1 Jan ' 23 " 27 •''''''''' Baltimore, Md. ' 1 as you can. 

bilities, work with enthusiasm, who is a ? Jan! 29-Feb! 3 Buffalo *N. Y. ~- Newspaper Publicity 

good "mixer" and knows how to make i nvu* n i n * M;«r,*o'^vi;. *ivji:«« ^ „ ,. , «_i. -^ 

himself locally prominent, if not already ^ E*^ ""i s&fEESlEJ . Srf' - Ge £v aU ** "^P 3 .^ P^Uoty you 

so. The chief thing to bear in mind is that 1 p'u* IS"!? SuT * can - The newspapers g.ve a large amount 

to get the most return from your show you E p'b ill" lUnsa. City Mo t "^ 'P 8 ^ *o motor car shows. Get your big 

have got to bring the Super-Six into the = P ,.' iooc c f i _„:. m_ ' - sha !! e . of lt- . . , . -. - 

spot-light. Star it, get everybody talking I Sb 1924 Driuth Minn = c Th |- "^breaking performances of 

about it. Make the Hudson exhibit the H Su* Vtu Svr.Ju Jli Y = Su P er : S , ,x f dunn 6 the P ast vear . fum,sh 

most sought by show visitors. 1 £'?• \lT 4 SETSStaJ." la "• T* 6 "* 1 *?* m<my n ™ s P*P?. st ° neS ^ 

- reb. l»-Z4 ues Moines, la. ^ these are m course of re-wnting for show 

CnnrtMvtn Viftirnra Imnnrrnnr I E? b * 2 }~?f Omaha, Neb. | purp oses. Distributers and dealers whose 

^OUrtesy tO Visitors important | Mar . 5 . 10 Boston, Mass. | dtieVhave automobile shows will be sup- 

Because the Hudson Super-Six has be- 5 = plied with this publicity material in due 

come a famous car, hundreds and, in some ? What methods did you use at your show ^ time . 

cities, thousands of people will visit their I to »c u ^ e Hudson Super-Six? Write the | with the Super-Six so well advertised, 

local automobile show for the purpose of ? Editor of the TRIANGLE. | Wlt h its string of wonderful performances 

seeing the car that has been so often writ- = ? that have been told to the world by the 

ten up in the newspapers in connection . ■ nm im 1 im 1 ■ ■ 1 1 1 im 1 im ■ mi 1 in 1 in ■ 11 1^ newspapers, it is going to be a big drawing 
with feats of speed and endurance. Take card at this year's shows. Distributers 

care of all these visitors to your exhibit and answer all their questions and dealers should be alert to reap full advantage from this prominence, 
cheerfully and smilingly. Bear in mind that orders are to be taken. Prepare well for your automobile show. Give the Super-Six a display 
Every person who interrogates you about the Super-Six may be a that is worthy the car. Try in every way to make your show 
live prospect. Shows are held to give dealers a chance to meet those pay you by advertising the Super-Six, your business, by adding 
who are interested in motor cars. It depends on the dealer and his to your list of prospects and by making as many actual sales 
assistants whether full advantage is gained by the opportunity. Out- as possible. 



HfllllHIINHaillllllMlllllllllllllllllllllllMllllllllilllll 



iiiHimiiiiiiHiiiiiiiiiiiuiiiiiiimmiifiii& 



The Automobile Industry Increases Prosperity 



TIERE is a group of bankers — "money lenders" perhaps is the 
better term, for they are not real bankers — -much opposed to 
the automobile industry. 

Some of these bankers even propose that banks shall refuse 
credits when the borrowers wish to buy automobiles. 

We can not understand such mental processes. Suppose a man 
takes, say, $1,000 from his bank account to buy a pleasure car, or a 
car for business purposes, or for both. What happens? 

For a brief time the bank's deposits are short that $1,000, if the 
check is cashed. 

The selling agent gets the amount, subtracts his profit and passes 
in the remainder to the factory. 

The factory retains its profit and passes on the remainder to 
workmen, materials concerns and railroads. 

The workmen pay the landlord, the butcher and the baker. 

1 Super-Six for Highway Officials 

nilltHIUIItttllllimilntllllllHIinillllllllllllllltlllllllllDIIIIIIIIIMIIIIIMIMI IIIIIMnininillllUlliniNIIIIIMIIHIIIIIIIIIIIIIIIIMIIIIIIIIIHIMIIIIIIIMIIIIIIIIIIIHMHIHIHMIIUIIIIl' 

TIE Toulumne County Supervisors at Sonora, California, have 
ordered the purchase of two motor cars to be used by road 
officials in maintaining the Mono Highway. One of the of- 
cial cars will be a Hudson Super-Six, the other a Ford. 



The materials concerns pay rent, wages and overhead. The car 
owner becomes a patron of the supply houses. 

And so it goes all down the line. 

Every cent of the $1,000 finally finds its way into the channels 
of production, stimulates fresh production and consumption, and 
eventually comes back to banks accompanied by the profits it has 
earned while at work. 

The banks never make so much money as when people are spend- 
ing money and earning more money by manufacturing and trading — 
no matter whether they manufacture wheelbarrows, bank counters 
or automobiles. 

Every bank in the country ought to give all possible encourage- 
ment to the automobile business. No business has done so much for 
the cause of good roads, for one thing, and nothing more surely is 
making for real prosperity than that. — The Atlanta Georgian, 

I New Office Manager at Grand Rapids | 

?,....». IMMM ...UH... .I..H.I...I...H..MM... U..I..I........I..IIII... ...HUH....... ,..„..„..„.,.„„„.,..„„„ J 

HJ. McKINLEY has been appointed office manager of the Hud- 
son Motor Sales Co., by L. E. Colgrove, distributer at Grand 
Rapids, Michigan. Mr. McKinley is already on the job 
systematizing office details and the service units. 
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Sale of First Car at New Price Has More Claimants 



SINCE the last issue of the TRIANGLE went to press, several 
more communications have been received from dealers reporting 
the dates on which they made Super-Sixes sales at the new price. 

Texas Makes Bid 

Charles E. Sammons, dealer at Stamford, Texas, says, "I sold a 
Super-Six in September to Judge H. W. McConnell of Haskell, Texas. 
The order stipulated delivery in March, 1917, at whatever the list 
price of the Super-Six might be at that time. The Judge gave a 
deposit of $1,000 and my distributer, the Rose-Fosdick Co. at Dallas 
has the signed order. Judge McConnell is now driving a Super-Six I 
sold him last spring. I think I have a 'look-in' on the first sale honors.*' 

Tony Chisum Wires His Story 

The Southwest Hudson Motor Company at Amarillo, Texas, which 
is presided over by Tony Chisum, wired as follows under date of the 
16th, "Sold M. C. Johnson of Clayton, New Mexico, Nov. 21 at new 
price. Sold C. H. Barrett of Ochiltree, Texas, Nov. 28 and delivered 
car. Johnson car with equipment came to $1998. Who is first?" 

Cincinnati Comes to the Center 

Walter Ilg, manager of the Welbon Motor Car Co., Cincinnati 
distributer, writes: 

"We believe we can lay claim to having made the first sale of a 
Super-Six at the new price. The order was taken by our H. C. Ragor 
and is dated Oct. 6th to be delivered to Mrs. E. H. Brown, 7 Lee 
Court, Avondale, on April 1st. 

"Furthermore, there is no second hand car involved, the delivery 



Chinese Steamship Magnate Buys 
a Hudson Super-Six 



TIN ELI, president of the China Mail Steamship Company and 
of the Canton Bank, started out early in the month to buy an 
automobile, says The San Francisco Bulletin. Along automo- 
bile row Mr. Tin — back in China he'd be called "Ah Tin," the polite 
mode of address — made grave and polite inquiries of each dealer about 
his particular car. Withholding comment, he went from place to 
place, finally entering the display room of the H. O. Harrison Co., 
Hudson distributers. Sales Manager Phelps took the prospect in 
hand. 

Stating what seemed to him a simple, obvious and incontestable 
fact, Phelps said something about the Hudson being "the most won- 
derful car in the world." Tin Eli interrupted him suavely. 

"You will pardon me," he said, "but today I have seen just four- 
teen of the 'most wonderful cars in the world.' I am not entirely at 
ease with the English idiom, and there are no Chinese who may hon- 
estly say they come from Missouri; but, as you Americans say, 'show 
me.' " 

Phelps called a driver and they showed him. He bought the car. 
Of course, Phelps says the car sold itself, and that seems fair enough, 
but there was one factor in the deal which he overlooked. Naturally, 
he called his customer Mr. Eli. As, with the Chinese, the family 
name comes first, Phelps was calling him by his given name. Perhaps 
this apparent display of friendliness and good fellowship helped out 
the transaction. However, it is not a method generally recommended, 
though resident Chinese business men are inclined to be lenient with 
our Occidental lack of familiarity with Oriental customs. "Be that 
as it may," Tin Eli exhibited the customary Chinese merchandising 
shrewdness when, after carefully shopping, he decided the Super-Six 
was the best motor car he could buy. 



being made on a straight cash basis, subject to any price that might 
be in existence on date of delivery. Mrs. Brown certainly evidenced 
her confidence in the value and merit of the Super-Six, stating that 
she would have nothing else, and basing her judgment on the results 
her many friends were getting from their Super-Sixes. 

"Now let those who have taken orders at the new price, prior to 
Oct. 6th, speak up." 

Super-Six Sells Readily at New Price 

The Erwin M. Jennings Co., distributer at Bridgeport, Conn, 
report interestingly as follows : "We are pleased to say that 
we have closed quite a number of orders for Super-Sixes since 
the price advanced Dec. 1st. In no case have we had any objection 
or word of adverse comment from the purchasers on the raised price. 
We thought that you would be pleased to know that the value of the 
Hudson car is so well established in the minds of people in our terri- 
tory. It is just another evidence that the Hudson car is definitely 
in the quality class and the value so established that there is little 
argument over the price. We thought you might like to put our 
experience in this connection on record in the TRIANGLE. You 
can make the type as large as you want." 

Others Will Be Heard From 

It still looks as though others will be heard from. The interest 
of TRIANGLE readers in this discussion is gratifying. The number 
of sales at the advanced price is equally so, and tends to confirm the 
wisdom of the decision to make the raise. 

Proud to Get Distributing Rights 
for the Hudson Car 

P |H f ,iiii,i,nimii,i,miiiiim mi i inn mm mm mum iimimninimwiiiiiw* 

THE BIRMINGHAM LEDGER quotes Don Drennen, presi- 
dent of the Birmingham Motor Car Co., new distributers for 
Hudson cars in Alabama, as saying "We are very proud of the 
fact that we have been able to obtain the distributing rights for the 
world-famed Hudson Super-Six. This car we believe to be the best 
of its class in the world." 



Starting Cold Motors 



NUMBERS, 4, 5 and 6 of the series of letters from the Techni- 
cal Service Division on the above subject have gone to dis- 
tributers and dealers. Letter No. 4 recommends that Hudson 
owners use certain high-grade oils during cold weather, No. 5 sug- 
gests the use of a radiator cover to insure heat when running, 6lower 
cooling when standing. No. 6 gives specific instruction as to winter 
setting of spark plugs. 

Your owners will appreciate the suggestions given in this series 
of letters. Don't neglect to have the letters copied and mailed to 
Super-Six owners in your territory. 

| " w "" ~ n .....M.«.M.,.. H M,..M. M ««m,nm.nm„.,m. nm^mnummmmmmmmmnmmmmmmmmm^ 

Four in One Family Buy Hudsons 

F)UR members of the Kohn family, Cleveland merchants, have 
one after another purchased Super-Sixes. They are D. S., 
Joseph, J. W. and William Kohn. Each new Super-Six has been 
bought on the performance of the car for the members of the family 
who first got one. J. N. Wolfinger, of the Hudson-Stuyvesant Motor 
Car Co., at Cleveland, made all four sales. He says the four Kohns 
are mighty proud of the little fleet of Hudson cars. 
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Distributor or Branch House 

A Psychological Analysis 
By R. D. CHAPIN 

/ was interviewed a short time ago by the representative of one of the automobile magazines. They wanted to know 
why the Hudson Motor Car Company has committed itself to the independent distributor plan as the best solution of 
the automobile merchandising problem. My views on this subject were duly published. The essential features of that 
article arc reproduced here. It is believed that the underlying reasons for the plan of distribution adopted by the Hudson 
Company should be known by the Hudson distributing organization. 



DISTRIBUTION has been a big problem to the automobile 
manufacturer. Big sales have created problems in propor- 
tion. The Hudson Company has devoted deep thought to 
these problems. When a man buys a thing as big and as expensive 
and as personal as a motor car, he wants to be satisfied that it is all 
that he expects before he goes ahead. 

So it was considered necessary to have the cars "on the shelf," 
like any other merchandise, where customers could see them. The 
only way to get automobiles "on the shelf" for inspection by possible 
buyers, was to have dealers in every locality. 

Automobile merchandising men have studied the branch store plan 
of some of the shoe manufacturers. They have studied the workings 
of the local salesmen that sell adding machines and cash registers on 
commission, making delivery usually from factory stock. These plans 
were dropped as not feasible in selling so high priced an article as 
an automobile. 

So dealers have proved to be the only solution, and there hardly 
can be any going back to other plans in future. Every plan has been 
tested and the successful makers have settled upon the dealer as the 
best solution of the motor car merchandising problem. 

There are two ways of handling the dealer plan. One is known as 
the branch house plan, adopted generally by the Ford Company in 
their larger territories. 

The other plan is the independent distributor plan, still followed 
by many of the motor car manufacturers. The branch house plan is 
modeled somewhat after the Armour & Co., merchandising plan, where 
branch houses handle the sales to dealers. 

The independent distributor plan is modeled after the ordinary 
wholesale, or jobbing plan, followed in other lines. The tendency of 
automobile distributors who follow this plan is to concentrate and 
specialize in exclusive lines. 



Big Men Needed 



Two big factors enter into the distribution plan. It is necessary 
to get men of the highest grade, and it is necessary to finance dis- 
tribution. 

Under the new Ford plan, much money is involved in branch equip- 
ment and stock. Also high-grade executive ability is required. They 
have about 84 branch managers and 100 assistant branch managers. 
This arrangement could easily eat up more ability of the kind needed 
than can be obtained and held on any reasonable salary basis. Such 
an organization must necessarily be continually changing with the 
demand always existing for more and better men. 

With the demand so great and the supply so small, it is likely 
that many of the branches will be managed by men who are not as 
big as could be secured under a plan which pulled big men. 

The independent distributor plan DOES pull big men, because 
it puts every man on his own responsibility. It puts every distributor 
in business for himself. It does not limit his profits to the bounds 
of a salary, but opens up the opportunity to earn profits limited only 
by the bounds of his business ability. 

Men, BIG MEN, are the real problem in automobile distribu- 
tion. There are not enough big enough men to be had. 

The problem grows more complicated as the price or class of the 
car soars. A low-priced car is not so hard to sell, but it naturally 
comes nearer to the "over-the-counter" merchandising methods than 



does the higher-priced car. The sale of the latter involves more 
money than the customer ever laid out before on any personal thing, 
unless for a home. Investment in a home is viewed differently. 

A distribution plan which efficiently gets a low-priced car into 
the hands of dealers is not necessarily efficient for the higher-priced car. 

If it were practicable to hire men to manage branches on salary 
as efficiently as the desired big type of men will manage similar 
branches for themselves, then the branch house would be the solution 
of the motor car distribution problem. 

The automobile industry has grown up very quickly. Many 
industries twice as old are mere babies in comparison. It has put all 
known methods of merchandising to the severest test. 

During the first years of the industry, many of the men who 
became dealers graduated from the bicycle field. In many instances 
they were found unable to cope with the gigantic tasks of efficient 
distribution. Thus some of the country's biggest men have been 
drawn into automobile distributing, at a rate of compensation com- 
mensurate with their abilities. 

The Hudson Company, composed almost entirely of men who 
have been in the industry since it came into being has, after deeply 
studying the problem, always favored the independent distributor 
plan. The executives of the company have never seen the possibility 
of getting and holding to a salary basis the type of big men they 
wanted to maintain the distributing organization for their type of 
car. 

Man in Business for Self is Best 

Few men spend the money of others as efficiently as they do their 
own. Few men, no matter how big they are, work for others as well 
as they do for themselves. The salaried manager has a feeling of 
holding a temporary job. He is likely to entertain the feeling that 
he could be a better man in business for himself than working for 
someone else. 

His sales efforts are therefore planned with the present in view. He 
is not a builder for the future. His service plans are of the "get by" 
sort. Put the same man in business for himself, instead of as a branch 
manager, his whole business attitude is reversed. He becomes jealous 
of his own ability, of his integrity, of his future. He is determined to 
build his business on a firm and lasting foundation. His dealers, to 
whom he makes wholesale sales, are selected and trained with only 
permanency and efficiency in view. He plans that their profits shall 
gain year by year. Both the distributor and his dealers work together 
for cumulative business advantage. 

Hudson Independent Distributors Succeed 

The Hudson Company has found that its independent distributors 
are really branch houses in all but the method of paying the managers, 
and of financing the distribution plans of each branch. 

Under the independent plan they have been able to get and keep 
a type of men who are high in point of ability. And they have found 
it possible to aid these able men to big success and, in this way, to 
hold them year after year. 

Advocates of the branch house have sometimes used the argument 
that the manufacturer can train his own men better than he can train 
an independent dealer. The Hudson has found it to work the other way. 

(Continued on page two) 
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WHEN the stage is all set for your local automobile show you 
want to be filled with enthusiasm. Sales are to be made, 
questions answered. You'll meet many new people. Now 
is the time to refresh your memory and rekindle the fires of your 
enthusiasm over the 1916 performances of the Hudson Super-Six. 

Get out your file of the TRIANGLE and leisurely imbibe from 
its pages a renewed store of selling talk. Read again — and pause to 
analyze them — the stories of the repeated triumphs of the Super-Six. 
They cannot fail to arouse a sense of pride in the car you sell and expect 
soon to exhibit at your local automobile show. 

Read again the April 22 issue. Get the spirit of that mile at Day- 
tona in 35.11 seconds — a stock chassis record which has not been 
matched. 

Then turn to the May 13 issue and again read the story of the 
world's greatest endurance record. 1819 miles in 24 hours with a 
stock chassis. That was a thrilling performance! 

The Aug. 19 issue unfolds another tale of Super-Six power that, 
rightly analyzed, is exciting. Twenty famous racing machines beaten 
to the summit of Pike's Peak, snow-capped mountain sentinel of 
Colorado, the world's most difficult climb. A wonderful performance! 

The Sept. 23 issue tells of the most dazzling motor car record ever 
achieved. San Francisco to New York in a seven-passenger car in 
5 days and 3 hours. Pause and let the vast meaning of that per- 
formance sink in. Turn the leaves of your TRIANGLES to the 
Sept. 30 number and read how that same car turned around after 



Suggests Scrap Book of Testimonials 
to Help Super-Six Sales 



i 



GEORGE H. BAMMANN, manager of the Manchester Auto 
Garage Co., says they are profiting by the use of a new version 
of the old scrap-book idea, and commends it to others. There 
are many prominent Super-Six owners in the Manchester territory 
who have sent the Hudson distributor strong letters of appreciation. 
These have been gathered into a 11x14 scrap-book. The front cover 
has been decorated by a local artist with a triangle and the words 
"Super-Six." Another line tells that the book is "Letters of Appreci- 
ation." Mr. Bammann says this book is an attractive addition to 
the salesroom; that the artistic design on the cover draws the atten- 
tion of prospects to it, and that the invariable reading of these 
letters which express so much Super-Six satisfaction has been found 
an effective help in closing sales. Only the right side is used for the 
letters, the left pages being reserved for timely advertising and 
photographs. 



Distributor or Branch House 

[ Continued from page 1 ] 

The branch manager is usually arbitrarily told what to do by the 
home office. But you cannot boss a man who is in business for him- 
self. It is HIS business and he wants to manage it HIS way without 
arbitrary dictation. Being a big man he does not need arbitrary 
instruction on how to do business. The independent distributor is 
eager for ideas which will earn money for him, meets the home office 
half way and uses its suggestions, not because he is wanted to, but 
because he wants to for his own profit. 

There is the crux of the problem. The independent distributor 
has the ability, is on his mettle, and works WITH the factory — 
not FOR it. 

When big distributors gather at the factory for a convention, they 
come as business men. Every man knows he can learn from his 
brother distributors as a whole more than any one of the other dis- 
tributors can learn for him. He knows he can apply their ideas in 
HIS business. He knows he can meet the officials of the company 
and absorb from their experience and ability, not as a salaried em- 
ploye, but as a solid BUSINESS MAN. 

So the Hudson Company has found the independent distributor 
plan valuable. It has made it possible to break into difficult markets. 
The independent distributor is a local business man in each city. 
Being in business for himself, the profits on his sales stay in that city. 
He is thus in a fine position through his local standing, to finance 
himself, and often assists in financing the dealers in his territory. 
The branch house, financed from the home office cannot enjoy these 
advantages to the same degree. 

This analysis suggests the probable future status of the branch 
house in motor car selling. Many of the bigger companies are pledged 
to the independent dealer plan and are not likely to change. Some of 
the big makers which have apparently been drifting toward branch 
houses because they were unable to get satisfactory distributors, 
have gone back to the independent distributor plan as soon as they 
could get the right men. 



its record run to New York and winged its flight back to the Golden 
Gate in record-breaking time. An ocean-to-ocean round trip in 10 
days, 21 hours and 3 minutes. An unbeaten, perhaps unbeatable feat 
which is almost beyond imagination ! 

These are the big feats, the ones that gave to the Super-Six records 
vainly striven for by many cars. They are the outstanding per- 
formances. But all through the pages of the TRIANGLE in 1916 
you'll find reports of thrilling Super-Six performances, contributed 
by yourselves, from all sections of the country. There will you find 
chronicled many reports of bona fide achievements of such magnitude 
as will surely fire your imagination. There is only one answer. No 
other car has ever made such records! 

Get the spirit of this. Rekindle into new flame your dormant 
enthusiasm. Have it at white heat when your local show is staged. 
It has become almost the accepted thing to hear of Super-Six exploits. 
But let us not lapse into a habit of languidly accepting these achieve- 
ments as a matter of course. If we wish to communicate Super-Six 
enthusiasm it is necessary that we be* filled with it. So go back to 
your TRIANGLES and deliberately renew that enthusiasm. 

Every Hudson distributor and dealer wants to be in prime fettle 
for his show work. The contagion of enthusiasm is wonderful. A 
review of what the Hudson car has done will brighten your memories 
into readiness for effective talk and salesmanship when the big show 
days come. Prepare to make the most of the fine opportunity your 
annual automobile show offers you. 

I How the World Empties and Fills 

I . ™ .___ — I 

TWENTY-TWO years ago Coxey's army marched to Wash- 
ington. The papers were full of it. Mention Coxey to any- 
body over 35 years old and see the understanding in his face. 
Know Coxey and his blooming army? Well, I should say so! Now 
try Coxey on men and women in the twenties. Just try it. It will 
open your eyes. Coxey? Who the blazes is Coxey? Looks of con- 
fusion and ignorance. 

Coxey, you see, quit advertising. That is, the Coxey publicity 
ceased. And the world has filled up with people who never heard 
of him. Millions and millions of them. 

That is the way with some advertisers. They speak up a few times 
then go back to their factories. There, by George, we've told 'em! 
And then old Father Time begins to work. And the undertaker. 
And the parson armed with a marriage license. And the baby car- 
riage. And rheumatism. And, first you know, the world is peopled 
with new bosses, new buyers and new housekeepers who never 
heard of you. Incredible! What! — never heard of ME? No, never 
heard of YOU! Sorry to disappoint you. 

Man is provided with a great big ego. If he didn't have it he 
couldn't stand it to live. Without an ego he would probably take 
one look at the moon and go jump in the lake. Now the best thing 
that an ego does is to give you a fine feeling of permanence. Of course 
you aren't permanent, and your better sense tells you so. But Mr. 
Ego keeps trying to make you THINK you are. What he aims to 
do is to make you feel comfortable. Nice thing to have around — an 
ego. You need him in your business. But don't believe everything 
he tells you. He is the most agreeable and ever present liar on 
your premises — John M. Siddall in the American Magazine. 

Concerning Courtesy j 



TREATING a customer like a rich uncle, so that you may ex- 
tract his coin, is not courtesy — that's foresight. 
Offering a seat to the man who enters your office is not cour- 
tesy — that's duty. 

Listening to the grumblings, growlings and groanings of a bore 
without remonstrating is not courtesy — that's forbearance. 

Courtesy is doing that which nothing under the sun makes you 
do but human kindness. Courtesy springs from the heart; if the 
mind prompts the action, there is a reason; if there be a reason, it 
is not courtesy, for courtesy has no reason. Courtesy is good will. 

Only the generous man is truly courteous — he gives freely, with- 
out a thought of receiving anything in return — Team Work. 
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Stratton is Honored 
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EV. STRATTON, president of the E. V. Stratton Motors 
Company, Inc., Hudson distributor at Albany, N. Y., has 
been given official recognition as the leading motor car man 
of his community. At a recent meeting of the local Automobile 
Dealers Association he was elected its president, made one of its 
Directors, and also nominated by the Association as a Director for the 
New York State Automobile Association. Congratulations! 
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And Still They Come 



Other Claimants for Honor of Selling First Car at New Price 



SINCE the last issue of the TRIANGLE several more communi- 
cations have been received from Hudson dealers who record 
the dates on which they sold the first Super-Six at the new price. 

Los Angeles Heard From 

The Harold L. Arnold Co., distributors at Los Angeles, in a letter 
dated Dec. 16th said, "Noting that there is some competition on 
as to who sold the first Super-Six at the advanced price, we are pleased 
to enclose an original order taken on November 29th by our Mr. 
George Shryer, on which we received a deposit of $100. 

"If this deserves any recognition we would be glad to see that same 
reaches the proper party." 

The order dated Nov. 29th was enclosed with above quoted letter. 

Salt Lake City Interested, Too 

Frank Botterill, distributor at the big Utah metropolis says, 
"Our salesmen and the writer have noted with very much interest, 
the different articles in the last issues of the TRIANGLE, relative 
to the sale of the first Super-Six at the new price. 

"At first, we did not feel that any of our sales were early enough 
to be given consideration, but after noting the different articles, I 
have decided to report that Mr. C. M. Brown, one of our Hudson 
salesmen, secured an order from Mr. Robert Miller, on November 
tenth, for the delivery of a Super-Six at the new price, on March 
first delivery. This was a bona fide order, with a deposit of $100.00. 

"I would appreciate it if you would see that Mr. Brown's name 
and this sale are mentioned in an early issue of the TRI ANGLE.' ' 



Starting Cold Motors 



NO. 7 of the series of letters from the Technical Service Division 
on the above subject goes with this issue of the TRIANGLE. 
The cold-weather suggestion for Hudson owners in this letter 
is that, when starting, they depress the starting pedal until the motor 
has made at least a dozen revolutions and, at the same time, hold 
out the clutch. The reason for doing this is explained. Again we 
remind distributors and dealers of the value of promptly copying 
these suggestions and mailing them to their owners. The advantage 
will be mutual. 



r 



Seventeen Miles to Gallon in 
Almost Zero Weather 



EDWIN E. SMEETH, of the Smeeth-Harwood Company, Chi- 
cago manufacturers, drove his Super-Six Touring Sedan from 
Oak Park to Lake Forest on the 14th, when the mercury was 
only four degrees above zero. The roads were heavy and little of the 
boulevard section was traveled. The mileage was seventeen miles 
to the gallon. On Dec. 15 another trip was made in the same car 
from Oak Park to Joliet and thence to Chicago. On this run many 
heavy roads were encountered, and the Hudson Sedan was driven 
through snow drifts up to the hubs. The thermometer registered 
five above zero. The record on this trip was 16 % miles to the gallon. 
This Sedan has no radiator shutter. Service Manager Lubeck of the 
Louis Geyler Co. vouches for the accuracy of this sport. It ought to 
be a "closer" with your prospects. Tell it to them. 



Broad Conception of Service 



TUST before Christmas a railroad accident occurred in West Spring- 
I field, Mass., which resulted in injury and death to several per- 
sons. An emergency call was sent to local hospitals and garages 
for transportation facilities. The big white service car of the Harring- 
ton-Gifford Co., was first to arrive on the scene and took the first in- 
jured person to the Mercy Hospital. "Our service car is always 
ready," writes Assistant Manager Callahan, "to not only respond to 
calls from its regular Hudson customers, but also to render whatever 
service may be possible in any emergency. Our car was far from the 
scene of that accident when it occurred, but we got there first. Dis- 
tance does not count with Hudson service." 

| "Akron Jones" Building New Place | 

ET. JONES, Hudson dealer at Akron, Ohio, has taken a 99-year 
lease on a conspicuous site in his town and will erect on it an 
up-to-date new show-room modeled after the one at Cleveland, 
with an all -glass front. 



Manistee Makes Entry 

H. Brugman, manager of the Auto Garage Co., dealers at Manis- 
tee, Michigan, says "the writer took orders for two Super-Six Sedans, 
the first on Oct. 23rd at the old price, and another on Oct. 27th at 
the new price. The first car was for Jas. Dempsey, and the second 
for E. G. Filer, both retired millionaire lumbermen of this city." 

Winnipeg Is Interested 

The Western Canada Motor Co., Limited, under date of Dec. 20th 
wrote: "We are interested in the discussion alluding to the claimant 
for the first sale of a Super-Six at the new price. We were nearly 
two weeks ahead of Ailing & Miles, of Rochester. If you will look 
up your files you will see that our telegram of November 11th, fol- 
lowed by our order, called for 1917 Hudson Sedan which, by the way, 
was originally sold on this date at 1916 price. The car was wanted 
for immediate delivery. However, on receiving information from 
the factory that we were unable to get delivery on same, our cus- 
tomer decided to wait, and pay $175.00 plus 42 J/2% duty, which 
amounts to $240.00, to drive a Hudson Super-Six of the new production. 

If there are any prizes going, it looks as though this ought to put 
us in the running. 

Allen town's First Sale on Nov. 16 

"We have on file an order placed November 16 by Robert E. 
Yous, of South Bethlehem, Pa., for a Super-Six to be delivered April 1, 
1917, at the new price," writes the Allentown Motor Co., dealers at 
that place. "The sale was made by our Frank B. Daley." 



I 



"Doc* Crawford Has New Place 



AT. CRAWFORD, or "Doc" as the Scottsbluff, Neb., dis- 
tributor is more familiarly called, has again answered the 
call of progress. The erstwhile "Cowboy distributor" has 
made western Nebraska "sit up and take notice" by erecting a typical 
Hudson salesplace and garage, said to be the finest motor car estab- 
lishment in that section. Mr. Crawford carried back ideas for his 
new place, gathered during his visit east last summer. We show in 
the above picture a section of the new show-room, and a brand new 
portrait of the witty raconteur who knows how to play all parts from a 
broncho-buster in chaps to a "drawing-room guy" in a swallow-tail. 



Two More Stories for New Geyler 
Building at Chicago 



TWO more stories have been contracted for on the Louis Geyler 
Company's new service building in Chicago. This addition has 
been decided upon within a month after the completed building 
of three stories was occupied. 

Need for a sixty-six per cent increase in building space in less than 
a month is "going some." 

Further plans of the Chicago distributor are for a handsome 
service building at Sheridan Road and Wilson Avenue, work on which is 
going forward rapidly. With the big main building at 25th and Mich- 
igan, these various units in the Louis Geyler Company business pro- 
vide a total of 156,800 square feet of floor space devoted to the exclu- 
sive sale of Hudson cars. This is said to be the largest floor area of 
any distributor of automobiles in the country. 
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Hudson Car the Leader in Australasia 



Hudsons Please New Zealanders 

WE have received these communications from Rink Taxis, 
Ltd., Christchurch, New Zealand, Hudson distributors in 
that far-away New Zealand city. These letters are from 
prominent business men who express a great deal of satisfaction 
over the performance of their Hudson cars. New Zealanders and 
residents of other distant places in the world are now driving Hudson 
Super-Sh ' " mance of 

their Sup : to print 

these fine hiper-Six. 

Here rietors at 

Geraldinc 



praise of the Hudson. 

E. H. Best is the proprietor of a motorcycle and sports goods store 
at Blenheim, New Zealand. He says: 



A. Goodhart, manager of the Barnet Glass Rubber Co., Christ- 
church, New Zealand, is the owner of a Hudson Six-40. In his letter 
to our distributors he tells of a ten-day tour in his car in these words : 



Hunt Big Game With Super-Six 

«TT "FE went on a two thousand mile hunting trip in my Super- 
\/\/ Six and killed wolves, antelope, quail and badgers/' writes 
▼ ▼ W. F. Rose, distributor at Dallas, Texas, who is seen at 
the left of the accompanying 
picture. Here's proof that 
"the world do move." What 
chance is there for antelope 
and wolves, badgers or feath- 
ered flyers when men with 
guns in a Super-Six are on 
their trail? Shades of Davy 
Crockett and heroes of the 
thrillers of years agone! 
What yarns we'd have read 
if Super-Sixes had been in- 
vented in the frontier daysl 
Or, maybe it would all have 
been too easy and the stories 
of hunting and trapping and 
"treading the paths never 

before touched by the foot of man" would have been too tame. 
Anyhow, Rose and his two companions had a great hunting trip in 
the Super-Six in December 1916. No doubt they'll be flying after 
the prairie chickens in a few years from now. 



New Sales Manager at Topeka 

HARRY C. SNYDER, salesman, connected with the motor car 
business for a long time, has made a change of base and has 
become allied with J. R. Johnson, distributor of the Hudson 
Super-Six at Topeka, Kansas. Snyder is to be sales manager in full 
charge of sales in the Topeka territory. He is one of the best known 
young men in Topeka. 



Advertising the Hudson in Perth 

W JOHNSON and Co., Ltd., distributors at Perth, capital of 
West Australia, advertises the Super-Six in a gossipy sort 
of way in the classified columns of their local papers. Here's 
a specimen: 

MOTORS, BICYCLES, ETC. 



HUDSON SUPER-SIX 
Sir Douglas Haig Owns a Hudson. 



The Earl of Harrington says : 

"It is the best hill climber I have ever seen, and the 
easiest to drive ; during the last 862 miles I used 38 gallons 
of petrol and three quarts lubricating oil." 

Mr. H. Hawker (the well-known Aviator) says: 

"It is easily the best American car. It is quite as well 
designed and constructed as the best English and Continen- 
tal cars. The Hudson is equal to the best the world can 
produce. My car at home is a 'Rolls Royce,' a standard 
to make one fastidious; notwithstanding, I place the 
Hudson in the very first rank. It is practically unbeatable 
for heavy hill work and bad road conditions. Gear chang- 
ing is an unknown quantity. The flexibility, resiliency and 
springing are superb." 

The above remarks refer to the "6-40." 



THE SUPER-SIX 
is a twice better car. Its marvellous patented motor 
can only be obtained in the Hudson. 

The HUDSON SUPER-SIX recently won a big prixe 
in competition with huge racing cars of latest type. Power- 
ful racing cars broke down. 

HUDSON SUPER-SIX ONLY CAR 
that ran without a stop, finishing in perfect condition. 
The man who owns a Hudson Super-Six is 
MASTER OF THE ROAD 

He meets no Car its equal. 
He passes any car he wishes. 
HE IS SUPREME. 

On view at our showrooms. 



W. JOHNSON & CO., 

851 Hay Street 
PERTH 



LTD. 



You Cannot Tell a Good Prospect 
By His Looks 



A RECENT newspaper story told how a man, his wife and three 
children, visited a big clothing store and, being all shabby in 
appearance, were neglected by the clerks and finally departed, 
not having had the chance to buy anything. One clerk asked the 
head of the family as they were filing out "if he could do anything for 
them." It was too late. The shabby family resented the total lack 
of attention shown them in that store. It developed that the man 
had come into a "bunch of money," which he had with him and 
wanted to spend on a lot of fine clothes for himself and his family. 
At another place where they were given instant attention they selected 
several hundred dollars worth of wearing gear and paid for it from the 
newly acquired "roll." 

A true story is told of a Detroit washerwoman who walked into a 
local store and was given instant courteous attention, despite the fact 
that she was hatless and wore a faded "paisley shawl" over her head. 
But she bought a lot of merchandise and fished out a sack of real 
money containing $1500 to pay the bill with. 

You cannot always tell by outward appearances if a visitor to 
your place "has the coin" and wants to buy a car. Automobile dealers 
are constantly being surprised by quick cash sales to seedy looking 
customers who breeze into their places. The only safe rule is to treat 
'em all as though you had an X-ray eye and could see the bulging 
bank-roll they carried the minute they came into your salesroom. 



The Little Things Count 

"It's the little things in life that count. Thoughtfulness 
in business is as necessary as in your private affairs. Follow 
Nature's rule that nothing shall be wasted. It saves money, 
but above all it saves time and energy." 
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The New York Show 



THE seventeenth annual automobile show 
under the auspices of the National Automo- 
bile Chamber of Commerce at the Grand 
Central Palace in New York is a magnificent 
spectacle. 

This year's New York Show has eclipsed in 
splendor of decorations, in the beauty of cars 
displayed by manufacturers, in attendance and 
interest, all previous exhibitions. 

It is a noteworthy fact that in all the vast 
assemblage of motor cars, regal in their color- 
ful, show magnificence, the four models of the 
Hudson Super-Six— the Cabriolet, Touring Sedan, 
Phaeton and Limousine — stand out in bold 
relief. 

The Hudson exhibition cars are, like all the 
various other makes, shown in most attractive 
colors. They are beautiful to behold. But so 
are all the leading makes. 

It is not their appearances that have made the 
Hudsons the center of attraction of the 1917 
New York Show. It is the fact that the Super- 
Six has astonished the world by its demonstra- 
tions of supreme power, endurance and speed 
during the past year. 

Motordom one year ago lent ear to the big 
claims made for the Super-Six. It expressed 
its opinion that the new Hudson model would 
no doubt prove to be just such a good all-round 
car as the Hudson factory had always produced. 
Motordom surrounded the Hudson exhibit this 
year, burned incense, lifted its chapeaux and 
hailed it the year's victor. 

The motor world is composed of three ele- 
ments. Those directly connected with the 
manufacturing and marketing of cars. Those 
who own and use them. And those who would 
like to. These include everybody. 



Everybody has surged around the quartet of 
Hudson models and given voice to comment, 
wise and otherwise, but all interested and gen- 
erous of praise and acclaim. The Super-Six 
motor which is a part of this year's exhibit has 
attracted more attention, perhaps, than any 
other feature of the big Palace array. 

The general public in particular has flocked 
to see the motor that has earned for the Super- 
Six the title of "holder of all worth-while re- 
cords." That the public intimately knows of 
these record-making performances nobody would 
question after overhearing the comments made. 

So we may repeat once more that it has been 
a great year. That it is a keen joy to witness 
the return of the Super-Six to the Grand Central 
Palace in New York after the lapse of one year 
crowned with its well-earned victories and to 
see Motordom make its generous genu-flec- 
tions and acknowledgments of its magnificent 
success. 

New York is filled with an army of Hudson 
distributors and dealers from all sections of the 
country. Their pride and enthusiasm is un- 
bounded. They will carry back glowing ac- 
counts of the New York Show, which celebrates 
the first billion-dollar year in the automobile 
industry, and the 21st anniversary of the com- 
mercial birth of the automobile in the United 
States. 

They are calling the Grand Central Palace 
"The Temple of Flowers" because of the elab- 
orate floral decorations. But it may well be 
called the "Temple of Hope." High hope for 
1917 lies behind these gorgeous exhibits. It is 
only fair to express the prediction that Hope's 
realization looms for the Hudson Super-Six and 
all concerned with it. 
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"Gold is Where You Find It" | 
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ASK an expert metallurgist, geologist, or Western miner where 
gold will likely be found. He will answer, and this is a classic 
in the West: "Gold is where you find it." 

Nuggets of gold lie all about every man. The ability to see 
where riches lie is rarer than the ability to pick it up. 

Opportunities for business getting are greater far than the 
percentage that is made use of. Not one prospect in a hundred 
reaches the dotted line. Sales failures outnumber sales successes. 

No matter how good a dealer or salesman may be, he still falls 
short of his possibilities. To strive to approach as closely as he can 
the 100 per cent mark is a daily task. None reach it, but many 
enlarge their powers and their profits by trying. 

The experienced gold-seeker tests every prospect he comes across. 
Every outcrop holds the possibility of profit. Every watercourse 
may have hidden in its sands the yellow grains that spell success. 

So the successful motor-car dealer or salesman lets slip no oppor- 
tunity of interesting the chance stranger. Many have entertained 
buyers unawares. Every salesman has a record of sales made when 
they were least anticipated. It is almost a proverb that most 
sales are unexpected. 

As gold is never in plain sight, so sales practically never come of 
themselves. The richest territory exhibits least promise of results. 
The territory that you think absolutely barren may grow enough 
orders to make you rich. 

The only way to find gold, and the only way to find orders, is to 
"search diligently." And as various and diverse methods are suc- 
cessful in securing gold, so many and varied are the channels through 
which come motor-car orders. 

No one method can be said to be the best in getting gold. There 
is placer mining, and quartz mining. There is gold in the sands of 
Nome and in the granites of the Coeur d'Alenes. 

No one method will reach 100 per cent of motor-car orders. 
Personal effort, selling and follow-up letters, demonstrations, show- 
rooms, service, advertising, both national and local — all these are 
ways of getting orders. Unless you use them all you miss sales that 
will respond only to that special method. 

Be careful not to lose sales by narrow methods. 

And remember that gold — and orders — are "where you find 
them" — which means Everywhere. 

| The Tom Botterill Creed for Success ( 

NO. 14 of the series of articles running in Motor World under 
the heading, "Dealers Who Have Made Good," devotes a 
complete page, with full length portrait, to Tom Botterill, 
Hudson distributor at Denver. We quote a bit from it, because the 
Botterill Creed that has made his success is big and worth-while. 

While quiet, reserved and otherwise strongly the opposite of a 
"mixer," Tom Botterill has a world of friends and is recognized as 
one of the most successful motor-car dealers in the entire West. He 
is a thorough student of his business, from his modern methods of 
selling, accounting and general management to the most minute 
mechanical details of his cars. 

Why He Has Made Good 

His main policy is just common honesty. 

He refuses to consider selling a machine likely to prove unsatis- 
factory for the particular use a prospective customer wants to make of it. 

He insists that his employees be conservative about promises, and 
that they keep every promise made. He instructs his service station 
foreman, for instance, to be sure to allow at least 2 hours' leeway when 
making a time promise on a job of work, to play safe against breaking 
his word. He says it is wise to have all disappointments on the right side. 

He is sensitive, conscientious to an extreme, if possible, and gives 
a surprising amount of personal attention to details. He is at the 
office every day, as many hours as any member of his force, and 
he wades through a bigger pile of work than any employee would 
hope to take care of. 

Any customer having a complaint can see him any time. 



Did You Ever Have a Photo LikeThis? 
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The Greatest Fortune 

IF there be one man before me who honestly and contentedly 
believes that, on the whole, he is doing that work to which 
his powers are best adapted, I wish to congratulate him. 
My friend, I care not whether you are from the office or the 
shop; I care not whether you preach the everlasting gospel 
from the pulpit, or swing the hammer upon the blacksmith's 
anvil; I care not whether you have seen the inside of a college 
or the outside — whether your work be that of the head or that 
of the hand — whether the world count you noble or ignoble; 
if you have found your place you are a happy man. Let no 
ambition ever attempt you away from it, by so much as a 
questioning thought. — /. G. Holland. 



EUGENE Cowles, dealer at Shelbyyille, Ky., has a sense of 
humor. Some time ago the Advertising Department asked him 
for a new photograph. "The only 'photo gallery' in town is 
burned out," he re- 
plied, "so there's no 
chance there. Friend 
wife helped me dig 
around in abandoned 
corners of the house 
and we found a picture 
taken ten years ago. 
'Too young and giddy 
looking,' quoth she. 
We uncovered one of 
those family albums 
of plush so popular in 
other years. It con- 
tained one of those 
'angel kid' pictures of 
me wearing my first 
pair of prized copper- 
toes boots with red 
tops. The 'artist' had 
gilded the copper toes 
to a dazzling bright- 
ness. My boy chimed, 
'send them that pic- 
ture, dad. It's fine.' 
So here it is." 

Take a peek at the 
accompanying picture. 
Of course nobody 
would ever recognize 
it as one of Eugene 
Cowles, but it comes 
pretty near being a 
portrait of most of us 

who have camped around on this earth for 35 or 40 years. Take 
another browse through YOUR family album and like as not you'll find 
the mate to it labeled something like this: "Little Tommie, age 9 
years 4 months." 




Auto-ped Hudson Service Adopted By 
Kansas City and Grand Rapids 



LE. COLGROVE, distributor at Grand Rapids, has adopted 
the "Auto-ped" as an adjunct to Hudson service. The 
"Herald," commenting, says, "Next Colgrove will have wings 
for service men." 

The Hudson-Brace Motor Co., distributors at Kansas City, have 
also fallen for the "Auto-ped." The "K. C. Journal," mentioning the 
fact, humorously takes this little fling at "Bill" Brace's new machine: 

"If, in your shopping trips down town, you meet a strange looking 
combination of man and machinery, the man surmounting the ma- 
chinery, breathe with ease and confidence. It is not a runaway 
madman, but a "trouble shooter" on an auto-ped. The Hudson- 
Brace Motor Company, distributors of Super-Sixes, added last week 
to their service department an auto-ped for use in cases of quick repair 
work or for rushing assistance to a stalled motor or a nonplussed driver. 

The auto-ped has every motor convenience except a seat and 
windshield. The driver stands erect and glides merrily along at from 
five to twenty-five miles an hour on pneumatic wheels driven by a 
single cylinder gasoline motor, which gets the nice little mileage of 
eighty miles to the gallon of gasoline." 



Visit The Auto Shows 



■ VEALERS and salesmen will profit greatly by visiting the auto- 
I J mobile show. Go to at least one of the big shows, and to the 
smaller ones near you. You'll get more out of the shows than 
viewing what's new in cars for 1917. Naturally every man in the 
automobile business wants to know about the new things that are 
sprung at the shows. One cannot be up-to-date without keeping a 
tab on what's new in the market. But attending the shows gives 
you more than that. Rubbing elbows with the whole big bunch in 
the motor car business that turn out at the shows gives you a new 
slant. Gets you out of the rut. Fills your mind with new thoughts. 
Gives you new angles of comparison. Puts you "hep" to what the 
other fellows in the business are driving at. Gives you a lot of new 
business hunches. Keens you up generally. And you make a lot of 
new acquaintances. That's worth while. You can take a more pro- 
longed peek at the new cars and accessories at the big shows. You'll 
probably be unknown and can freely ask questions of other dealers and 
salesmen. The cost is a mere bagatelle, compared with the gain in 
information. Get ready for the jump to a Pullman. 
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Achievements of the Super-Six 

Clincher Sales Stories— Tell Them To Your Prospects 



Gernhard and Dautell Made Partners 
in Gamble Company 

ANNOUNCEMENT is made by the Gamble Motor Car Co. that 
Edward C. Gernhard and Eugene Dautell have become finan- 
cially interested in the company. 

Edward C. Gernhard has recently returned to the Gamble organiza- 
tion. He was formerly a big factor in the Gamble sales forces for 
several years. Eugene Dautell has been with the Gamble company 
for a long period. 

The business volume of the Gamble company has increased to 
such proportions on the Hudson that Gamble decided to take these 
two men into the organization and make them members of the firm. 

This recognition is well merited, for both are young men who have 
developed rapidly and have been factors in the Gamble growth. 

The Gamble organization, which is the pioneer motor car company 
of Toledo, is keenly appreciative of the importance of young blood 
in business, and the new arrangement will tend to the highest efficiency 
in every department of the company. 

The news of the promotion of these young men is welcomed by 
Hudson owners in Toledo. 

Another Happy Super-Six Family 

THE latest arrival with a Hudson Super-Six at Los Angeles is S. P. 
Haviland of St. Charles, 111. with his family. 
The worst roads on the entire trip, according to Mr. Haviland, 
are between Needles and Bars tow, in California. Generally, throughout 
the southwest the roads are in good condition. This Super-Six touring 
party camped out for the entire journey, except when at the Grand 
Canyon. 

They figure that they can pay their way both coming west and 
on the return journey to their home city in the spring by driving 
their motor car instead of taking the train. Their entire troubles on 
the trip consisted of one puncture. Mr. Haviland has taken many 
other long trips in his Hudson and had already driven his Super-Six 
3000 miles before leaving home. 

Drives Her Car in One Day from Oakland 
to Los Angeles 

Tt /P*S- Harriet Stenzel of San Lorenzo has just completed a run 
|\/| from Oakland to Los Angeles in her Hudson Super-Six in 
•^▼^» one day. She drove the entire distance herself, taking the 
inland route, and did not encounter one particle of trouble on the 
entire run. 

In her home town Mrs. Stenzel has won quite a reputation by her 
daring driving. She has driven over the Sierra Nevadas into and 
through the wastes of Western Nevada, down into Arizona, back 
through the Imperial valley and along the coast road to San Fran- 
cisco. In her 3000 miles of driving she had not been over the inland 
route, and took this little spin to Los Angeles just to see the great 
valley country of Interior California. 

|n m m.iH.i N .m....unH....itM.m.. i .»» • •••.. ■".,„ ...mum. , | 

Five Hudsons for Hotel Co. 

AUDLEY HILL, distributor for the Hudson Super-Six at Augusta 
Ga., has just delivered to the Bon Air Hotel Company two 
Hudson Touring Sedans. This completes a five-car order for this 
company, he having already delivered two Hudson Super-Six touring 
cars and one Hudson limousine. 

This is the largest single order placed by any dealer in that territory 
this year. It was only after keen competition with other makes that 
the Hudson was selected. 

The touring cars and limousine have already been seen on the 
streets of Augusta, and their luxurious appearance has attracted the 
admiring attention of all. It took hustling and hard work on the 
part of Audley Hill to land this fine order, but he modestly says all 
the credit belongs to the Hudson car itself. 



Which'U You Take 



A LARGE insurance company claims that out of one hundred 
average healthy men of twenty-five, at sixty-five fifty-four 
will be dependent upon relatives, friends or charity; thirty- 
six will be dead; five will still be earning their daily bread; four will 
be wealthy; one will be rich. — Exchange. 

Gee, but this is tough. These insurance fellers are pretty good 
guessers, at that. We wanta be one of the last three — preferably the 
latter. 



Owner Crosses Continent in Super-Six 

Says Car Performed Beautifully 

DAVID S. Lindeman, Long Island hotel magnate, has just com- 
pleted a transcontinental tour from New York to Los Angeles. 
At the end of the big drive he poured out his enthusiasm over 
the performance of the Super-Six to O. K. Parker, advertising man 
for the H. L. Arnold Co., in these words: 

"As there are six in my family," said Mr. Lindeman, "it would 
cost more to come by train than it would by motor car. Besides we 
wanted to have the use of our Hudson Super-Six for touring about 
California during our winter stay. We therefore made the trip over- 
land and, while it was very late in the season, we had such unusually 
good weather all the way across that we never had to put our top up 
once during the entire trip. 

"Throughout the East you will hear all sorts of stories about a 
trans-continental motor trip, and we anticipated all sorts of disagree- 
able experiences, particularly for the western portion of the trip. 

"As a matter of fact, our journey west of Kansas City was the 
most enjoyable of the entire trip. 

"We traveled 4447 miles, made a number of side trips, including 
the Garden of the Gods, Estes National Park, the mountain drives 
around Denver, Petrified Forest, Pueblo Indians and the Grand 
Canyon in Arizona. We had driven our Super-Six over 6000 miles 
before leaving home, and we never had the hood of the motor up 
on the entire journey except to put oil in the motor. Besides the six 
in my party, we had all of our baggage, including a heavy touring 
trunk, and folding suit cases, for the entire party. 

"Just to show you that transcontinental motoring under the right 
conditions is great for both young, old and middle-aged, let me tell 
you that we had our daughter, Doris, only 5 years old last week, with 
us, and also my mother and father and aunt. The elderly ones enjoyed 
the trip as much as my wife and I; and as for the baby, she was the 
happiest and healthiest of all. 

No Trouble on Whole Trip 

"Our Super-Six performed beautifully throughout the trip, and 
that Hudson carburetor took every elevation, including the high 
mountains in Colorado, Raton Pass and the trans- continental divide 
in Eastern Arizona, without a single adjustment. We had occasion 
to appreciate the high setting of the carburetor in connection with the 
Super-Six motor when we forded a number of bridgeless streams where 
the water was well up over the running board. 

"We expect to be here all winter and will study the opportunity 
for successful financial investments for winter hotel business in 
Southern California. If the situation looks good enough we will 
consider the investment of at least $500,000 in this section of the 
country." 



Youth Chooses "Hudson Super-Six" for 
High School Essay 

fK PRESENT a likeness of Arthur 
Bourke, 18-year old son of a prominent 
Oklahoma City merchant, who has won 
notice as a Super-Six enthusiast. 

Young Bourke did post-graduate 
work in the Oklahoma City High 
School, said to be the finest institution 
of its kind in the southwest, during the 
past year. By closely following the 
announcements of the wonderful per- 
formances of the Hudson Super-Six, 
young Bourke became intensely inter- 
ested in the mechanical principle upon 
which this remarkable motor is based. 
When the time came to write a thesis 
for the closing exercises he chose as his 
subject "The Hudson Super-Six." His 
essay was much discussed and compli- 
mented in Oklahoma City. 

We regret that the TRIANGLE 

cannot give space to this essay, since it 

is a clear exposition of the problems which were solved in the patented 

compensated Super-Six crank-shaft. We congratulate Arthur Bourke 

upon his effort. 
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Test of Touring Made Super-Six 
Friends and Sales 

amuiiiiiiiMMmniuiiiMiMniiiiiiiiiiMUMtiiiimuMMHiimmMiMUMHiuM^ 

" I /* F. HARRISON of Denver had reasons for going east awhile 

M^v back," says Tom Botterill. "He had the same kind of reason 
to go east that Romeo had to go from the Montague garden 
to old man Capulet's side porch. But Mr. Harrison went in his Super- 
Six. Going and coming he logged 5800 miles. On that whole trip he 
spent only $6.60 on his car. 

"The Hudson Service Plan entitled him to two free inspections, 
of course, and he had these. In addition he paid $5.25 in Atlantic 
City to have the head of his motor taken off, the carbon cleaned out 
and the valves ground. In Des Moines, going East, he bought two 
new hood catches, and in Chicago, coming West, he bought another, 
the three of them costing him $1.35 put on. That was his total. On 
the entire trip he didn't even raise the hood except to put in oil, and 
on the entire trip he didn't have a puncture. His gasoline average 
for the entire trip was 12 miles to the gallon and his oil average was 
700 miles to the gallon. The temperature of the water in his radiator 
never ran over 145 degrees on the entire trip; he had his radiator cap 
off at Chicago going East and again coming West, and never since. 

"On the beautiful pike between Pittsburg and Cleveland he and 
his party of four covered five miles in six minutes, the speedometer 
touching 75 without stress. West bound out of Des Moines he ran 
171 miles in 4 hours 58 minutes. Near Brighton he put his speedo- 
meter at 68 and held it there until a certain dignified member of his 
party ordered a slowing down, in tones that permitted of no debate. 

"The Harrison party never had their Super-Six out of high gear 
more than three times on that big trip. When we washed the car up 
on its return to Denver it was like new. We exhibited it and many 
came to see how a Super-Six looked after such a trip. It looked so 
good that it made sales for us." 

Super-Six Aids Elk Hunters | 



St. Louis Automobile Writer 
Boosts Super-Six 



MESSRS. Weaver and Oldham, of the Judith Auto Company, 
Hudson dealers at Lewistown, Montana, found the Super-Six 
more than equal to the deep snows and mountainous climbs 
which are to be encountered in bagging the elk, the monarch of the 
Montana forests. The above picture shows the rugged nature of 
the country traversed. 



Super-Six Fairly Eats Up Steep Hill 



LE. COLGROVE, Hudson dealer at Grand Rapids, recently 
staged a hill-climbing exhibition with a stock Super-Six 
that caused a mild sensation in Michigan's second city. 

The West Bridge Street hill winds up tortuously at a 25 per cent 
incline and is regarded as the stiffest proposition in Grand Rapids. 
Motorists are usually elated if they can drive up it with a 25-mile 
start. Mr. Colgrove took an absolutely stock car, made no attempt 
to "tune it up" and astonished the town with its performance. 

As a prelude to the hill-climbing the Super-Six was driven at the 
rate of 56 miles an hour on a straight stretch of road. Colgrove 
could have gone faster, but the newspaper boys asked him not to. 
The car was then stopped at the bottom of the hill and, with the 
gear lever in high, a start was made. At the top the speedometer 
read 30 miles an hour. 

Going through the gears from a standing start, Colgrove then 
drove the Super-Six up the hill again, showing 32 miles an hour 
at its crest. With a rolling start of 15 miles an hour the speedometer 
turned up 45 miles an hour at the top. As a final test the Super-Six 
was turned into the steepest part of the hill from a side street and 
held under 12 miles an hour to the top. During these various tests 
there was no noticeable vibration or laboring of the motor. 



ONE of the breeziest automobile writers in the country is Wyatt 
Brodix, of the St. Louis Republic. In a recent Sunday issue 
he uncoiled this bit in "Through Traffic," his column, concern- 
ing Super-Six closed cars, the new Hudson radiator, etc: 

"I was fooling around here and there the other day and happened 
to find myself gazing into the Hudson-Phillips show-window. That 
new air ventilator thing on the front of the Hudson radiator caught 
my eye, so I walked right in, and right then I was met by Mr. Papin, 
one of the Hudson-Phillips enthusiasts. That Super-Six is the pride 
of his life, and when he saw me I suppose he remembered all the stories 
he had been reading about automobile bandits and everything, and he 
got up from his desk and looked a whatta-you-want look at me, and 
I told him I thought his car was pretty and he said he thought so, 
too, and I asked him about the air ventilator effect. He said it was 
just that — an air ventilator that regulated the amount of air that 
the driver figured should get into the radiator. Instead of hanging a 
hunk of cardboard over the front of the car to keep the chilling blasts 
out in winter, all a fellow or fellowess has to do is turn a knob and 
the blades of the ventilator on the front of the radiator open or shut 
according to the idea of the operator. 

That is just one of many reasons why a prospective buyer should 
want a Super-Six. The designers have done themselves proud figuring 
out things to put joy in the life of an all-year-round driver. A fellow 
or fellowess is doing himself or herself an awful injustice if the Hudson 
Super-Six is not carefully inspected before the buying decision is 
made. 

Mr. Papin had just sold the Cabriolet I was admiring a few minutes 
before I got there. No, I'm not trying to let on like I intended to buy 
it, I am just telling you something." 

To Live Long "Keep a-Going" 

MARTIN LUTHER, one of the wisest men of his day, was asked 
why he worked so hard. His reply was, "When I rest I rust." 
Chauncey M. Depew, more than "eighty years young," says 
the only way to live long and be happy is to "keep a-goin'." "The 
mind and heart," he elaborates, must be kept busy to prevent their 
rusting. I have known many men who retired from work, as they 
said, to enjoy life. As a rule, after the first year they are bored blue. 
Then they begin to think more of their health than anything else. 
* * * Then they die. The disuse of anything, from ma- 
chines to mind and muscle, results in atrophy." 

Gladstone reached the peak of his political career after he was 
four score years of age. Commodore Vanderbilt amassed the bulk 
of his vast fortune after he was 70. Joseph Choate at 84 is one of 
America's most popular orators. 

There are few venerable Hudson distributors and dealers. But 
the more or less youthful members of the Big Family who are working 
with enthusiasm can take a tip from the foregoing that their hard 
work won't hurt them. Rather, work has been found by the wise 
men of all ages to be the one best way to keep health of body and 
mind — to keep young. When you quit working you're "a gonner." 



Lincoln Highway a National Project 

AS a people we should not fail to consider the develop- 
ment of the Lincoln Highway at this time and note its 
tremendous and hitherto disregarded advantage to the 
country from the military and strategic standpoint. It has 
been pointed out that the military highways of France have 
been her salvation, and it is not unlikely that in case of 
hostilities, this country must needs fall back upon its roads 
as its main avenues of intercommunication, mobilization and 
defensive maneuvering. 

Roads are fundamentally a national consideration, but we 
have at present no national machinery for the consideration 
and undertaking of this important problem and gigantic task, 
and at present it must be handled through private organiza- 
tions, among which thousands of Americans believe the 
Lincoln Highway Association is accomplishing and will ac- 
complish the most effective results. Little can be done by 
advocating the construction of all of our highways at once. 
We have some 2,000,000 miles of highways in this country. 
The first step is to take care of our main branches, of which 
the Lincoln Highway is the first. This road is serving as an 
example to the nation, and every good roads advocate should 
aid the Lincoln Highway Association in its work of providing 
the first link in what will eventually be a network of such 
permanent improved roads. 

ROY D. CHAPIN, Vice-President, 

The Lincoln Highway Association. 
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Resolutions 



M 



cling. 



AKING resolutions for a new year is old-fashioned. 
So are love, friendship, honesty and other things 
to which, somehow, this old world seems to 



Let us be old-fashioned, then, and start out the busi- 
ness year of 1917 with a fine big Resolution; one that we 
can and will keep; one that is filled with this kind of 
spirit: 

"If I were a cobbler, I'd try with my might 

The best of cobblers to be, 
And were I a tinker, no tinker on earth 

Could mend an old kettle like me." 

Repeat that little rhyme over and over again until 
you know it. Make it run in your brain until it keeps 
singing through head and heart every day and all day. 

Its inspiration will give you new ideas, make you do 
better work, help you make more money, assist you to 
climb higher socially and financially, and make you an 
all-around better man. 

Yes, Hudson Big Family, a nice, carefully selected 
bunch of resolutions at the beginning of the business year, 
is a good thing. 

Resolutions lead us to study at night; to believe in our 
own impulses; to create new ways of performing hack- 
neyed tasks; to make an art of our mundane business. 

They train us for our chance — for that great chance 
which comes to each of us, and which is worth to us just 
exactly as much as we are prepared to grasp. 

They give us power, for "power comes from persistent 
and repeated effort." When we can do something better 
than anybody else, we are on the way up. 

We have all built castles in the air, and the best of 
us keep on doing so throughout the length of our lives. 
Most of our castles are more than ethereal creations of 
our brains. They are built on solid foundations. 

Let us go ahead and finish the castles of our busi- 
ness ambitions so that we can enjoy them before another 
year rolls around. 



Begin your year's big task NOW. Don't hesitate and 
stand back thinking of all the work you are going to do 
in 1917 by and by. Get at it! 

To most of us the Super-Six a little over a year ago 
was to some extent a castle in the air. 

Think what a completed castle its performances, 
your efforts, advertising and concentrated effort have 
created! 

On the threshold of the year which has just opened, 
the Super-Six is at the top. Last year's demand for it 
came like a sweeping tide. 

The impetus of demand has scarcely stopped with 
the rigors of winter. Before any of us realize it, the in- 
sistent clamor will greet us again. 

But let us not take things for granted. Last year's 
demand for the Super-Six, and its popularity at the 1917 
automobile shows, point the way to its repetition. The 
field is big and it is a day of intensive selling. 

We can be most sure to get OURS by going out and 
working for it, not by waiting for it to come to us. 

So resolve RIGHT NOW to be up and doing. To 
make the golden moments of January and February 
count. To gird yourselves for the coming year's selling 
battle. To shine, polish, repair and prepare your sell- 
ing organizations. To do the things now that could not 
be done last year when caught in that selling tide. 

Work is the price all really big men have paid for 
writing their names across history's scroll. There are 
no bargain counters in Nature's store. 

The difference between rich men and poor men; be- 
tween great men and little men, is work — just plain, old- 
fashioned WORK. Not grudging work, but enthusiastic 
work. The kind that turns the commonest labor into 
craftsmanship. 

One year from now will tell the tale of whether we've 
genuinely and enthusiastically labored or "stalled" — 
whether we made and kept our resolutions — whether we 
have sung: 

"If I were a cobbler, I'd try with my might 
The best of cobblers to be." 
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Hanley's Quick Sale 
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Boswell at Helm in South Bend 



BY completing the sale of a Hudson Super-Six cabriolet forty- 
kfive seconds after midnight on the morning of New Year's 
day, Mr. Frank A. Hanley of the Hanley Automobile Co., 

distributors at Muncie, Indiana, 
probably made the first sale of 
a Hudson car in 1917 in the 
United States. 

Mr. Hanley and M. H. Brod- 
erick, a local manufacturer, were 
guests at a New Year's dinner 
which turned into a watch party. 
Just as the clock struck mid- 
night, Mr. Hanley said that the 
thought came to him to do some- 
thing extraordinary on such an 
occasion and at such a time, 
and without hesitating he turned 
to Mr. Broderick and said: 
"Let me sell you a Hudson!" 
Caught in the spirit of the 
thing, Mr. Broderick quickly 
pulled out his watch and replied: 
"If you can convince me within 
one minute, I'll do it." 

"What kind of a car do you 
like best?" Hanley instantly re- 
plied. 

"Well, it's pretty cold driving 
in an open car, I'd want a closed one," answered the manufacturer. 

With his watch in his hand, listening to the rapid-fire conversa- 
tion of Mr. Hanley, Mr. Broderick, glancing at his watch, said: 

"You've got your order, and it's just forty-five seconds after 
midnight. I'll bet it's the first Hudson sold in 1917." 

The car, a Super-Six cabriolet, was ordered. Mr. and Mrs. Brod- 
erick leave this month for Florida for the winter. They had planned 
to make the trip by rail, but since purchasing the Hudson cabriolet, 
have changed their previous arrangements and will drive through 
to the Southland. 

Incidentally, this is the third Hudson car, but the first Super-Six 
which Mr. Broderick has purchased. 

The TRIANGLE is indebted for this story to C. L. Allen, Auto 
Editor of the Muncie Star, who secured Mr. Hanley's latest photo- 
graph from his wife. 



g^Mm,™™™™^™^^ ■„„,«,.„„, -«— | 

j Starting Cold Motors 

"1W TOS. 8 and 9 of the series of letters from the Technical Service 
I ^ Division on the above subject have been sent to distributors 
"*■ ^ and dealers. No. 8 suggests that Hudson owners purchase 
only high test gasoline if available. No. 9 makes the suggestion that 
Hudson owners keep their cars in heated garages whenever it is possi- 
ble to do so. 

The reasons for these suggestions ari given in both letters and 
are, of course, sound. It is taken for granted that distributors and 
dealers appreciate the value of these letters and are promptly mail- 
ing them to their owners. 

As has been stated before, all owners of Hudson cars appreciate 
suggestions that will so greatly help them to operate their cars in 
cold weather. 
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Michigan Central Flyer Beaten 
In Dash Over Snowy Roads 

^imumiiiiMtMiiMiiiiiiMHiMiumnnmHHiHiMnniHtminmiiiiiM^ 

T" XNDER the most unfavorable conditions, L. E. Colgrove, dis- 
II tributor at Grand Rapids, recently matched the Super-Six in 
^^ speed with "The Wolverine," crack train of the Michigan Cen- 
tral, and in a run to Hastings showed the flyer a clean pair of heels. 
The road was covered with snow and slippery, but the perfect 
balance of the Super-Six enabled Colgrove to drive at a speed of more 
than fifty miles an hour. To appreciate this run, it must be understood 
that the Hudson car had to go farther than the train between Grand 
Rapids and Hastings, and was forced to make frequent slowups for 
turns and villages. "The Wolverine" makes no stops. Colgrove is 
known to be one of the best drivers among Hudson distributors. 



It Takes Courage 

^ 1 ^HE law of "worthy life is fundamentally the law 

1 &rife. It is only through labor and painful effort, 

grim energy and resolute courage that we move 

to better things. — Theodore Roosevelt 
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DiVID A. BOSWELL has taken over the agency for Hudson 
cars at South Bend, Indiana. The new company is known 
as the Superior Motor Sales Company and supersedes the 
former Hudson Motor Sales Company. 

Mr. Boswell has had thirteen years experience in the automobile 
business in South Bend and Chicago. He is known as one of the 
most successful motor car salesmen in that territory. Milton G. 
Smith of the old organization goes with Mr. Boswell in charge of the 
mechanical department of the new company. Mr. Boswell is wel- 
comed to the Hudson Big Family. 

Another Texan Pleased 

"Tmade the run in my. Super-Six from El Paso, Texas, to Tucum- 
I cari, New Mexico, a distance of 355 miles," says Harold Beeth, 
-*-son of C. D. Beeth, Superintendent of the El Paso and South- 
western Railroad, "in two days, and at no time did I exceed 25 miles per 
hour. The weather was extremely cold and windy. I averaged 14 
miles to the gallon of gasoline and did not put in a drop of water 
on the whole trip." 



The New 1917 Catalogue Has 
Been Distributed 



THE new sixteen page rotogravure catalogue, cover page of which, 
in reduced form, is reproduced above, has been sent to all 
Hudson distributors and dealers. Because the new catalogue 
is in sepia color and therefore resembles the semi-monthly Hudson 
Super-Six News Pictorial, some dealers have not recognized it as the 
catalogue. It is a departure from the conventional type of black 
printed catalogue, and the large magazine size form has made possible 
effects and displays that would not have been practicable in the usual 
type of catalogue. 

The new catalogue is an expensive, high-grade piece of selling 
literature, and it is hoped that, with this introduction, distributors 
and dealers will recognize and use it accordingly. 




Page two 
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I Flashes From the Automobile Shows 



Triangelettes Gathered On The Spot 



TPE motor of the Super-Six, which was a part of the Hudson 
exhibit at the New York show, was constantly surrounded by 
curious and interrogatory crowds. Factory representatives who 
were assigned to the duty of explaining the motor and answering the 
questions of show visitors concerning it were compelled to talk 
themselves hoarse. 

A NOT surprising familiarity with the Super-Six motor was dis- 
played by visitors to the Grand Central Palace — evidence that 
the public has read and remembered Hudson advertising and the 
publicity which has been given the record-breaking performances of 
the Super-Six. 

HERE'S an example. A bright looking young man steps up to 
the motor. Accompanying him is a woman somewhat senior — 
might have been his sister, and could have been his mother. 
"Oh, here's something wonderful I want to show you," remarks the 
youth with quite a show of enthusiasm. "This is that wonderful Hudson 
Super-Six motor that has been the sensation of the year. This is the 
part of the Hudson car that has had the world guessing — it has what 
they call 'the vibrationless crankshaft.' No other car has it but the 
Super-Six. Do you know, this motor has shown that it can just run 
and run and never stop? Why, it has gone 70, 80 and even faster 
than 90 miles an hour, and in a number of races has beaten great, big, 
fancy racing machines just because this motor don't break down like 
. they do." The woman who listened to this glib recital looked with 
awe on that big piece of machinery and babbled, "Oh, I am so glad, 
Harry, that we saw this. Isn't it wonderful?" Then they listened 
to the factory man answer a string of keen interrogations shot at 
him by a wise chap who strolled into the Hudson inclosure, and faded 
away into the vast crowd. 



HFDSON Super-Six owners are sure pluggers for their car. This 
dialogue overheard on Broadway one night is but added proof 
of it. At the curb of one of the cross streets leading to the 
lobster palaces of the "Great White Way" the hurrying throng of 
dolled-up cabaret and thirst-parlor seekers was halted by the traffic 
cop. An endless string of cars of every description proceeded by. One 
• chap leaped through to the other side between two cars. His com- 
panion essayed to follow him at the next break in the unhalting line, 
but could not quite make it. The car he tried to beat was a big Hudson 
Super-Six limousine. He got through the next try. Safely across his 
pal who made it first remarked "Hully gee, Bill, but you gave me a 
scare. You know I don't mind them grinding you up, old top, but I'd 
hate to have it done by a Hudson Super-Six. You see that's MY car, 
old man, so whatever you do, don't let a Hudson get you. And any- 
how, you can't beat one of 'em. Watch your step." And this twain 
drifted along with the mob. 



AH. PATTERSON, Hudson dealer at Stockton, Cal., who did 
his bit at the wheel of a Super-Six in that big transcontinental 
record and later made the world's non-stop runs in the races 
at Santa Monica, was in the limelight at the New York show. He 
was "mitted" right heartily by the bunch of distributors, dealers and 
factory representatives at Hudson headquarters in the Hotel Biltmore. 
But automobile people generally at the show and elsewhere who got 
to know him generously alluded to his driving successes. But "Pat" 
is a modest sort and did not have to buy a new "lid" in consequence 
of these little attentions. 

HlRRY HOUPT, distributor at New York, occupied the "spot- 
light" "a few" during the New York show. You see, he's 
naturally made "some noise" in and around the big Borough 
of Manhattan during the calendar year 1916 by selling in the neighbor- 
hood of 2,500 Hudson Super-Sixes through his big organization. So 
he was a feller of some importance under that Grand Central Palace 
roof where the exhibitors and their staffs and the newspaper chaps 
keep a pretty close tab on what's doin' in the "automobile game." 
The writing men printed pictures of Harry in the papers and all hands 
here, there and everywhere were giving him the salute. 

SMILARLY, over at Philadelphia, where the local dealers are 
staging a really magnificient show, Gomery 8b Schwartz, Hudson 
distributors, are in the forefront. J. E. ("Ed") Gomery is the 
secretary and treasurer of the Philadelphia Automobile Trade Asso- 
ciation, which puts him right out in the big glare. And he was right 
there with "the front," that is to say, full civilian regimentals from 
patent leathers to shiny topper, on opening night, when the "P. A. 
T. A." committee was snapped by the camera man for a four-column 
spread in the next day's newspapers. The "Quaker City" has heard 
a lot about the Hudson Super-Six during 1916, and the streets are 
full of them — put there by Gomery 8b Schwartz. Mr. Schwartz is 
not much for the front-row stuff, but the aforesaid "P. A. T. A." 
are aware of him and his quiet forcefulness every minute. 



TPLAT same "P. A. T. A." is a delightfully agreeable and har- 
monious little organization of motor car men. They have a 
charming, clubby gathering place in the heart of "automobile 
row." Noonday lunches are staged at a big round table where the 
rivals "kid" and chaff each other with frank abandon. You can 
say any old thing about the other feller's car at these foregatherings 
and be sure to get by. It's a really fine situation to see the repre- 
sentatives of all the cars carrying on their business in their own varied 
ways, but meeting on such a nice common ground of social chummi- 
ness. It all makes for better business, better citizenship. Other cities 
please copy, if they've not already got in line. 



They're Off at Washington! 



CRACK goes the starter's whip, up 
goes the barrier, and away 
plunge the entries in the Winter 
Handicap of the Semmes Motor Co., 
distributors at the National Capital. 

Every entry is trained to the hour, 
"groomed to the nines" and ready to 
"battle for a King's ransom," which 
in this race is to be a gold watch. 

The Winter Handicap of the Semmes 
Motor Co., is a selling handicap, over 
the Washington, D. C, course, and the 
starters are 20-year-olds and upwards. 

The accompanying diagram of the 
race tells its own story. Each entry, 
being one of the Washington salesmen, 
has his color which corresponds with a 
similar color on the course. The track 
is divided into 32nds of a mile. Every 
sale made is one of the blocks of 32 and 
counts as a point. The entry having 
the most points at the end of February 
captures the purse. 

H. G. Knessi is the starter and judge 
of this salesmen's race, which promises 
to be a hot contest from flagfall to finish. 

Go to it, boys. Make every post a winning one. Sit tight in the 
saddle and run your race in that winter handicap with vigor and 
enthusiasm. The TRIANGLE has a seat in the press box, with 



binoculars trained on the whole bunch, a bet down that somebody is 
sure to win, and is watching eagerly for the Hudson colors, blue and 
gold, to flash in front at the finishing line. 
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Hudson Exhibit at The Grand Central Palace I 



THE "Good Old Summer Time" was reflected in the decorations 
of Grand Central Palace for the Seventeenth Annual National 
Automobile Show under the auspices of the National Automobile 
Chamber of Commerce held at New York January 6 to 13. The 
Hudson section was conceded by the majority of the 400,000 visitors 
to be one of the most attractive displays on the floor. In public 



interest, because of the marvelous records of the Super-Six, it was 
unrivaled. The Phaeton, Touring Sedan, Cabriolet and Limousine 
shown were distinguished specimens of these models. Women visitors 
raved over their beauty and luxury, while the men conceded these 
features and gave their attention to examining the mechanical wonders 
of the motor that has risen to such a pinnacle in motordom. 



Some Superlogues 



To the Portland, Me., Branch of the Henley -Kimball Co., Hudson 
distributors, we are indebted for a new term, "Superlogue." 

Herbert H. Foster of the Henley-Kimball Co., has for some time 
past contributed a series of "Superlogues" that have attracted the 
attention of Portland newspaper readers. Every day a "Superlogue" 
appears in the Company's advertising. Here are some of them. 

"Sure it's cold, but you see that shutter arrangement over the radiator? That 
keeps out the cold air and gives the motor a chance to warm up, then every day 
is a summer day for the Super-Six." 

— Mr. Superlogue. 

"I used to think that I could enjoy nothing more than a coxy chair by the fireplace 
these short winter days, by my — how times do change! To think of me motoring 
almost every winter day with Mary and her children in the Hudson Sedan. Will 
I never grow old?" 

— Grandma Superlogue. 

"It always tickles my husband to have someone shoot by him at the foot of a 
hill when he is driving the Super, for he loves to do the shooting by in the middle 
of the hill." 

— Mrs. Superlogue. 

"Sure the traffic cop likes to see me coming. You see I'm never in the way. When 
I get his signal, I just step on her and sip — we're up the street a half a block. Oh, 
there's nothing like the Super for get-away." 

— Mr. Superlogue. 

"I was a bit frightened when I got into that jamb of cars. But somehow it seemed 
so easy to work my way out in the Super, and without changing gears. 

— A Lady Owner. 

"Before I got my Super-Six I never dared to drive a car to church in the winter 
time. You see it was too much of a strain on a man's religion to get the car going 
in the cold. But the Super — I don't have to talk to her; she starts off every time 
with true sabbath serenity." 

— Mr. Superlogue. 







What Gets Results 
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guns nor armament nor funds that they can pay, 
close co-operation that makes 'em -win the day. 
e individuals nor the army as a -whole, 
everlasting team-work o£ every bloomin* soul. 

— Killing. 



Super-Six on View in Arcadia [ 



A HUDSON Super-Six Phaeton is on display during show week at 
"The Arcadia," Philadelphia's most exclusive eating place 
outside of its hotels. 
The patrons of "The Arcadia" are people who can afford the best, 
and are, therefore, interested in automobiles. The Hudson car is 
attracting much attention in that novel setting. The proprietor, to 
perfect the "atmosphere" during show week, has rigged up a horn at 
the entrance which is used appropriately. 

This is a good bit of advertising. Gomery & Schwartz through 
their local standing are able to do these things. They are right on 
the job. That is why they are local leaders in their line. 
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Advertising Copy To Be 
Mailed Hereafter 

SOME dealers have not seemed to find the proofs of newspaper 
advertisements which in the past have been sent out with the 
weekly TRIANGLE. 
To obviate a recurrence of this unfortunate situation anywhere, it 
has been decided to enclose these proof sheets in a special envelope 
boldly marked, "ADVERTISING COPY," and despatch them by 
first class mail. It is suggested, therefore, that those who open mail 
be instructed to hand this special envelope, unopened, to the particular 
party who is charged with the duty of attending to newspaper adver- 
tising. 



Christmas Tree at Atlanta 



JW. GOLDSMITH, Jr., distributor at Atlanta, Georgia, was 
given a happy surprise on Christmas eve. While he was busy in 
his private office, his whole staff occupied themselves in placing 
a great, big Christmas tree. Gifts were attached to it for everybody 
connected with the concern. The employees presented Mr. Gold- 
smith with a gorgeous outfit of table silver. Over fifty employees 
participated in the pleasant occasion of gift distribution and all re- 
ceived from "the boss" checks for sums varying according to their 
position and length of service. 
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VOLUME VI. DETROIT, MICHIGAN. JANUARY 27. 1917. NUMBER 31 

Shipping Situation Is Still Acute 

THE country is facing a shipping situation that has rarely been equaled. The National 
Interstate Commerce Commission and other federal investigators have stepped into 
the breach. 

These investigators discovered methods in the use of freight cars by certain shippers 
which kept them from the broad usefulness intended by the railroads. 

It has been found that coal and food was coming into Detroit in only small quantities. 
The peril of a coal and food famine has resulted in a temporary embargo on shipments of 
everything but these two commodities. 

This embargo threatens to interrupt industrial activity for a time. Without this em- 
bargo manufacturing was certain to be interrupted because factories would have been 
compelled to shut down for lack of coal to make power. 

Manufacturers with goods ready to ship are now forced to hold these shipments and 
return the empty cars. They are not permitted to reload and ship them in the direction of 
the owning railroad. 

The working of this is illustrated by the fact that a Detroit automobile company, 
unloading material from a car belonging to an eastern road, would be compelled to send 
the car back empty, even if it wished to load it with automobiles to ship along the line of 
the road. 

If the strict letter of this ruling were enforced, it would tie up traffic not only in Detroit, 
but all over the country, and seriously cripple every industry in the United States. 

There are many angles to the situation, unnecessary to recapitulate here. 

The point is that while this shadow hangs over us the Hudson factory is continuing 
to produce Super-Sixes. Foresight has given us coal for power and we have the materials 
on hand. Our only problem, and one in which every distributor is vitally interested, is 
to provide an ever moving outlet for the cars we produce. Factory storage is limited. 
Detroit warehouses nowhere meet the requirements of the city's phenomenal growth. 

All indications point to a big year's business. It is, therefore, to the interest of every 
distributor and dealer to take every car we can ship them, whether by freight or express. 
By doing so, you will assure yourselves of having cars to meet the demand as it comes. 
By failing to respond to this repeated suggestion you face the possibility of a shortage 
similar to that of last year. You can protect yourself from all possibility of such embar- 
rassment. 

There is no assurance that the existing shipping situation is going to improve. It may 
grow worse. We are alert to take advantage of every opportunity to make shipments. 

Present railroad restrictions on the movement of freight cars may make it possible 
to ship more cars to certain points than could be done under normal traffic conditions. This 
may give an opportunity of making shipments to some points in excess of monthly schedules. 

Communicate with us at once and say just how many cars we may ship you next month. 
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«^» shows. 

At the several shows where it has thus far been exhibited, this 
motor has been a magnet for not only the merely curious, but for 
thoughtful motor-wise people. The 1916 achievements of the Hudson 
Super-Six, made possible by this marvellous engineering triumph, 
have been given such wide-spread notice in the news columns of the 
country's press, that people are glad to get a close view of it. The 
tyros stand and marvel at this engine of such proved power and 
stamina. The wise ones examine it minutely. 

The simple, but effective, principles of the Super-Six motor are 
explained by a factory expert, who answers all interrogations without 
hesitation. At the New York show one man was assigned to the 
motor. He was so besieged by visitors that continually surrounded 
him that he was made hoarse and it was found necessary to give him a 
relief. It can no longer be doubted that the public is keenly interested 
in motors and that is why the now world-famous Hudson Super-Six 
motor is such a tremendous "hit" at this year's shows. 

""The" Pat roF M drnltTBow ] 
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WE have before us volume one number one of THE PATROL, 
a sixteen-page house-organ, which will be issued monthly 
hereafter by The Bemb-Robinson Company, Hudson 
distributors for Michigan. 

The initial number is a snappy, cheerful publication, printed on 
good paper and a distinct credit to its editor, Claude H. Nims, who 
is also the advertising manager of The Bemb-Robinson Co., and 
formerly was an attache of the factory advertising department. 

On page 5 is a short biographical sketch and portrait of Walter 
J. Bemb, president and general manager. One learns from it that the 
man who has become a big leader in motor car distribution, a merchant 
of the front rank in Detroit and beyond, commenced his business life 
as a newsboy, who sold cut flowers on the streets of Detroit at the 
age of 14, and later became one of the city's big florists. Again the 
romance of business is typified in the career of Walter Bemb. Alert- 
ness, ideas, industry, quick thinking, attention to details and judging 
men are the elements, we gather from reading the sketch, that have 
made Bemb big. 

The TRIANGLE salutes the PATROL and wishes it a career of 
inspiration to the Bemb organization and success as a publication. 
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I Jacobs Promoted to be a Manager I 
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RB. JACOBS, for the last three years a salesman with the Henley- 
Kimball Company, distributors at Boston, has been promoted. 
Mr. Jacobs has been given the management of the branch at 
Worcester, Mass. He has been identified with Hudson cars since the 
first model came out in the fall of 1909. In fact, he personally sold 
the first Hudson car in New England. He earned this promotion by 
bettering his sales record year by year. The TRIANGLE'S felicita- 
tions, Mr. Jacobs. 



Gomery-Schwartz Co. Entertain 
Pennsylvania Dealers 

A GET-TOGETHER dinner was given on Tuesday evening of 
show week to dealers in their territory by the Gomery-Schwartz 
Motor Car Co., distributors at Philadelphia. 

The dinner was held at the Arcadia Cafe, best in the Quaker City, 
and covers were laid for 125 Pennsylvania dealers who came to the 
metropolis to attend the show. 

Several officials of the Hudson Motor Car Company were 
among those present and each gave a little talk on subjects 
pertaining to their respective departments. J. C. Schwartz, president 
of the Gomery-Schwartz Motor Car Company presided at the meeting. 

S. P. Jackson, factory representative in the Eastern District, gave 
an interesting talk on system in the automobile business, dwelling 
principally upon the ideal way in which the small dealer should at all 
times be able to know whether or not a part of his business was being 
conducted at a loss or gain. 

E. A. Bookmeyer, insurance expert, explained why so many 
dealers were paying exorbitant rates for protection of their property. 
Mr. Bookmeyer made suggestions as to just how this condition could 
be overcome. 

A talk on the value of judicious and persistent advertising was 
given by John A. Cleary of the Public Ledger. The point brought out 
by Mr. Cleary was the value of advertising in the local papers in the 
town or city where their business is located. As an instance, he cited 
the wonderful growth of the Gomery-Schwartz Motor Car Company. 

E. V. Rippingille, assistant sales-manager of the Hudson Motor 
Car Company, talked on recent and future inventions in the motor 
world, going so far as to predict that ten years from now the carburetor 
will be a thing of the past, and the fuel used would be a composition 
similar to kerosene. The speaker then told of the wonderful research 
laboratory of the Hudson Motor Car Company, and how highly 
trained men were continually experimenting with the hope of always 
finding some way in which the motor car of the present day could be 
improved. "The changes within the next ten years will be almost 
as radical as the ones which have occurred within the past decade," 
he said. 

An instructive talk on the requisites for an ideal stock room, 
was given by Eugene Bemb, in charge of the parts division of the 
factory service department. As an instance, he told of the stock 
room kept by the Gomery-Schwartz Motor Car Company, where, 
at a moment's notice, any part for any Hudson model could be 
procured. 

J. E. Gomery then talked to the dealers on Hudson Service, and 
just what it meant to the owner; suggested points on which they 
could improve; gave new ideas whereby both the owner and the dealer 
could profit. "It is a great thing for every Hudson owner to know 
that he can tour from here to San Francisco, or from Canada to 
Texas, and rest assured that no matter where he stops, there is a 
Hudson Service Station to take care of his wants," was Mr. Gomery's 
closing sentence. 

In connection with Service, Frank H. Yerger, technical manager 
at Philadelphia, discussed mechanical problems, and outlined the 
best methods by which they could be solved. 

Mr. Schwartz closed the meeting with a short address on the 
business of the coming year. The dinner was a success from every 
angle. The Pennsylvania dealers were enthusiastic and asserted that 
it was a most educating occasion and gave them a lot of new ginger 
and inspiration for the work ahead in 1917. 

| Hudson Men Head New York State | 
Dealers' Association 
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AT a meeting held in the Engineers' Club in New York City a 
few days ago, action was taken which placed Hudson dis- 
tributors at the head of the automobile business in the Empire 
State. 

The New York State Association of Auto^Dealers elected E. M. 
Ailing as president, E. V. Stratton as vice-president, and E. G. Oliver 
as treasurer. These men are Hudson distributors at Rochester, 
Albany and Buffalo, respectively. Charles A. Stewart, of New York 
City, who was elected as secretary, does not represent any car in the 
business. After the meeting he is quoted as saying, "I'm going to try 
to get on the Hudson payroll so that ALL the officers of the State 
Association will be Hudson men. As it is, I am driving a Hudson car. 
and soon I am going to see Harry Houpt and buy a Super-Six." 

The election of these Hudson men to control the destinies of the 
New York state association of automobile dealers is a handsome tribute 
to the sterling worth of the men and to their leadership in the industry. 
It gives the Hudson Super-Six a prominence in the territory from 
Buffalo to New York City that is singularly appropriate. Hudson 
sales in New York State were far in the lead during the past year, 
while Hudson Service has become famous in that part of the United 
States. mm ___ a _ mm _ mmmm 

Kind Stranger — "How old is your baby brother, little girl?" 
Little Girl — "He's a this year's model." — Chicago News. 
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1917 Cleveland Show Is 
Unusually Attractive 



THE 1917 automobile show at Cleveland, Ohio, which ran from 
December 31 to January 6, attracted vast crowds which mar- 
veled at the brilliant exhibit of cars staged amid rich scenes of 
medieval days. 

The big Coliseum revealed a riot of color and quaint designs 
symbolic of the splendors of the Moorish Temples of Grand a, illumi- 
nated by 700 delicately shaded Arabian lamps. 

The exhibit of the Hudson-Stuyvesant Motor Car Co., distrib- 
utors at Cleveland, is declared by unprejudiced visitors to the 
Cleveland show to have been surpassingly fine. Mr. Stuyvesant spared 
no pains or expense to stage the Hudson Super-Sixes in a setting of 
refined and charming dignity. His booth was thronged with admirers 
throughout the week, sales were numerous and new prospects and 
friends were made by the score. Systematic follow-up methods adopted 
by Mr. Stuyvesant give promise of excellent business results. 
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Stratton Thinks the Shows Are 
Worth While 



THAT automobile shows are a worth-while proposition from the 
dealers' standpoint as well as the public is the opinion held by 
E. V. Stratton, distributor at Albany, N. Y. 

"They give the public an opportunity to get all of the different 
makes of cars together at one time," he says, "and for the busy man 
or woman, who hasn't the time to shop around and look them all 
over at their different establishments, this is a matter of great con- 
venience. Then, too, not all makes are represented in some towns, 
and at Manufacturers' Shows in New York and Chicago many 
factories exhibit with an idea of getting local representation through 
their exhibit and the interest shown in it by the public. 

"This will apply to a large extent, also, to the Albany Show, 
which will have exhibitors from other cities, the Albany Show drawing 
more applications for space from other towns each year." 

Mr. Stratton's whole organization shares his opinion as to the 
advantage to the dealer and salesman of taking in the different shows. 
The New York Show was attended by J. S. Pettit, G. D. Hills, J. A. 
Holm, E. P. Mickel, E. S. Bramley and F. E. Lansing, of the Albany 
organization. All of them are enthusiastic and think it was the greatest 
show ever held in the Grand Central Palace; and are elated because 
the Hudson Super-Six exhibit was crowded constantly and was one 
of the two most popular exhibits. 



Detroit Auto Show is Reincarnation 
of Japan in Festal Array 



THE Detroit Automobile Show is riotously colorful and depicts 
Japan in holiday array. 
The decorations remind one of nothing so much as Theater 
Street in Yokohama at night — familiar to globe trotters who tarry 
between steamer sailings in Japan's first port of call. The Toriis 
(gateways), lanterns, Kakemonos (banners), fans, umbrellas and 
other ornaments suggest a composite picture of Honchi-dori, Benton- 
dori, two main thoroughfares of Yokohama, and the aforesaid Theater 
Street. Nothing is missing to complete the picture but the jinrickshas. 
The Show is, therefore, striking and has all of the showy orientalism of 
the Far East. Fujiyama, sacred mountain of Dai Nippon is there 
in painted scenes, and all the other familiar things. 

The Bemb- Robinson Co., Michigan distributors, in staging the 
Hudson Super-Six exhibit has gone the limit in realistic detail. They 
have two real Japanese boys who hail from Honolulu, Hawaii, handing 
out catalogs. Both are dressed in the regulation skirts and kimonos 
of the Nippon student. On a stand there are trailing wistaria blos- 
soms, a Japanese doll and a glorious Satsuma vase. The floors of the 
booth are covered with oriental rugs, The Super-Six phaeton has 
crossed Japanese and Chinese flags exquisitely painted on the 
panels. Thelicense plates for each of the five Hudson models are of a 
color to manh the bodies of the cars and are executed in Japanese 
style figures. The Hudson Limousine is a royal car with rich tapestry 
upholstery and mountings which have been plated with $600.00 
worth of pure gold. There is a dictaphone in this car to use in giving 
directions to the chauffeur. The car is painted a rare green. The 
Cabriolet is baby blue, the Phaeton is standard black, the Touring 
Sedan yellow, and the Town Car India blue. 

The Bemb-Robinson exhibit is beautifully refined. No other sec- 
tion is as much so. It completely reflects the charm of a perfect 
upper-class Japanese atmosphere. One might easily close one's eyes 
and fancy himself suddenly transported to the Flowery Kingdom in 
the season of fragrant cherry blossoms. The impression is so strong 
as to almost give one a sense of imbibing the "drowsy mandragora 
of the Orient." 



Hudsons Popular Among 
Opera Goers 



LOUIS Geyler, distributor at Chicago, says that no other car 
. appears to be as popular with patrons of opera as the Hudson 
' Super-Six. 

Chicago's opera and social season is now on in full blast, and it 
has been observed that at the theaters and elsewhere the Hudson 
town cars and limousines predominate to a marked degree. Milady 
is given most of the credit for this. She has investigated for herself 
and has been unable to resist the appeal of the distinguished looking 
and luxuriously equipped Super-Six closed models. When the feminine 
contingent has selected the Hudsons for their beauty, the man of 
the house has been quick to concede Super-Six mechanical pre- 
eminence. So decision has been unanimous. Chicago is not alone 
in this respect. Super-Sixes are omnipresent at all functions through- 
out the country where the leaders of fashion congregate. 
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Brooklyn First and Third in 
Selling Contest 



THE employees of the Brooklyn branch of the Hudson Motor 
Car Company of New York recently celebrated the winning of 
first and third prizes in the annual sales contest. 
It was a gathering of exuberant hustlers that met in the specially 
decorated show-room to recapitulate the year's conquests. 1916 was 
not only Brooklyn's most successful year, but two of the salesmen won 
prizes in the contest for points inaugurated by Harry Houpt, boss of 
the New York territory. Mr. Tillotson was the happy winner of first 
prize and Mr. Heilman captured third money. Forty-seven Super- 
Sixes were sold and delivered by the Brooklyn branch in November. 
R. D. Cole, manager of the Brooklyn store is jubilant at the showing 
made by his crew during the past year, and is encouraged to predict 
big things for his hustling force during the present year. 
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The Lawrenceville Organization 
Storms Factory 



THE whole Maxwell organization from Lawrenceville, Illinois, 
and the two branch stores, descended upon the factory last 
week. The delegation was headed by E. J. Maxwell and his 
wholesale manager, T. J. Rankin, with the entire sales and selling 
staffs trailing. It was a likely looking aggregation of enthusiastic 
Hudson boomers in search of all the information they could get. They 
got a lot, viewing the factory from receiving room to shipping dock. 
They were given talks by factory sales and service experts, who were 
showered with rapid-fire questions. The crew departed after three active 
days, declaring as they made their devoirs that they'd absorbed enough 
sales and service knowledge, to say nothing of ginger, to stimulate 
them for a flying start on this year's work. Mr. Maxwell is preparing 
for a big Super-Six business in his territory this year. 



Ex-Bicycle "Champ" Strong for 
the Hudson Super-Six 



EDDIE "Cannon" Bald, erstwhile champion bicycle racer, who 
now purveys the Hudson Super-Six in the Pittsburg territory, 
was at the factory recently to close his contract for 1917. 
"Eddie" departed happy, with a contract for more cars than he 
was allotted in 1916. He says it takes a great car to meet all the 
requirements of his hilly territory, but the Super-Six has proved its 
pulling power so conclusively that he has a hard time meeting the 
demand. No other car approaches it in popularity is his assertion. 
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Any Picture Theatre Will Run 
This Thrilli ng New Hudson Film 

Now ready for release — a three-minute reel of exciting incidents in the great Hudson 
Super-Six Transcontinental Trip— a splendid feature for your Automobile Show 
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This is the Poster to be Displayed by the Theatre 
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WICE Across America in a Hudson Super-Six/ ' 
is the title of the new motion picture just made 
for Hudson distributors and dealers. 
The three-color poster reproduced above shows a few 
of the exciting incidents in the record-breaking trans- 
continental run made last summer by a Hudson Super- 
Six. 

The film itself contains many such thrills — across the 
desert — over the Sierra Nevada mountains in a rain 
storm — a quick change of tires in mud knee deep, and 
the start and finish of the 7,000 mile run. 

The film is now ready for distribution, but before it 
can be sent out, dealers must make definite arrangements 
for a showing at their local motion picture theatre. Then 
as soon as a date is agreed upon, the film and a supply of 
these attractive posters will be shipped. 



The film is ready for display on "movie" screens at 
a most opportune time. Coming just at this time many 
dealers will be able to use it during the week of their 
Automobile Show. 

The film is about 400 feet long. Under ordinary 
conditions it takes a little over three minutes to run it. 
It will fit nicely into the weekly pictorial review that is 
usually run by leading motion picture houses. 

In making arrangements with the theatre, be sure 
to explain that there is no charge to them for running 
this feature film. 

As soon as you can arrange to have a showing, write 
to the Advertising Department and specify when you 
can use the film, giving us full details so that we can 
plan to have it re-shipped from your city to another 
dealer. 



(Use Enclosed Order Blank for Film) 
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How Much Does It Cost You Each 
Month to Call on Your Prospects? 



YOU can not call on all of them. That 
would be impossible unless you had a 
regiment of salesmen. 

You do not make many personal calls 
during the month but they cost you in time , 
salaries, etc., at least $25 a visit. 

But there are Hudson distributors and 
dealers who actually bring a real sales 
message to their Super-Six prospects 
TWICE a month at a cost of but FOUR 
CENTS for each prospect. 

Think what it means to be able to^give 
every family in your territory interested in 
fine automobiles, an eight page newspaper 
filled with the most interesting pictures that 
can be secured from every part of the_world . 

This is an age of pictures. The develop- 
ment of the motion picture is largely re- 
sponsible for the great interest people now 
take in illustrations, for it is a fact that the 
leading magazines and the metropolitan 
newspapers attract a big number of readers 
through their picture sections. 

On trains, in offices, or in any reading 
room the first periodicals to be taken are the 
ones filled with pictures. 

Your farm prospects are just as interested 
in pictures. It is one of the ways they keep 
abreast of the times. 



The Hudson Motor Car Company realized 
this demand for pictures. They are filling 
it with their Hudson Super-Six News- 
Pictorial, a publication issued and mailed 
to over Eighty Thousand people on the 
first and fifteenth of each month. 

Many Hudson distributors and dealers 
have taken advantage of the opportunity 
to send this attractive publication to their 
prospects. Some order a few, some many 
hundred, and one distributor has a mailing 
list of ten thousand names. 

But every Hudson distributor and dealer 
should use this Super-Six News-Pictorial. 

There are at least 100 families in every 
dealer's territory who should receive this 
Hudson sales message twice a month. 

They need not all be actual prospects. 
Send in those whom you think will some 
day be a prospective buyer, or who now 
perhaps, own another make of car and who 
later will be in the market for a Super-Six. 
Then unconsciously as they read each issue 
of this News-Pictorial, the name HUDSON 
will become firmly fixed in their minds, for 
although the publication prints pictures of 
general news interest, there are also enough 
photographs of Super-Sixes shown to keep 
up interest in the prospect's mind. 



If you cannot give us a list of 100 names 
to start with send in all you can. The 
advantage in sending 100 names or more is 
that the wrappers around the Super-Six 
News-Pictorial will bear your imprint if 
you give us a mailing list of 100 for each 
issue. 

You must also agree to let us send the 
Super-Six News-Pictorial to this list for at 
least three months. Your actual invest- 
ment for each prospect for three months is 
but twelve cents. 

There is a blank in this issue of The 
TRIANGLE which you can use to order 
the Super-Six News-Pictorial. Even if you 
are now using the publication you can make 
use of the blank to order additional copies. 

We are ambitious to have 200,000 readers 
of this publication by March First. We 
can if every Hudson distributor and dealer 
will do his part. 

No other maker of automobiles offers 
such an opportunity to its dealers. Some 
attempt it but the Hudson Super-Six 
News-Pictorial is a real rotogravure section 
such as the leading metropolitan dailies use. 

Will you spend four cents a month on 
each one of your prospects and share in 
this opportunity? 
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Patterson of Stockton is a Live Wire 



HERE'S a picture of the salesroom 
and service station of the Hudson 
dealer at Stockton, California. A. 
H. Patterson, who presides over this es- 
tablishment, has found time to conduct a 
lively trade in Super-Sixes and to win a 
nation-wide reputation as a driver of the 
Hudson car. He participated in the re- 
cord-breaking round trip transcontinental 
run. Over the Santa Monica course in 
California he won the world's non-stop 
run of 403 miles and finished 4th in the 
Vanderbilt Cup and 3rd in the Interna- 
tional Grand Prix. Patterson is now in 
the east attending the automobile shows. 
No greater Super-Six enthusiast lives than 
the Hudson dealer at Stockton, California. 



Here's Proof That One Hudson 
Sells Another 
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WF. SUYDAM, Jr., of the Welwood Silk Mills, Inc., Hawley, 
Pa., has just purchased his second Super-Six from the 
Fleming Motors Co., distributors at Scranton. In placing 
this order he turned a deaf ear to offers of excessive allowances and 
discounts from dealers in other makes. His faith in the Super-Six 
and the service given him by the Fleming Company were proof 
against all these offers. 

Mr. Suydam's first Hudson was a 13-37. This car served him so 
well that he bought a Super-Six in February, 1916. He got delivery 
on it April 21st and has driven it 5,500 miles without using a wrench 
or removing a tire from a wheel. 

Mr. Fleming went to Hawley to close the last order on January 
11. He drove back to Scranton, 41 miles via Honesdale, in exactly 
two hours. Plowing through snowdrifts level with the tops of the 
fenders through the mountainous wilds of Pennsylvania, with the 
mercury one degree below zero and the Super-Six motor purring like 
a kitten by the fire in a cozy kitchen, is quite a performance. And 
yet that is exactly Mr. Fleming's report of his trip. 



These Dealers Made Early Sales 
at the New Price 



AL NELSON, proprietor of the Star Garage Co., Erie, Pa., 
says he took an order for a Super-Six at the new price on 
November 2nd. The sale was made to N. D. Hawkins, of 
North East, Pa., for a Phaeton to be delivered May 1, on his return 
from wintering in California. 

CC HOUSENIK, dealer at Bloomsburg, Pa., sold a Super-Six at 
the new price on December 30. His customer was James 
Magee, a manufacturer who makes webbing for automobiles. 
Many other cars were offered Mr. Magee with special inducements 
to buy. After mature consideration, he selected the Hudson Super- 
Six as the car with the best record of performance and giving the 
greatest promise of meeting his all-around requirements. 



Woman Buys Hudson to Match 
Palatial New Residence 



ONE of the most noteworthy show-places of Santa Barbara, 
California is the palatial new residence of Mrs. Ida M. Murphy, 
Mrs. Murphy, in looking about for an automobile of the closed 
type, decided on the Hudson Super-Six as being the car that most 
perfectly accorded with the elegance of her home. Accordingly, she 
placed an order for a Hudson Limousine through H. O. Harrison, 
distributor at San Francisco. This beautiful and richly appointed 
car has recently been on display at the Harrison show-rooms and 
attracted much attention. Mrs. Murphy is reported to be charmed 
with her purchase. 



{ Phoenician In Hudson Makes Record j 
| Time to Los Angeles [ 

BOB BROWN, of Phoenix, Arizona, drove a Super-Six to Los 
Angeles, nearly 500 miles, in 21 hours. 
The average time consumed by tourists in making this trip has 
been from 24 to 36 hours. The best time that has ever been recorded 
over this route in a recognized race has been about 15 J^ hours. 

The roads between Phoenix and Los Angeles, by either of the three 
traveled routes are at their very best slow traveling in most places. 
Desert, mountain, sand, rocks, gravel, brush, gulleys, washes, ruts, 
dust, and all other "jinx" for the autoist are encountered in the 
slightly under 500 miles that must be negotiated to reach the end of 
the trip. The piece of road beyond Yuma is one of the hardest in 
the United States, and many cars have been stranded in the deep 
desert sand in this district in the past few months. 

Brown passed several cars in this district. He had no trouble with 
his Super-Six in making the deep sand drive, and after reaching the 
more even and better roads ot the central part of California, had easy 
sailing into Los Angeles. 
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Super-Six His First Real Automobile I Ritter is Growing 




eOl.MiVM. NOl'TII DAKOTA. 



January 2 1917. 



John P. Bleeg Co. 



Sioux Falls S.Dak. 



When 1 had run my Super 81 x five 
hundred miles I had you look it over and 
gave you the Inspection slip #1. 

On December 10th, 1 had run It just 
under seventeen hundred ml 106 but as I had to 
leave it with you for about ten days while 
called to Iowa I had it looked over and thought 
you might want the inspection slip #& which 
I an enclosing. 

Hudson service Is something that is 
worth paying full rates for as I appreciate 
the endeavor on your part to make the service 
of value. 

I have owned a number of cars but 
my first real automobile is my Hudson Super Six. 

with every good wish for your continued 
success I remain. 



THE RITTER 
AUTOMOBILE 
CO., distributors 
at Madison, Wis., made 
such giant strides with 
the Super-Six last year 
that they had to build a 
new place. 

The company is now 
located in its new gar- 
age, which has floor 
space for 250 cars. The 
new Hudson home was 
erected adjacent to the 
old one, and greatly 
facilitates business oper- 
ations. 



Out of the Mouths 
of Babes 



M 



Very truly yours. 
Cashier. 



Y car is a mid- 
year 

Six," writes 
Windsor Josselyn from 
Pasadena, Cal. "Re- 
cently, when I had 
stopped behind a street 

car, a 1911 

i came alongside, and a 
j little boy's voice piped: 
j 'Oh, papa, there's a 
I Super-Six!' I was not 
* displeased." 
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How Harry Lee "Evoluted" Into a 
Hudson Salesman 



H' 



"ARRY E. LEE is now one of the most efficient salesmen in 
our territory/ ' said Hal Brace of Kansas City during the 
course of a chat at the factory the other day. 

"His evolution into that status is interesting. When the Super- 
Six was announced a little over a year ago, Lee's father owned a 
Hudson car. The boy had heard of the wonderful claims made for 
the new car, and already being a 'Hudson bug 1 was quite anxious to 
start in our employ as a demonstrator. Being an excellent driver, he 
had no difficulty in getting away with the job, out-demonstrating all 
competitors. In demonstrating to our dealers, and hearing their con- 
versations, he at once realized the wonderful possibilities of the Hudson 
car in this territory. 

"Our dealers in Chillicothe, Missouri, at that time were interested 
in other lines of business which seemed to take most of their time. As 
a result, few of the prospects in their territory knew what an extra 
fine value we had to offer. In taking this matter up with them, they 
expressed a desire to hire a first-class salesman and demonstrator. We 
immediately sent Mr. Lee there, and a deal was arranged whereby 
he was to manage the agency. 

"He arrived at Chillicothe at eight o'clock in the morning, and 
sold a car before noon of the same day. At this time, everyone in 
town is talking Super-six. Everyone in the county who own a cheaper 
car has an ambition to become a Super-six owner, and those who paid 
a higher price before Mr. Lee's arrival, are sorry they did not save the 
extra money, and at the same time, get a better car. In other words, 
Mr. Lee has sold the entire county on the Super-six. His employers 
who had heretofore considered their Hudson business only as a side- 
line, have decided to build one of the best salesrooms in the city, and 
are moving their office over with Mr. Lee in the new building. From 
now on, the Super-six is their main line, and their other business only 
takes a minor part of their time. 

"So Harry Lee has made good and proved that genuine enthusiasm, 
plus energy and a good product, are a winning combination." 



I To the Other Owners f 

| (Written by a Hudson Super- Six Owner at Worcester, Mass,) I 

Now this that I'm telling you, is nothing really new. 
You've had the feeling all along but wouldn't believe 'twas true. 
You've thought you were contented, or in your ways you're set, 
But don't let this slip by you, YOU'LL BUY A HUDSON YET. 

You bought a big expensive car, with lots of pretty frills. 
You took your share of riding and paid your share of bills. 
And with the season over, don't you find you're really glad? 
Don't you wonder for all that money, where 's all the fun you had? 

You thought that your big car would be panacea for motor ills. 
No more roadside hesitations, nor repairs financial chills, 
And wasn't the awakening cruel, when at Facts inevitable call 
You found that your big motor was built by humans after all? 

Perhaps you bought a Flyer painted mossy green. 

Then along came a HUDSON SUPER-SIX and trimmed you slick and clean. 

You tramped on the accelerator and gave her all the juice, 

But at last you saw the "light" and wondered, "what's the use." 

Have you noticed that HUDSON owners don't care what car you've got? 
THEY are driving HUDSONS and that is all they want. 
They have service in the car, and service in the shop. 
They are so busy driving that they haven't time to stop. 

One day you met a HUDSON climbing your favorite hill. 

You set out to show him and see that he got his fill. 

The HUDSON speeded up a bit, you thought your car was lagging, 

He left you then so far behind, you thought your brakes were dragging. 

Now I ask you, isn't it so? Haven't I the truth portrayed? 

Why are you still outside the fold? Why so long delayed? 

It may take a little time, but don't you dare forget 

That after all your "fiddlin* 'round," YOU'LL BUY A HUDSON YET. 



Memphis Dealer Gets Pike's 
Peak Certificate 



A GOODMAN, to whom the certificate reproduced above was 
issued, is vice-president of the Memphis Motor Car Co., 
Hudson distributors at Memphis, Tenn. 
Mr. Goodman drove his Super-Six through the Yellowstone 
National Park, accompanied by his wife and three sons. The ascent to 
the summit of Pike's Peak was one of the events of the tour. The 
Pike's Peak gateman said to Mr. Goodman on his return from the 
Peak that his Super-Six was the second car, as far as he had observed, 
that had made the ascent without the water boiling in the radiator. 



Super-Six is People's Gift to 
Omaha's Mayor 



THREE THOUSAND people applauded enthusiastically when 
Mayor Dahlman received a Hudson Super-Six Touring Sedan 
as a Christmas present from Omaha's business men. 
The presentation was made the feature of a municipal celebration. 
The gift was presented with the remark that "we are out of the 
village class. We respect the law, and we realize that if the mayor 
can't have an auto one way, he can in another way. It gives us much 
pleasure to present this splendid automobile to the Mayor of 
our city." 

The mayor accepted the gift appreciatively, saying: "This car 
will not be marked 'official' nor 'unofficial,' but it will be marked 
'the Dahlman car.' This Hudson Super-Six Sedan will be used to 



Hill Goes to Harrison 



i 



JOSEPH A. HILL, associated with the automobile industry since 
1902, has joined the forces of the H. O. Harrison Co. as sales- 
man of the Hudson Super-Six. While Hill entered the "game" 
in the East, he is by no means a stranger in San Francisco, having 
been connected with local distributors of motor cars for the last 
ten yeais. 

George Bohen, another man who has had a fine training in the 
motor car business, has been placed in charge of the H. O. Harrison 
branch at Oakland, Cal. 

Like most other Hudson distributors and dealers, Harrison is 
building up his selling organization. Business in San Francisco has 
never let up since the Super-Six came out. 1917 prospects are brighter 
than ever. 



the credit of this great city of ours. It will be used on errands of 
charity, as well as occasions of pleasure." 

Guy L. Smith, distributor at Omaha, says: "The decision to 
make the mayor a present of an automobile was brought about by the 
fact that some short-sighted taxpayer issued an injunction against 
the mayor for using the Hudson Super-Six Touring Car for private 
use, and it became necessary for the mayor to confine his use of the 
car entirely to city business. A number of prominent business men 
decided to present the mayor with a car which he could use at any 
and all times, and we feel highly elated at securing this business. 
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Owner Experimenting on Super-Six 
Gasoline Consumption 



i 



CHICAGO snow and cold winter weather do not dampen the 
ardor of a real dyed-in-the-wool Super-Six owner. 
E. E. Smeeth, of Oak Park, 111., recently purchased a 
Touring Sedan. His first inspection was made a month later, and 
when he heard how the car had stood the inspection, his enthusiasm 
called for action. What he did was to start for Miami, Fla., in his 
Super-Six Touring Sedan, via the Dixie Highway. Smeeth intends 
to experiment along the way with low grade fuels. Before starting 
from home his record for fuel consumption was high. His average 
in his Touring Sedan has been 16 miles to the gallon, and occasionally 
on certain trips, it went to 19 miles per gallon. "We are not taking a 
chance in the world," said Smeeth. "Touring across country, winter 
or summer, in a Super-Six Sedan, is one of the easiest things in the 
world; of that I am sure. And I believe I will be able to report some 
interesting facts on fuel consumption on my return." 

] Buckwalter Joins Hudson-Stuyvesant | 
at Cleveland ] 

WJ. BUCKWALTER, formerly sales manager for another carat 
Cleveland, has joined the Hudson-Stuyvesant Motor Car Co. 
Mr. Stuyvesant is gradually building up a first-class selling 
organization in preparation for 1917 business. In Mr. Buckwalter, 
he thinks he has secured a star. Welcome to the Big Family, Mr. 
Buckwalter. 



s 



Perfect Score Illinois to Florida in | 
Nine Days — Easy Driving 

QMMIMIMMMMNMNMIMMWNnNm^^ 

FRANK WOLFE bought a Super-Six from Frank Keel, Hudson 
dealer at Monticello, 111., stepped on her and slid away for 
"the palmy orange groves of Florida." 
From St. Augustine, his destination, Wolfe wrote back: "We 
arrived here with Illinois air in our tires and did not refill the Super- 
Six radiator until we got to southern Kentucky. Haven't had a 
spark plug out or tightened a tap, although we 'logged' 1450 miles 
over roads that were good, bad and indifferent. Driving through 
70 miles of sand we discovered that the Super-Six could get there if 
any car could. Passed every car on the road — even the Fords. The 
Super-Six is a 'peach'." 



Kennedy Outdemonstrates 15^ Rivals 
to Make Sale of Super-Six 



THOS. H. KENNEDY, president of the Kennedy Motor Car Co., 
of Patterson, N. J. sold a Hudson Super-Six Phaeton to the 
Board of Chosen Freeholders of Passaic County last week. 
The Board gave Kennedy the order after he had defeated fifteen 
other makes of cars in all kinds of tests. Mr. Kennedy, wearing a 
smile of confidence, did his own demonstrating. His smile broaden- 
ed to a laugh when he finished over the top of Grand Street hill 
going at the rate of forty-three miles an hour, nearly ten miles better 
than several of his competitors. ^ Most automobile men say Grand 
Street hill is a bad one to negotiate. Kennedy says it's only a knoll 
for the Super-Six. 

This sale has greatly added to the already high prestige of the 
Hudson Super-Six at Patterson, N. J. 



L 



Stockton Adds Crack Salesman 



AL. ADAMS, long experienced in the automobile business and 
one of the highest rated salesmen on the coast, has signed up 
with A. H. Patterson, dealer at Stockton, California. The 
Big Family "mits you," Mr. Adams. 



Lawyer, Plus Banker Plus Girl, 
Equals Traffic Tangle 



A BANK cashier on foot, a lawyer in a Ford, and a pretty girl 
in a Hudson Super-Six, were the component parts of a neat 
little traffic tangle in a mid-western city recently. The 
lawyer was driving east, thejgirl driving west, and the banker standing 
on the sidewalk. 

The lawyer and his Ford arrived at the crossing just as the girl 
started to turn around to go east, and the banker started to cross the 
street. The banker's eye was caught by the girl in the Hudson, 
and, apparently in a trance, he halted in front of the Ford to give 
here the "up and down." The lawyer driving the Ford couldn't see 
the girl, and so was able to stop his car before mangling the trans- 
fixed banker. But he killed his engine stopping, and the girl turning 
in behind him killed her own motor to avoid running over the Ford. 
The lawyer got out and cranked, the banker moved on across the 
street, looking back over his shoulder at the girl, who viciously 
stamped on her self-starter and froze both men with a glare as 
she drove around the Ford. 



Hudson in Aristocratic New Home at Milwaukee ' 



i 



THE Jesse A. Smith Auto Company, distributors at Milwaukee, 
are now occupying their new quarters, the largest and finest 
devoted exclusively to motor car sales in the state of Wisconsin. 
The new building contains approximately 40,000 square feet of 
space and is I five stories high, including the basement. The first floor 
is used as the salesrooms, the second as the paint shop, the third as 
shoproom, and the fourth for storage. 

The new Milwaukee showroom is a model of elegance in furnishings 
and decorations, as elaborate, perhaps, as any other motor car show- 
room in the country. 



These exterior and interior views, photographed during the holi- 
days, give a fair idea of the beauty and spaciousness of the Milwaukee 
plant. 

Mr. Smith is justifiably proud of his new quarters, and elated at 
having floor space adequate to meet, for the present at least, the 
demands of his growing business. The heads of the various depart- 
ments at Milwaukee are: W. H. Cahill, manager of the wholesale 
sales department; Harry Soulen, manager of the parts department; 
A. H. Cahill, district manager; R. H. Case, sales manager; Leonard 
Lokker, manager of the service department, and John O'Keefe, mana- 
ger of the counting department. 
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The Super-Six Costs Less 



VIEWED in the light of huge price increases 
along all commercial lines, the Hudson 
Super-Six at $1,650 costs less today than 
when put on the market a year ago at $1,375. 

In its related dollar value to other commodi- 
ties the new Super-Six shows an actual price 
reduction. 

We knew this. We knew more worth had 
been put into the new Super-Six for less pur- 
chasing power. But, as always, we sought 
authority. A noted economist was employed to 
tabulate relative prices of the Super-Six as 
against basic wealth, farm products for 1916 and 
1917. 

We produce here his comparisons estimated 
in bushels of corn and wheat : 



Date Price of Car 

Jan. 31, 1916 $1,375 

Jan. 31, 1917 $1,650 



Grain Quantity Required 
to Purchase Super-Six 
Wheat Corn 

1,034 bu. 1,717 bu. 
987 bu. 1,634 bu. 



The economist's table shows that the new 
Hudson Super-Six costs 83 bushels of corn or 
47 bushels of wheat less than its great prede- 
cessor. It is a disinterested scientific comparison 
however, and does not show the improvements 
and near approach to the ideal of perfection 
expressed in the new model. 

Super-Sixes have not advanced in cost. But 
the gauges of wealth — wheat, corn, all earth 
bounty and derived products — have dwarfed 
THE DOLLAR. Dollars have shrunk. That 



drone dollar in the sock cache diminished. 
Even the lightly employed dollar earning 3% 
in the bank lost stature. 

Size it up! Approximately it buys 75% as 
much shoes as a year ago; 50% as much coal. 
At the grocer's, the clothier's, in the restaurants, 
it has lost power. Of comparisons myriad it 
stands nearest its 1916 purchasing stature in 
trade on the new Super-Six. 

You dealers and salesmen sense these facts* 
Do your prospects? You should make sure 
they do. It is very human to resent, without 
examining for the truth, any prima facie evidence 
of price advance. Strangely is this true in the 
case of a commodity which has won the public 
applause and confidence; that has become a sort 
of demi-human hero of Homeric deeds as has the 
Super-Six. 

Without question the Super-Six is associated 
heroically in the public mind because of its vivid 
wrecking and rewriting of records last year. We 
must quickly efface any impression that it is a 
hero grown mercenary. Better, we must not 
permit such an impression to form. 

We know that figures tell an essential untruth 
in the case of the new Super-Six. The public 
must know it. The heads of the sales organi- 
zation consider it of prime importance to stress 
these comparisons at the head of our selling 
campaign. And we look, as always, with con- 
fidence to the alert, intelligent co-operation of 
the Hudson Big Family. 
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Heads Newly Created Wholesale 
Department at Omaha 

lip I SHE demands in my territory have forced me to create a whole- 
I sale department at Omaha," said Guy L. Smith, when seen 
■*■ by the editor of the TRIANGLE at the Chicago Show last 
week. 

"My wholesale business has always 
been big, but the demand for the Super- 
Six is now so great that a separate depart- 
ment to handle this agency business has 
become absolutely necessary. 

"Last year our agents greatly oversold 
throughout the season. This year I am 
receiving twice as many Super-Sixes and 
have organized a department that will be 
so managed that the complaint will be 
largely overcome. Not entirely, of course, 
as the demand for Hudsons is greater than 
the maximum output of the factory can 
supply, but the creation of this department 
assures that distribution will be so man- 
aged that no dealer whom we accept will 
get less than his rightful share of the large 
shipments we receive. 

"T. M. Bromwell has been secured to 
manage this important division. His 
fitness and capabilities have been well 
tested through fourteen years of success- 
ful experience as sales manager of some of 
the large motor car distributors of Omaha and Minneapolis, during 
which time Mr. Bromwell gained the full confidence of the dealer 
organizations with which he worked, through his thorough under- 
standing of the problems which confront the dealer and his aptitude 
in devising means of successfully meeting them. Mr. Bromwell's 
appointment nicely rounds out my organization for 1917." 

Why the Farmer Wishes Better Roads 

IN the prosperous agricultural sections the average farmer is now 
a believer in road improvements, although ten years ago he was 
opposed to them. The change in opinion is doubtless due in some 
measure to the growing conviction that a good road is useful in a 
business way, for hauling, but there is now a much stronger reason 
for the farmer's interest in highway betterments. Take Iowa, for 
instance. The latest registration figures show that there are 191,697 
automobiles in that state, or one for every thirteen inhabitants. There 
is no large city in the state and no center of great wealth, so the 
inevitable conclusion is that the farmers of the state own most of these 
automobiles. It was not so many years ago that these farmers opposed 
road building as being of value only to a few rich owners of motor cars. 
They are now in favor of such improvements, and it is a fair inference 
that the absence of good roads is what convinced the agricultural 
population of the value of real highways. The farmer is like any other 
man in wishing to get the most out of life he can, and the influence 
of mud and ruts is particularly irksome to him if he is a motorist. 

My Shoes, My Coat, My Automobile 

A MAN who had spent several years of his life selling express 
service was talking to a friend: 
"I never realized till I stopped to think of it the other day how 
much service counts for in business. I bought a pair of shoes last 
week. The salesman looked at my old pair and suggested that I 
was hard on heels. I admitted it. Promptly he suggested that I 
come in after I had worn my new shoes a few days and allow him to 
put in, free of charge, some extra brads to keep my heels in shape. I 
liked that salesman instantly. He was offering me service plus shoes. 

"I noticed it the very next day with a clothing man who sold me 
my Fall overcoat. He told me to come in any time I wanted to and 
take advantage of their free pressing service. Service plus coats! 

"I was riding down the street a while ago in my new car. As we 
passed the garage where I had bought it the manager, standing in 
the doorway, motioned me to stop. He had heard a squeak, and, by 
George!, he wouldn't let me go till he had eliminated it. He said it 
was his business to see that cars that he sold did not squeak. More 
service! 

"There you are ! My shoes, my coat, my automobile — I get service 
on them all. Trifles? Of course they are trifles. But they show a 
big spirit of willingness to serve, and that's what makes you friendly 

to a man." 

***** 

As true as two plus two makes four! Service — willingness to serve 
in trifles as well as larger affairs — here is the widespread order of the 
day. — Wells Fargo Messenger. 



Beauty Drives Hudson From Oakland 
to Los Angeles in One Day 

MRS. Harriet Stenzel of San Lorenzo, California, drove her 
Super-Six from Oakland to Los Angeles in one day recently. 
Mrs. Stenzel went over the inland route, sitting behind the 
wheel every minute of the drive. She had but one companion on the 
speedy dash between the two coast cities. This is considered a remark- 
able one-day run for the best of drivers. There are thousands of women 
drivers in San Francisco, but few would care to start off for Los 
Angeles at a moment's notice and make the entire drive without 
stopping. Commenting on her feat, Mrs. Stenzel nonchalantly re- 
marked, "With the easy control, the smooth flow of surplus power 
and the comfort one has in driving a Super-Six, the one-day jaunt 
from San Francisco to Los Angeles, even for a woman driver, is no 
trick at all." 

Day by day emphasis is being given to the fact that the Hudson 
Super-Six is fast becoming "the woman's car." Some women choose 
it for its looks and luxury, some for its comfort and easy driving 
qualities, and some for both. But more and more women are buying 
and driving Hudsons. 

Botterill Holds Classes for Scouts 

FRANK BOTTERILL, distributor at Salt Lake, plans to see that 
every boy scout in his town is taught "first aid" to automobiles. 
Recently three scout masters and sixty boy scouts spent a 
day at the Botterill establishment where they were taken in hand 
and taught a number of important things about Hudson Super-Sixes. 

Some weeks ago Mr. Botterill conceived the idea of giving all the 
boy scouts in Salt Lake an opportunity of learning how to change 
automobile tires, assemble tires, rims and tubes, patch punctured 
tubes and other things that relieve ordinary cases of automobile 
distress on the road. 

It was Mr. Botterill's thought that scout craft as practiced by 
the boy scouts includes the ability to relieve distress wherever it is 
found and in whatever form. For instance, if a woman's car stops 
unbidden and she is unable to start it, it was felt that if a boy scout 
should possess the knowledge necessary to investigate and locate the 
trouble it would add materially to the boy's scout craft. 

The scout masters of the city took heartily to the suggestion and 
they themselves met at the Botterill establishment for a preliminary 
demonstration of "first aid" principles. The sixty boy scouts who 
met at the Botterill company's sales room were the first section of 
the boy scouts themselves to take up the proposition. 

CM. Brown, one of the Botterill salesmen, addressed the boys 
at the opening of the meeting and explained the purpose of the latter. 
Then Al Hanley, shop superintendent for Mr. Botterill, took the 
boys in hand and briefly explained the little things that sometimes 
cause a car to stop and which can be easily remedied if they are 
understood. He showed the scouts where to look for ordinary trouble 
that temporarily stops a car at times on the road. He explained 
clearly to the scouts "what makes the wheels go 'round in an auto- 
mobile." Then Charles Schofield, a Botterill salesman, assembled 
the boys around a number of rims and tires laid out on the floor and 
showed them the proper way to change a tire and attach a tube. 
Then the boys tried the test for themselves. 

Al Smith, another Botterill salesman, took the scouts over a 
Hudson Super-Six. 

The boys expressed the greatest interest in the entire meeting 
and arrangements have been made for other organizations of boy 
scouts to meet with the Botterill Company along the lines of "first 
aid" work to automobiles. 

California Students Prove Super- Six 

WHEN a motor car becomes so popular that it attracts the 
attention of student bodies of the great colleges of America, 
there must be something in it that is worth while. 

One of the latest occurrences of this nature that has come to the 
attention of distributors of the Super-Six at San Francisco is a test 
recently conducted at Stanford University by E. S. Anderson, a 
young mechanical engineer, who is making a scientific study of the 
construction and operation of automobiles. 

The Engineering Department of Stanford became so interested 
in the scientific feature and power produced by the Super-Six that 
they conducted a series of exhaustive tests in the mechanical engi- 
neering laboratory at Palo Alto. These tests have conclusively 
proved that the Super-Six delivers a greater power per cubic inch 
of displacement than any automobile ever before built. 

The tests also indicate the astonishing economy in fuel consump- 
tion which has been one of the features of the Super-Six. 

The long string of records now dangling at the belt of the Hudson 
champion kept the automobile public on the qui vive every month 
last year. It is gratifying at the beginning of the new year to know 
that those road tests are now substantiated by the finding of such 
an eminent authority as that [of the mechanical department of 
Stanford University. 
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To Have Is Not To Hold T When 
You're Selling Super-Sixes 

t i TTT'S pretty tough to be the head of a large automobile business 
I and to have the limousine you've selected for your own personal 
use sold right from under your feet by an enterprising retail 
salesman," quoth Louis Geyler, distributor at Chicago. 

"And to make it worse, you get the merry 'ha-ha* from your 
general manager and the sales staff. Anyhow, this is how it happened: 

"The last maroon Hudson Super-Six limousine obtainable this 
season struck my fancy and I picked it out for my own use. The car 
was given the usual inspection, license numbers were put on and it 
was placed on the sales floor, supposedly just for the afternoon. 
In fact, the order was given that my driver would take the car out 
at 5:30 P. M. 

"In the meantime a salesman brought in one of his prospects 
who was about sold on a green limousine. She had not seen the 
maroon car, but had ridden in and practically selected the green one. 

" 'Oh what a beauty!' she exclaimed on entering the salesroom. 
The salesman looked and saw that she was headed for my car. 'That's 
the one I want. Can I send my man for it this afternoon?' 

"The salesman gasped, swallowed hard and said: 'Yes, certainly.' 
He then excused himself, located me and said: 'I'm sorry, Mr. 
Geyler, but I've just sold your new maroon limousine. My customer 
insists on that one instead of the green one.' 

"Being the pioneer along automobile row in rendering service to 
my customers, I saw my duty and did it bravely. It came hard in 
this instance, but I was game and said: 

" 'All right, Pearce; take off the license numbers.' 

"This is merely an example of how the Super-Six limousine and 
town cars are selling in Chicago." 

Super-Six Carries a Record Load 

FRED DUTTWEILER of Jefferson ville, who carries passengers 
and U. S. Mail between Liberty and Jeffersonville, arrived in 
Liberty recently in his seven-passenger Hudson Super-Six tour- 
ing car carrying the U. S. Mail and eleven passengers, besides their 
baggage. 

This is believed to be a record for carrying the largest number of 
passengers in a car of that size with snow on the ground. Mr. Dutt- 
weiler has not missed a single day with his car this winter, running 
in all kinds of weather when other cars are in storage. 

New Lock Invented for Hudson Cars 

BM. TAYLOR, manager of the parts department of the H. O. 
Harrison Company, San Francisco distributors, has invented 
and patented a lock for Hudson Super-Sixes and other cars, 
which, he claims, is absolutely thief- proof. It is a small nickel -plated 
affair, which is attached to the gear-shifting lever while in neutral 
and fastened with a Yale lock. Taylor is introducing this lock to 
the motorists through the accessory department of the H. O. 
Harrison Company, so, the other day, when Major S. F. Bottoms of 
Fort Winfield Scott drove his Hudson Super-Six into the Harrison 
service department for some minor adjustment, he was asked what 
he thought of Taylor's new lock. The army officer said he was very 
much impressed with it; in fact, he thought it was the most practical 
automobile lock he had ever seen. 

However, he put off purchasing one "until the next time he came 
in." That same day his Super-Six was stolen. Naturally, the Major 
was much chagrined at the loss of his car, and the recollection of 
having disregarded the lock salesman's admonition, "Better put one 
on now," did not lessen his vexation. 

Major Bottoms was very fortunate, however, for he recovered 
his Super-Six within a few days; and, needless to say, the first drive 
he made in his restored car was to the Harrison accessory department 
for one of Taylor's new locks. 

Value of Good Roads to Persons 
Not Living on Them 

PROPOSED road betterments are sometimes opposed by owners 
of property not abutting on the sections to be improved on the 
ground that it is unfair to improve at public expense a road 
passing the lands of a few men and leave other roads in an unsatis- 
factory condition. 

Such obstructionists assert that while they must pay road taxes 
they receive no benefits in return. Prof. B. K. Coghlan, of the Agri- 
cultural and Mechanical College of Texas, has recently reported some 
observations in that state which are a good answer to such claims. In 
one county where gravel roads extend but eight miles from town, 
farmers living beyond the improved roads haul wood during dry 
weather to the ends of these roads and pile it there. When bad 
weather comes and it is impossible to work in the fields they haul this 
wood into town over the good roads without difficulty and thus utilize 
a part of their time which would otherwise be unoccupied. 



Texas Man Bucks Wind, Sand and 
Snow, But Gets Through 

AFTER fighting snow, sleet and cold on the high plateaus of 
New Mexico, the heat and deep sand of the Colorado River 
bottom and the Mojave desert, Alfred Roos found the Cali- 
fornia sunshine and Los Angeles good roads one of the real joys of 
his young life. 

Mr. Roos is associate dealer of the £1 Paso distributor of Hudson 
cars. Because of the fact he drove a Hudson Super-Six from Las 
Cruces, N. M., over the borderland route to Phoenix, then across 
the desert to the ferry at Parker, then by a long detour up to Needles 
and over the Santa Fe route through Barstow to this city. 

Commenting on the trip, Mr. Roos said: 

"If we hadn't had a real car when we bucked that chopped -up 
sand road between Bouse and Parker and when crossing the Gila 
River between Bisbee and Florence, on the borderland route, we 
would still have been on the road. We got in last Sunday and, thanks 
to the Hudson Super-Six, we were three days earlier than we expected 
to be, considering the round-about route that we followed. 

"We intended to come by the way of Yuma, but at Phoenix they 
told us that almost the entire distance of 200 miles between Phoenix 
and Yuma was in such fierce condition that we had better come the 
longer way. If the Yuma route is any worse than Parker, I don't 
wonder that so many machines are broken up and fall by the way- 
side, for, let me tell you that no one has any business to travel for 
pleasure between this city and Phoenix by the Parker cut-off." 

Two New Men Added to Albany 
Sales Organization 

THE E. V. STRATTON CO., distributors at Albany, are getting 
ready for the 1917 selling campaign. 
W. H. Bumstead has been appointed manager of the Used 
Car Department and Edwin S. Bramley has been added to the retail 
sales staff. Both being men of ripe business experience and having a 
wide acquaintance they are expected to materially facilitate sales 
work in the Albany territory. 

Geyler Force Visits Factory 

TTUST before the Chicago Show the entire sales staff of the Louis 
I Geyler Co. came to Detroit for a look through the factory. 
J Mr. Geyler and general manager Busby gave the force this 
trip as a sort of vacation because of the interest they all manifested 
in the Super-Six and in recognition of their speedy work during the 
past year. They saw and enthused over everything, and were in- 
formally addressed by factory officials. The Chicago boys enjoyed 
the trip and say they profited by it. 

Super-Six Beats Fast Express 



TWENTY-FIVE years ago it took a letter over ten days to be 
carried across the State of Texas. Today fast express trains 
carry mail across the State in 48 hours. 
In December a letter was entrusted to an automobile at the 
northern border of the State of Texas at Wichita Falls and 20 hours 
and 8 minutes later this letter was in the hands of the mayor of Laredo. 
The Hudson Super-Six in its record dash of 628 miles across the 
State of Texas set a new pace for fast mail, and while this record may 
stand for some time to come, the day is not far off when it will be 
lowered considerably by the fast flying aeroplane. 

The Pony Express has gone down into history. Fast trans- 
continental motor cars will soon be giving way to the cross-country 
flight, via the aeroplane route. Little did he think, who coined the 
phrase, "As the crow flies," that some day this phrase would be trans- 
formed "As the aeroplane flies." 
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Gossip of the Automobile Shows 



THE 1917 Automobile Show at Chicago was the big event 
Motordom anticipated. 
As a "gathering of the clans" from far and near it was a 
record-breaker. Never before were so many men interested in the 
manufacture and selling of motor cars and accessories mustered in 
one city. 

The Congress Hotel was the main rendezvous. It was a continuous 
performance of hand-shaking and acquaintance renewing day and 
night — a jovial, happy bunch of enthusiastic, prosperous men. Com- 
petition was forgotten. Fellowship was the order of the day. 



The Chicago Show drew a larger delegation of Hudson distributors 
and dealers than did the New York event, which was expected. The 
following registered at Hudson headquarters in the Congress Hotel: 

C. R. Hardy, Louisville, Ky. 

W. F. Goodloe, Louisville, Ky. 

A. T. Crawford, Scotsbluff, Neb. 

J. R. Histed, Minneapolis, Minn. 

W. H. Swan son, Hastings, Neb. 

G. W. Jones, Des Moines, Iowa. 

H. M. Moore, Des Moines, Iowa. 

Guy L. Smith, Omaha, Neb. 

J. L. McClelland, Oklahoma City, Okla. 

Ray L. Sturm, Tusla, Okla. 

Royal H. Case, Milwaukee, Wis. 

M. O. Thompson, Sioux Falls, S. D. 

A. H. Black, Ft. Smith, Ark. 

W. C. Welbon, Cincinnati, Ohio. 

H. A. Testard, New Orleans, La. 

Wm. Steinhardt, San Antonio, Texas. 

Paul J. Kahlman, St. Paul, Minn. 

W. R. Katterjohn, Paducah, Ky. 

W. H. Adams, Paducah, Ky. 

A. F. Schrupp, Dubuque, la. 

Frank Botterill, Salt Lake City, Utah. 

Hal W. Smith, Salt Lake City, Utah. 

C. A. Lord, Lincoln, Neb. 

Dick Jolly, Oklahoma City, Okla. 

R. G. Edgerton, Suffolk, Va. 

R. J. Law, Indianapolis, Ind. 

J. B. Hulett, Indianapolis, Ind. 

A. L. Maxwell, Lawrenceville, 111. 

Kingman Moore, Macon, Ga. 

W. H. Cahill, Milwaukee, Wis. 

N. D. Robinson, Columbus, Miss. 

H. W. Ploeger, Ft. Wayne, Ind. 

S. A. Cramer, Ft. Wayne, Ind. 

Eddie C. Bald, Pittsburg, Pa. 



The Coliseum was a gorgeous spectacle. This year's effective 
decorative novelty was the splendid expanse of mural panels of scenic 
art depicting the historic events of the Jacobean, Cromwellian and 
Elizabethan eras. Globes ornamented in art glass atop of gigantic 
pillars added impressive touches to the scheme of illumination. Two 
hundred illuminated art clusters lent a beautiful glow of light to 
the great hall. 



The Hudson phalanx had a big daily pow-pow and shop-talk at 
headquarters. The benefit derived from this meeting of so many 
men handling the Super-Six to exchange ideas on the work for 1917 
was worth a lot. 



Greatest Things in Life 

"T T THAT are the greatest things in life?" asked Cleveland 
\/\/Moffettof Sarah Bernhardt, "who is young at seventy- 
Y Y one." 

"Work and love," she answered. "Love people, love life, love 
work, and you will never grow old. I love and am loved. I work 
incessantly, and therefore I am young at seventy-one years of age." 
Moffett's article in the February AfcC/ure's entitled "The 
Greatest Woman in the World," shows us "The Divine Sarah" in the 
role of teacher and philosopher. This remarkable woman who has 
been the world's queen of the stage for three generations tells us in 
these simple words what has been the basis of her optimism and her 
unending youth — work and love. It is a great lesson this French 
woman is giving to us as the fruit of her marvellous career. We may 
well ponder over her words, for they are true. 



Exclamations of delight from both men and women visitors to 
the Hudson booth at the Coliseum were invariable when they saw 
the royally beautiful Super-Six limousine. 

Rich figured gold and brown lace tapestry present an atmosphere 
when first seen that is quite unusual in a motor car. Gold interior 
trimmings and lamp mountings; clever button arrangement for attract- 
ing the attention of the driver and also communicating with him 
through the interior phone system; step lights and all the other refine- 
ments for which the Hudson closed bodies are noted, all influenced 
observers to declare this car to be perfect. $600 worth of gold was 
used in finishing its interior and door fittings. 

A cabriolet in "dawn grey" and Belgian blue stopped passersby 
with its dignity, grace and softly modulated color tones. The phaeton 
with its dressy seat covers and masterful air, and the cream colored 
touring sedan completed the Hudson exhibit. The revolving motor 
was one of the most interesting features of the show. 



The Hudson booth, as usual, was the magnet for a continuous 
stream of visitors, attracted by the national reputation of the Super- 
Six. The revolving motor drew its big quota of those eager and curious 
to penetrate the source of its wondrous power. 

The Louis Geyler organization, out in full force day and night, 
sartorially correct in their day and evening clothes, were kept on 
tip-toe with prospects, and in making sales. 



Ralph Mulford, pilot of the Super-Six in so many valiant record- 
breaking trips in 1916, was with "the Hudson bunch" every day. 
So was "Billy" Chandler who for some time past has been "playing 
with motors" at the factory. Ira Vail, who drove his Super-Six, 
known as "the Brooklyn demonstrator," so successfully on the 
American speedways last season was also on deck. 



When C. C. Winningham announced at the A. A. A. champion- 
ship dinner at Chicago Automobile Club that the Hudson Company 
would place a racing team in the field for 1917 there was great 
enthusiasm. No announcement of the year has aroused quite as 
much interest. The team is to be in charge of Arthur Hill, and Ralph 
Mulford will be the premier driver, William Chandler will be the 
superintendent of mechanical matters and Ira Vail will be a driver. 
All prize money will go to the team men. 



It is reported that eighty -one cars were sold at retail at the New 
York Show. ^ ( ,,„,u....m...-....i...n-,-.-»w« 

The estimated attendance at the Philadelphia Show was 100,000 
against 65,000 last year. Thirty retail orders for Super-Sixes were 
taken for immediate and future delivery, and the names of over 500 
good, live prospects were secured. Figures from outside territory are 
not in, but it is thought that every Hudson dealer carried away from 
the "Quaker City" Show more orders and prospects that other dealers 
in their particular territory. Twelve retail and four wholesale 
salesmen met the public at the Philadelphia Show. 



A factory official who attended the Baltimore Show had this to 
say of it: 

"I marveled at the wonderful display of motor cars in the Balti- 
more exhibition. It was as fine as I ever saw under a single roof, 
and reminded me of the old days of the Madison Square Garden. 
The Lambert Auto Co. is to be congratulated on their fine space and 
splendid display of Hudson Super-Sixes. 

"Hudson prospects in Baltimore are the best ever in that territory." 



Dick Tucker is a Live Wire 

RICHARD TUCKER, who came to Chicago from Minneapolis 
newspaper work to handle the advertising for the Louis Geyler 
• Co., is a breezy hustler. He recently had the management of 
Chicago retail sales added to his responsibilities and is getting away 
with it all in great shape. Nobody about the Hudson booth at the 
Chicago Show was as busy as "Dick," unless it was "Wholesale 
Smith" and his team-mate "Retail Smith." Tucker is a man of 
convincing personality and strongly conveys the impression that he 
is a man on his way up the ladder. More power to you "Dick." 



Make it thy business to know thyself, 'which is the mojft 
difficult lesson in the world. — Cervantts. 
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Meet the Assistant Salesman 

It Joins You Soon 



A 



TRIP through the Hudson factory at Detroit 
would assist the decision of any prospect towards 
the purchase of a Super-Six. 



And this promptly introduces the talents of the 
Assistant Salesman. It soon will join you. It will 
provide these factory tours for your prospects. 
It will be the able companion and aide of all 
Hudson salesmen who desire its co-operation. It is at 
the salesman's beck to corroborate by proof of eye all 
that is said of the painstaking, critical care and efficiency 
that goes into the manufacture of the Hudson Super-Six. 

The Assistant Salesman is the Corte-Scope device, 
supplemented by a series of finely staged photographs, 
showing in sequence the numerous complex operations in 
the construction of the Hudson cars. Packed in a 
handsome, compact case the Assistant Salesman is not 
an unsightly, cumbersome burden. With its services 
the salesman can take the Hudson factory right to the 
office or home of the prospect. 

For virtually, the Hudson factory in miniature is 
packed in that small case, and can be taken out and set 
up within a few moments. The photographs, seen 
through this device, are more than photographs. They 
take depth and realism. It is as though one peered into 
the busy shops of a pygmy race that suddenly had been 
stilled by the paralysis of some mysterious force. One 
scarcely can rise above the delusion that he actually is 
looking into the shops. 

The sag season of sales is on us. Prospects procras- 
tinate. At this season salesmen make innumerable calls 
where the interview is closed by the prospect's declara- 
tion that, "I won't be interested in considering a car 
purchase until — " and he sets a date remote in the 
Spring. 

The chances of selling that prospect are still excellent. 
But the salesman, unarmed with other arguments than 
he already has presented, cannot return to the prospect 
without the risk of irritating him. 

The Assistant Salesman, however, has the key to 
that dead wall of finality and can effectively open the 
door again. The salesmen has legitimate reasons for 
two further calls, after his others are exhausted. 

He need not appear in the guise of again seeking an 
immediate order. Ostensibly, he comes to show the 



prospect views of the Hudson factory, and of the opera- 
tions in the manufacture of the car, against the time 
when the prospect has said he will be open to the purchase 
of an automobile. 

Of course, the salesman should never leave the 
prospect without asking for his order. How much busi- 
ness has been lost by salesmen passively waiting for the 
prospect to volunteer his order will never be known, until 
the Custodian of Lost Opportunities opens his archives. 

Under another cover our Assistant Salesman, the 
Corte Scope will reach you at an early date. You should 
make its acquaintance. It will help your sales in the 
measure that you exploit its possibilities. Shown 
merely as pictures, the outfit will prove of little 
value. The love of grown men for toys is a harmless bit 
of boyishness that remains in the biggest of them, though 
hidden as the closets of their vices. If the prospect is 
allowed to use this device as a toy to amuse himself, it 
will fail partly of its mission. 

The salesman should have a good, clear talk prepared 
to present in connection with the views, and also be able 
to manipulate the instrument so expertly that the 
travelogue will not be interrupted by his clumsiness as 
an impresario. 

We are sending with the instrument a prospectus 
which will give the salesman his story. It should be 
absorbed thoroughly. 

Remember that the ideal of factory production and 
distribution is uniformity. That same holds good in 
the business of the salesman and the dealer. 

The Corte-Scope is additional selling power applied 
to lift sales up the grade of the slack season. We believe 
it will be just as effective as the extra locomotive that 
gives a heavy freight a lift on stiff grades. 

Under separate cover we are mailing each dealer one 
of these devices and billing him for $6. If he does not 
wish it, which we think improbable, he may return it 
within five days. But a number of them are desirable in 
order that several salesmen can use them at once. The 
Hudson Company will supply as many as you need at 
$6 each. They cost us considerably more than that, but 
we believe they will prove good sales assists and are 
willing to share the cost. Order as many as you desire 
at once, that you may get their use through the slack 
season. 
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Here is the "Assistant Salesman;" 
Now on Your Staff 



Tarkington Says Super-Six is 
Wizard Car 

BOOTH TARKINGTON, author of "Pernod," and a score of 
other works that stand high in American literature, is the 
owner of a Hudson Super-Six. He is said to get more per word 
for his writings than any other American fictionist. But this little 
message to the Hudson Company, he gave out of his vast satisfaction 
with the car it produces: 

"This car is altogether satisfactory and does everything claimed 
for it. It rides easily over these rough, rock-ridged Maine roads, 
where I am using it. It eats the hills and is a willing speeder when 
called upon. My driver, a very crochety mechanic, is pleased and 
cheerful. For looks this car is the best I've had; in fact I think it's 
better for the eye than any other car out." 

College Men Study Super-Six 

THE manner in which Hudson Super-Six performance last year 
overmatched all other makes regardless of price, caused such 
interest in the mechanical features of its motor among students, 
that the engineering class of Leland Stanford university recently 
made an exhaustive study of the Hudson product in the school labora- 
tories at Palo Alto. 

According to the conclusions reached by the students in their 
papers, comparing the Super -Six motor with cars of other manufacture, 
the Hudson motor delivers a greater power per cubic inch of displace- 
ment than any automobile ever built. This conclusion of course, has 
long been an accepted fact among motor builders, but it is a criterion 
of the alertness of the oncoming generation of engineers that they, too, 
saw it and were able to resolve the principle to its true worth with such 
unanimous finality. 



This is how it looks packed for carrying; also 
cleared and in action. 



Houpt Enlarges Salesrooms 

ALTHOUGH his old salesroom was considered one of the largest 
and finest on "Automobile Row," Henry S. Houpt, president 
of the Hudson Motor Car Co. of New York recently leased 
additional space in the Circle Building to give a more adequate display 
of the various models of the new Hudson Super-Six. 



Ready for War; 

Hudson Men Arm 

and Drill 
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DREXEL BIDDLE, 

multi millionaire, and 
socially speaking,'the 
whoest who in "Who's Who," 
recently addressed officials and 
employees of the Gomery- 
Schwartz Motor Car Company 
of Philadelphia so forcefully on 
preparedness in the present 
crisis, that at the end of his talk 
two companies of sixty men each 
were formed, officers elected and 
plans outlined for uniforming 
and drilling the volunteer units. 

Drill instructors and rifles will 
be supplied by the United States 
Marine Corps, and it is expected 
the two companies will rapidly 
be whipped into well disciplined 
and effective fighting organiza- 
tions. 

The military atmosphere has 
absorbed the entire Gomery- 
Schwartz organization, and the 
men have entered into the plans 
with spirit and enthusiasm. In 
replying to the address of A. J. 
Drexel Biddle, J. E. Gomery 
said: 

"Just as we have a splendid 
car in the Super-Six and a perfect 
organization to exploit it, just 
so we will have two infantry 
companies that will do credit to 
the world-wide Hudson organiza- 
tion." 

The drills will be held on the 
seventh floor of the company's 
spacious building, where there is 
sufficient room to maneuver a 
battalion. 



Dreams and Dreamers 



I HEY have borne us hence from that halcyon day 
when we wooed our bride with a scrip full of dor- 
nicks and snaked her home by the hair. 

They have lighted the night, and snuffed out the stars. 
They have strung the city's midnight canyons with rosa- 
ries of electric pearls. 

And the silk worm spins on miladi's hose in far-off 
Poppy-land, because of them. 

On a dream man follows the shark's deep patrol, and 
disputes the eagle's right of way. By haphazard road 
from the Battery to the Golden Gate he spanned this land 
between two Sabbaths — on a dream. 

He has yoked the lightning; like wraiths his messages 
beat over the waters, outstripping his greyhound argosies. 

For dreams are the spiritual culture wherein the genius 
of man hatches his brood of ideas. 

But the frail earthly urns of the dreamers crumble 
in dust, and other shafts rise in the Grinning One's for- 
ests of marble. 

Who will supplant them? Ask your dreams. 

Are they the schnorrer's dreams, mere idle truancies 
from a workaday world? 

Or are they the builder's dreams, the dreams of the 
man who catches the impalpable treasure of vision and 
imprisons it in Accomplishment? 

If not you are less than the little coral crustacean, who 
raises his castle from the ocean's floor that some day his 
progeny may see the sunlight strike its minarets. 
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The "Pole-Cat" Goes to Bangor 

THE Henley-Kimball Company of Portland, Me., announced it 
would send a car to Bangor for the Bangor Automobile Show. 
Freight conditions were congested and no express cars were to 
be had. The only alternative was to drive the car over the road. 

Accordingly, the "Pole-Cat," that first Hudson Super-Six to see 
Maine, was filled up with gas and oil, and H. R. Bard with A. G. Hill 
set out. The "Pole-Cat" had already been driven over 26,000 miles 
and when Mr. Abbott assured the Bangor motorists that he would 
use that car for demonstrating purposes, they naturally thought the 
car would be nursed along to be in the pink of condition. 

Imagine their surprise to see 
the famous "Pole-Cat" roll into 
town on the afternoon of Friday, 
February 2nd. Instantly the 
news spread and soon L. P. 
Swett's show-room was crowded 
with curious motorists. "You 
don't mean to say that car came 
through from Portland?" they 
exclaimed. "That's just my 
story," answered Bard. "We 
left Portland the forenoon of 
Thursday, February 1st. As far 
as Bath the going was fairly good 
and we made excellent time, 
although we had to buck through 
several deep drifts. The "Pole- 
Cat" took them like a snow- 
plough, however, with never a 
dissenting cough. 

"It was after we left Bath that 
we had our troubles. The roads 
were so far under the snow that 
we never could tell just when we 
were on them. Drifts of snow 
four and five feet deep were en- 
countered. The old car ploughed 
like a trench digger, but some of 
them were too much for even the 
"Pole-Cat" and Hill and I had 
to try our hand at the digging. 
Believe me, we left a first class 
line of trenches running parallel 
to the coast. We got to Stock- 
ton Springs in the middle of the 
afternoon and decided to camp. 
This morning we set out again. 
If the first day's journey made 
us feel like trench diggers, this 
last end gave us the idea that we 
were running a submarine. You 
all know what the roads are like 
outside of Bangor. But we are 
here and ready for business. 
Anybody want to try the car 
out?" 

Thus the old "Pole-Cat" broke 
the road to Bangor. 
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Super-Six is Steed of Romance 
on Mexican Border 

THE romances of old Mexico are flavored with mescal, shrouded 
in mantillas, lighted by flashing knives and shadowed in lowering 
glances from black eyes. The wiiy mustang and the pinto were 
the conveyances of trysting lovers in the old days. But the new and 
turbulent era has changed milady's equipage in at least one love 
affair. 

Gov. Estaban Cantu, governor of Lower California and leader 
of 1,000 men camped on the line of the Imperial Valley found it 
advisable to send his pretty wife and their baby son into the United 
States for reasons of safety. The only town of residential possibilities 
lay a considerable distance from the border, and the meetings between 
the governor and his wife were rare. Recently he made the first lady 
of Lower California a present of a Hudson Super-Six, to enable her to 
meet him at the border. In the Super-Six she and her little exiled baby 
motor down to the boundary line to meet her caballero, whenever he 
can tear himself away from his military duties. 




Hudson Expansion Wave Hits 
Springfield, Mass. 

THE Genii of prosperity which have with generous wand 
touched so many Hudson distributors and dealers within the 
past few months has reached Springfield, Mass. 

The Harrington-GifTord Company has commenced operations on 
a pretentious new building for the distribution of Hudsons which, 
with favorable weather conditions, will be ready for the opening 
music and flowers by March 1st. 

The building, which is under construction, is 175 x 60 feet, two 
stories high, with basement, and the showroom will be 60 x 36 feet. 

The foundation and first two stories are laid out so that two 
extra stores could be put on later as may be needed. The building 
will be equipped with a ramp from the first to the second story, 
also with elevators. A dumb waiter is arranged to run from the 
stockroom, which is on the second floor, to the first floor so that parts 
can be handled readily. Down stairs will be used for quick service, 
repairs or service and other car storage. Down stairs, in front, will 
be used for showroom purposes. 

The woodwork will be finished in mahogany, the decorations in 
old ivory, and the floor in white block tile laid in black cement. 
There will be ladies' retiring rooms on both the first and second floors. 
The contract calls for the most modern equipment in plumbing and 
indirect lighting, together with automatic heating system. 

Willing to Pay for "News" 

THE Hudson Super-Six News hits this man right. He has 
written the following letter to the John Doran Company, Hudson 
dealer for Spokane, Wash. : — 
"The writer wishes to thank you for the Hudson Super-Six Pictorial 
Review which has gone forth with your compliments and has been 
received with very much pleasure and appreciation. 

"If a suggestion would be in order it would be that I would like 
to pay for my subscription to insure its coming without fail. My 
opinion is that the possessor of a Hudson will always be the possessor 
of this car if he can be. I am not waiting for my 1911 to wear out 
before getting a Super-Six because that would be a longer wait than 
I want to think about, but would like one of the new prospectuses. 
(Signed) L. F. Pourtales, Oroville, Wash." 



Action 

6 fc^T^HE fact is, that in order to do anything in this -world 
I worth doing, we must not aland shivering on the bank 
and thinking of the cold and danger, but jump in and 
scramble through as best we can. It will not do to be per- 
petually calculating risks and adjusting nice chances. It did 
all very well before the Flood, when a man could consult his 
friends upon some plan for a hundred and fifty years and then 
live to see its success for six or seven centuries afterwards. 
A man waits and doubts, and hesitates, and consults his 
brother, and his uncle, and his firs! cousin, and his particular 
friends, 'till one fine day he finds that he has reached his 
three-score years and has lost so much time in consideration 
that he has no time left to ach" 



Movie Fans Thrilled by Hudson 
Transcontinental 

THE Ziegfeld theater on Michigan Boulevard, most noteworthy 
of Chicago moving picture houses, because of the superlative 
quality of its exhibitions, made a feature of the film showing the 
Super-Six record breaking transcontinental run, during the week of 
the Chicago Automobile Show. 

Thousands of persons witnessed the celluloid ghost of that wonder- 
ful run, applauding brilliant spurts of speed, and shuddering at the 
perilous chances taken by the drivers, just as though they were 
looking on men of bone and blood driving a real car, with fate's decree 
not yet entered on the records. 



"Supper at Six" 



AS the corn-tossel was her hair golden, and her grief-primped 
lips were cherries. Don't get excited now. She's just a small 
edition, and she's lost. Her father, after stopping at the 
Super-Six exhibit in Chicago, went out in the vexed currents of sight- 
seers and his small daughter was alone. 

"Who are you, little girl?" asked one of the demonstrators. 
"Never mind. I'm losted, now, but Papa will be back," was the 
calm reply. 

"How do you know he'll be back?" insisted the disturbed 
demonstrator. 

Wise little Eve pointed to a sign over the Hudson exhibit. "Supper 
at Six," she said conclusively. 




Farmers Good Prospects for 
Super-Six Cars 

REPORTS from dealers gathered from all over the country show 
that during the past year a large percentage of buyers of cars 
ranging between $1500 and $3,000 were farmers. Hudson 
Super-Sixes proved a big favorite with the prosperous farmer. Until 
last year manufacturers of low-priced cars had considered that the 
farmer was their exclusive customer, and did not think any amount 
of exploitation could introduce a car costing more than $1,000 in any 
numbers. 

The unexcelled prosperity which has flooded the agricultural 
districts of the United States and Canada with money makes the 
outlook for the sale of medium-priced cars even better for this year. 

Mulford to Show Way in 
Super-Six Racers 
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RALPH MULFORD, who will hold the star racing wheel for the 
Hudson Motor Car Company's team this year in addition to 
his place as driver, occupies also a unique, though unofficial 
position in his connection with the Company. Mulford is. an am- 
bassador of fact to the realm of theoretical motor engineering. In 
his hundreds of big contests the daring driver has seen with the vision 
that vivid moments of excitment bring, where mechanical construc- 
tions are at fault, where something failed at a crisis, where the supreme 
moment found out a weakness that theory would never have detected. 

Mulford and other members of the Hudson racing team keep 
constantly in touch with the engineering department of the company, 
and many of their suggestions have proved of value. 

This year will be the first that the Hudson has entered the racing 
game on a large scale. At least five Super-Sixes will be in the flotilla 
that will meet the motor world in every big speed and endurance 
contest during the coming year. Arthur Hill, late of the Peugeot 
team will be the manager, and Billy Chandler, who has given up active 
racing has been appointed master mechanic and will be in charge at 
the pits, where many a race is won or lost. 

Mulford leaves Detroit this week to attend the Atlanta automobile 
show. He will take the car which broke the 24-hour world's record 
for exhibition purposes. From Atlanta, Mulford will go to Jackson- 
ville, and thence to Daytona Beach, Fla. 

Three 
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Make Used Cars Pay 



THE used car problem, always a factor in intensive 
car selling competition, presents itself probably with 
more force during the late winter and early spring 
months than at any other season of the year. 

Most dealers regard trade on used cars as the country 
editor looks at potatoes for subscriptions. Regarded as 
a nuisance it will continue to be a nuisance. Regarded 
as an improvisation to stimulate trade, used cars are 
ELASTIC CURRENCY. 

If dealers are to continue to sell new cars the used 
car must be taken care of. It is just a question of making 
place for new sales, and supplying the used car to a 
trade that could not afford a new car. It is good busi- 
ness. It means, if handled intelligently, that the "point of 
saturation" will never be reached. That means per- 
manency to your business. 

The used car question should be handled with the same 
thoroughness by your organization as any other part of 
your business. It is an important part of the whole. If 
handled in a haphazard way the used car will be a burden 
to you. If you recognize it as a necessary part of your 
business and approach it as such, it will not only prove 
profitable now, but will guarantee your new sales fields 
for years to come. 

Henley-Kimball Co., Hudson distributor for Boston, 
sold used cars with a guarantee of satisfaction, and an 
agreement to take the car back and return the full price 
in seven days if the purchaser so desired. In a year the 
company sold 587 used cars on that basis and only took 
TWO back. 



Radiator Shutters on Hudson Super-Six 



That shutter controls motor heat, and saves fuel. 

It is another Hudson invention. j 

Super-Six Wins Danish Hill-Climb 

come report of another Hudson 
tig contest. The Super-Six was 
f its records for endurance and 
rd for the Pike's Peak run, the 
per-Six was looked upon by all 
>enhavn hill race, 
time in all classes, irrespective 
of horse power. 



A SOUL'S IN A NAME 

THE bunched field, with its silked jockeys, flees up the back stretch like a handful of gay confetti 
chased by the wind-devils. It is lost a moment there on the far top curve. 
Many horses are in the race — and a Personality. The Personality has carried more of the 
public's money than any horse that ever ran. The public loves him; if he broke a leg they would bet 
on him. The "bookies" respect him. 

To the home stretch comes the swift, huddled pack, clinging to the rail like a limpet. Hear the 
little woman next you breathe, "MacChesney!" Hear the absorbed crowd murmur it like a prayer. 
The bunch bursts, and gleaming, mouth gaping, with consuming stride comes. 
"MacChesney!" shrieks the grandstand in a paean and babbles incoherently, and laughs and 
slaps its neighbor on the back for joy. 

He is dead now, many years. But his name lives. You know of him. Because he was not just 
any horse. He was a super-horse, immortal MacChesney. 

A packed amphitheatre infolds the diamond. Boys are selling peanuts to warm men, with their 
coats in their laps. With jibes and cheers go the fortunes of the game. 

A player steps to bat. He is uniformed like the rest. But the bleachers suddenly hush. Boys stop 
selling peanuts to watch. The outfield deploys deeper. Anxiously the pitcher winds and throws. A 
crack! And it is as if a white chalk line had been magically drawn from the home plate to deepest right 
field. 

That player may die. But your grandchildren will forget their toys, and arms on your knees, hear 
how Ty Cobb broke up that game. For Ty Cobb is not just any ball player. He too is immortal. 

A year ago the Super-Six came, an enigma. The public knew its makers. But not the Super-Six. 
It made claims. The public and expert motor engineers laughed. They seemed absurd. And then the 
Super-Six verified. Record after record fell. The public gasped. An Unknown Champion was irresistibly 
wrecking its motor idols. So a new idol was made. It was the Unknown Champion — the Super-Six. 

Go now into Granada; go to Mandalay; go up the Scandinavian fjords to the ends of those chill 
fissures — and there the Super-Six is known. It is more than steel-cased power. Its deeds have exalted 
it, and the people have given it a soul. 

It is not just any car, but a super-car. It is not any six — but the Super-Six. 



bogle 



Page Four 



Digitized by 



VOLUME VI. DETROIT. MICHIGAN. FEBRUARY 24. 1917. NUMBER *5 



M 



Getting Past the Blockade 

It's Uphill Work 

ORE than $10,000,000 worth of automobiles are tied up at the Detroit factories by railroad congestion. 
Even worse conditions are certain. With a greater market than ever invited them, many automobile manu- 
facturers cannot get their product past the air-tight embargo to their dealers. 

The cars that do get past are readily marketable. Hudson Super-Sixes are getting past. Every high 
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Super-Six The Anilihilator | The Accessory Depot 



Levels Hills 



Effaces Distances 



Crank* and Nats 



.illlllllllllllllllUlllllllll! 



l!IIHMII'IIUill,III,!l ( llll'!IH«lilU.lll'M , llll!lll'!r.'l'l|l|'l 



lllllllllllinillllllllllll 



IIIIIIIIIIIIIIIIIIIIIII.HIIIII 



ON a small bet, the Super-Six was 
recently driven up Parker Hill in 
Boston on high gear from a flat-footed 
start at the bottom. It carried one passenger 
and the speedometer showed a steady in- 
crease of speed, so that the Super-Six was 
travelling its swiftest as it reached the 
summit. 

Queen Anne's counterbalance is the sheer- 
est steep in Seattle. No motor car ever 
climbed it in high with seven passengers, 
until a Seattle man drove his Super-Six 
against the impossible task — and accom- 
plished it. Among his passengers was the 
automobile editor of the Seattle Times. At 
45 miles an hour the Super-Six struck the 
grade. At the summit the car was going 
20 miles an hour. The driver then turned 
the car down the hill paralleling the counter- 
balance and descended. At the bottom he 
turned at an acute angle and shot up again, 
entering the grade at 15 miles an hour and 
holding that speed to the top. To convince 
the hundreds of spectators that the car was 
not geared especially for the feat, he took 
three passengers on a straight-away road and 
drove at a speed of 68 miles an hour. Keep- 
ing the pace for more than 30 minutes. 



AN average speed of more than 55 miles 
an hour was made by a Super-Six 
relaying the Meridian Range Highway 
Association's message from Chester, Neb., 
across Kansas and Texas to the Rio Grande, 
a distance of 882 miles, in 15 hours and 53 
minutes. 

Glenn Breed, the noted driver of Salina 
Kan., took the first relay from Chester, Kan., 
to Caldwell, Neb., a distance of 253.8 in 5 
hours and 45 minutes. From the Red River 
to the Rio Grande the last stage of the swift 
journey was run in 10 hours and 8 minutes — 
the distance 628 miles. This was better than 
60 miles an hour, over the open highway. 

A Hudson Super-Six recently made an 
average speed of 47.6 miles an hour between 
Hutchinson, Kan., and Pueblo, Col., the 
fastest time for the trip ever made by a 
motor car. It carried three passengers. The 
distance is 426 miles and the run was made 
in 9 hours and 20 minutes. At least 100 
miles of the road was bad, compelling check- 
ing down. Stretches of good road were 
reeled up at better than 60 miles an hour. 
No other car ever approached this perform- 
ance. The best previous records fall short 
by miles and hours. 
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Make Our Factory 
Your Salesroom 



Take your prospect where Super-Sixes are made. 

Put your proposition directly to his most trusted counsellors 
— HIS EYES. Attack his buying instinct in a new way. 

Show him the care and character of workmanship on the 
Super-Six you offer him. Let him see the mighty human and 
mechanical organizations behind it. Show him science at the 
elbow of every workman. 

You can do it with the instrument here illustrated and the 
accompanying photographs. The outfits to Hudson dealers 
are $6 each; they cost us more. Each of your salesmen should 
have one. 

If you want the Hudson factory for YOUR SALESROOM 
fill out the blank below at once and mail it to the Detroit offices 



Hudson Motor Car Co. 

Detroit, Mich. 
Advertising Dep't: — 

Enclosed find_ 



(check, 

j money order or cash) for which send 

i — Hudson stereoscopic outfits. 

j Name 

[ Address— 

j City. ^ 

I State _^ 



Super-Hoboes 

VAGABONDIA usually travels on the 
side door Pullman, or slung beneath the 
flying mails with hideous death racing 
six inches below, clutching at its tatters. 

But E. C Bald, dealer in Hudson cars at 
Pittsburgh surprised a de luxe tour of Weary 
Willies. Five of them were curled up asleep 
in a shipment of Super-Sixes that arrived at 
the Pittsburgh terminals. 

"What are you bums doing in those cars?" 
demanded Bald. 

"Why, bo, ain't you heard?" inquired one 
with sleepy innocence. "Dis is de Super- 
Six Super-Luxury Limited for the languid 
lords of leisure." 
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Squaring the TRIANGLE 

A RECENT issue of the TRIANGLE 
reported on inaccurate information 
that W. H. Bumstead had been pro- 
moted in the E. V. Stratton Company 
organization of Albany. As Mr. Bumstead 
left the Stratton company a year ago, the 
TRIANGLE believes the correction belongs 
in the comedy column. 



Exquisite Employment 

SIR: I have visited the Automobile 
Show, and find only one innovation 
worthy of more than passing interest. 
No longer is there any question as to whether 
an automobile is a motor, machine, or car. 
It is a Job. Simply a Job. It may be a 
Good Job, a Classy Job, or only a Fair Job. 
Nevertheless, the debate is closed. 

As yet, I haven't had an invitation to the 
Salon, but when I go to see the "Thorough- 
breds" I shall be prepared to exclaim with 
ecstasy, "What a Superb Situation! Truly 
a Wonderful Position!" Rolls. 

— From Chicago Tribune "Line o' Type 
or Two." 

As One Might Say, Post precaution 

WE OFFER an example of human 
hindthought, equivalent, we believe 
to that classic of back action cere- 
bration exhibited by the man who locked the 
stable after the horse was gone. There is no 
horse or stable in this case. The bucolics 
are missing. 

But Major S. F. Bottoms of Fort Winfield 
Scott owns a Super-Six. During a visit to 
the H. O. Harrison Company, San Francisco 
Hudson dealers, he was shown a new lock 
invented by B. M. Taylor, manager of 
the parts department, which is said to make 
a motor car thief proof. 

"I won't take it today," said the Major, 
and clicked out. 

His car was gone. The Major refused to 
be demoralized, however. He clicked back 
to the dealers. 

"My Super-Six is stolen," said he. "Better 
give me one of those locks." 

Me Lord, the Supersedeas Waits! 

Ella: — Papa, what's a Supersedeas? 
Papa: — Search me; ours is a Super-Six. 

— From Judge. 
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"Ship me somewheres east of Suez, 
Where the best is like the worst; 

And there ain't no ten commandments, 
And a man can raise a thirst!'* 

KIPLING wrote that long, long ago 
when the lotus lulled a land of idols, 
idylls and idles. Then perhaps, "best 
was like the worst." But they differentiate 
now. In Java and Sumatra the tongue is 
Dutch, and Portuguese with plenty of native 
Indian dialect and very little English. But 
there is one English phrase which says the 
same thing to the people of all languages. 



"Hudson Super-Six, the Car that is Second 
to None," means supremacy to whosoever's 
eye it meets. 

The advertisement which appears in the 
layout above is a reproduction of a full page 
spread which was run in a Deli (Sumatra) 
newspaper by D. Rens, the Hudson agent 
for that territory and the island of Java. 
The words "Hudson Super-Six" in the TRI- 
ANGLE, with the line below, "The Car that 
is Second to None" are the only English 
words in the entire paper. 

And yet Mr. Rens isn't wasting his adver- 



tising appropriation. He knows the TRI- 
ANGLE and its slogan are familiar in their 
English form to all the readers he can reach 
with a newspaper circulation. His place of 
business shows that he knows how to sell 
his product, and the number of Hudson 
Super-Sixes in use throughout Sumatra show 
that the residents of that nostalgic island 
know how to buy the best in motor values. 
In the two small inset pictures are shown 
a Hudson Super-Six passing bull cars on the 
road to the Batah mountains and a Super- 
Six in the Batah market-house. 



Auto Engineers Force Standard 
Fuel Grade 

A UTOMOBILE ENGINEERS took up 
J*\ the cudgels for the public at a con- 
"*■ ■*• ference with oil company representa- 
tives in Detroit on February 7, and secured 
an agreement for an ordinance calling for a 
one grade fuel. The accepted standard fuel 
will show a total of 20 degrees boiling at 220 
degrees Fahr. It can be either distillate or 
cracked. Though oil company representa- 
tives wanted 16 per cent boiling at 212, the 
motor engineers rejected their proposals. The 
Hudson Motor Car Company was represented 
at the meeting by Guido Behn, chief engineer. 

The Blueblood Motor 

THE social coach employed by an un- 
educated climber, whose husband was 
newly enriched by war stocks told this 
story: 

Mrs. wanted a town car, and 

asked my assistance in selecting one. I 
advised a Super-Six after going through a lot 
of advertising with her. 

"Yes," said she. "I've heard of that, but 
I think I'll get a Tonneau. Those foreign 
cars have such class." 



Mine Boniface Goes West 
in Super-Six 

DAVID S. LINDEMAN, owner of sum- 
mer hotels at Edgemere, Far Rocka- 
way and Ostend on Long Island, hasjust 
finished a Super-Six transcontinental trip with 
his family from New York to San Francisco. 
"I am going to start a string of motoring 
and sport hotels on the Pacific coast," said 
Mr. Lindeman. "As we wanted to have the 
use of our Super-Six for touring in California 
during the winter my family and I decided 
to make the trip overland. We made 4447 
miles altogether including several side trips 
to the Garden of the Gods, National Park, 
the mountains around Denver and the Grand 
Canyon in Arizona. Although we already 
had driven our Super-Six more than 6,000 
miles we never had the hood of the motor up 
once during the trip except to put in oil." 

Veteran Tours in Hudson 

THE first mid-winter round trip between 
Des Moines and Palm Beach ever 
accomplished over the Dixie highway, 
was completed recently by Logan Merritt, a 
civil war veteran, who took his entire family 
on the adventure in his Super-Six. 
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Super-Six Owners Dined 
by Heydt 

IH. HEYDT, president of the Heydt Motor 
Car Company of Reading, Pa., recently 
entertained more than a hundred owners 
of Hudson Super-Sixes in his territory at an 
informal banquet in the American House. 
The event was opened with the singing of 
"America," by the guests. 

The speakers and their respective subjects 
follow: 

Russell A. Smink, "Salesmanship and 
Boosting"; Earl Auman, "Service"; William 
C. Bobst, "My First Hudson"; E. J. Morris, 
"Politics and the Auto"; Dr. Thomas A. 
Stites, "The Physician and the Super-Six; 
Maurice E. Roeder, "The Business Man and 
the Hudson." 

Among the guests were J. E. Gomery, 
William Ellershaw and J. R. Berryman of the 
Gomery-Schwartz Company, Hudson dis- 
tributors for Philadelphia. 

Thousands Watch Hill-Climb 

A CROWD of 10,000 watched the Hudson 
Super-Six climb the California street 
* hill in San Francisco from Montgomery 
street to the Fairmount hoteL- 
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Atlanta Parts Depot 

To Serve Southern Dealers 
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Motor Shortage is Inevitable 



War Will Treble It! 



A TREMENDOUS shortage of automobiles this 
year is inevitable. The pinch probably will be 
felt before May in cars of Hudson Super-Six 
price range. 

The margin of stock which manufacturers have been 
able to produce is almost negligible, compared to the 
huge demand ALREADY EVIDENCED. 

It is estimated by close students of the situation that 
the demand this year will exceed the supply by from 50 
to 60 per cent. Even to automobile men who have not 
scrutinized the impending motor market, that seems 
incredible. 

By June, according to data that cannot be disputed, 
the exhaustion point will be reached in cars already 
manufactured. Thereafter, the utmost production of 
the factories will be but a morsel to the Law of Demand. 
No dealer can be sure that his order will be heard in 
the general clamor for cars. 

Briefly, three conditions contribute to this situation. 

First, no manufacturer was able to enlarge his facili- 
ties to construct cars fast enough for the phenomenal 
development of the motor market. 

Second, even these inadequate manufacturing 
schedules have been ruthlessly sacrificed, by inability 
to get materials in to the great car making centers, or 
to get a constantly moving outlet for the finished product. 

Third, an unprecedented prosperity has put Buying 
Power into the hands of millions of Individuals. 

A fourth condition may enter these calculations at 
any moment — WAR! President Wilson has asked 
Congress to place in his sole disposal the armed forces 
of the United States for the protection of its commerce 
on the high seas. As we go to press resolutions to 
invest him with the power he seeks are being debated 
upon the floor of both houses of Congress. Ere this 
reaches you the newspaper extras may leaf this land 
with those menacing words — War! WAR! WAR!! 

That would mean the instant seizure of hundreds of 
factories for the production of munitions, of shoes, 
tents, uniforms, and other merchandise of war. It would 
mean that the production of pleasure cars would be 
reduced to almost nothing, while materials are mobilized 
and the machine forces of the country strained to turn 
out guns, war motors, munitions. Howard E. Coffin, 
of the Naval Reserve Board, recently announced the 
completion of the industrial organization of the country 
for war, a listing of all factories and plants with their 
full capabilities in machine production and human 
personnel. That list is a secret document. The war 



administration would commandeer from it all that was 
needed for government service. What factories would 
escape to pursue their normal business no one can tell. 

And yet war would not curtail the demand for 
pleasure automobiles. The part this country would 
play in the great war would be that of an economic 
arsenal to the fighting forces already engaged. Few of 
our people would go. The affairs of the nation, its social 
engagements, its pleasures would go forward with few 
drastic changes. If anything, the exaltation of war would 
stimulate the American propensity for red-blooded 
living. Purses, which a year ago, found it difficult to 
imburse the grocer and the landlord, are now opened on 
the automobile rialtos of many cities. People who had 
low-priced cars last year, are prospective buyers of 
medium priced cars this year. There never was an 
influx of patronage to any market such as is already 
evident for the automobile business. 

The freight car situation does not improve. The 
Hudson factory is importing by express much of its 
material. It is sending the finished product out by 
express, and in overland caravans. We are not the only 
company thus affected. Nor is Detroit the only manu- 
facturing center so hampered. 

It is a question alone of foresight. No dealer, who 
later finds himself stocked short, can plead his inability 
to finance a sufficient supply of Super-Sixes. Credit is 
eager to find you. The banking power of the United 
States is seeking an outlet, and automobiles, a few 
years ago frowned upon by many bankers, are now 
Preferred Securities. You can borrow to within a 
very close margin of the full value of your stock. 

That indicates with what confidence bankers regard 
the permanency of American prosperity. They know 
even war will not disturb it materially. George M. 
Reynolds, one of the leading Chicago bankers, in a 
recent interview stated emphatically that the entrance 
of the United States into the great war, could not affect 
this country's prosperity. Elsewhere, in the TRI- 
ANGLE, we reprint part of the Atlanta Journal edi- 
torial voicing the same conclusion. 

Right now dealers face the decision which will prove 
critical to their business. It resolves itself simply to a 
question of preparedness. Will you be ready to deliver 
Super-Sixes to your customers when they want them? 
Or will your customers wait for weeks or months while 
a swamped factory production overtakes your belated 
order — or perhaps fails to overtake it? 

Between those decisions lies your answer to the year 
1917, when you foot up your credits in the ledger of 
Success. 
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He's a Super-Six, Too ! 




Praises Hudson Super-Six 

THE following letter has been received 
by the Hudson Motor Car Co., from 
J. M. Pierce of Ft. Gibson, Okla.: 

Hudson Motor Co., Detroit, Mich. 

Gentlemen : 

On December 14, 1916 I purchased a Hud- 
son Super-Six from your local dealer, Mr. J. 
H. Hoffman. This was my first experience 
with a Hudson and I want to thank the 
Hudson organization for inducing me to 
make this purchase. 

I am a farmer here in this county and have 
spent the greater part of my life on the farm. 
We have a sandy, hilly country here and I » 
know of no car in the country rendering such 
universal satisfaction as the Super-Six. To 
say that I am well pleased with my car is 
stating it very mildly and my enthusiasm 
prompts me to write you this letter. We 
have all makes of cars here and at all prices. 
I talked with a great many people before 
buying my car as well as since, and have 
ridden over these rough, hilly, sandy roads 
in cars costing much more money than the 
Super-Six, but up to this time I have never 
seen such performance by any car as is 
rendered by the Hudson Super-Six. 

I have never had any trouble, but am 
pleased with the unusual interest taken by 
your dealers and I feel sure that the Hudson 
Service is unequaled in the automobile field 
today. 

To my mind the Super-Six is not only a 
"Super-Six," but a Supreme car in all respects 
and the Hudson organization is to be con- 
gratulated on being able to produce a car 
at the present price that is amply able to 
meet any comparison and test, and up to this 
time holds all records worth going after. 
When I am behind the wheel of my car I 
feel I am master of any occasion. To know 
and feel this is worth a great deal to any 
car owner. 



THE JUMP TO FAME 

Ludwig Hoiby of the Super-Six march- 
ing club who won the National Amateur 
Championship in the Ski tournament 
St. Paul Winter Sports Carnival, Jan. 27 
to Feb. 3, 1917. 



success 



ir owner. 

With very best wishes for your continued 

iccess, I am 

Yours very truly, 

J. M. PIERCE, 

Ft. Gibson, Okla. 



Richard E. Tucker has been appointed 
retail sales manager of the Louis Geyler Co., 
Chicago distributors for the Hudson Super- 
Six. He also retains control of advertising. 



HE. Loranger, sheriff of Havre, Mont, 
and Tom Gray have formed a partner- 
ship and secured the franchise as 
distributors for the Hudson Super-Six, for 
that district. 
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Super-Sixes on the March ; a Caravan 
Reaches Toledo 
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THE railroad congestion still holds 
millions of dollars worth of automo- 
biles tied up in Detroit, and there is 
no promise of an early relaxation. Every 
available bit of storage has been taken in 
Detroit, including the Navin field stands and 
the Billy Sunday tabernacle, for the housing 
of cars which manufacturers are unable to 
get through the embargo. The Hudson 
company is exerting every energy to get 
Super-Sixes out of the congested zones, it 
has sent hundreds of cars overland to points 



from which they could be moved in freight 
cars to their destination. It is sending Super- 
Sixes out in express cars at enormous excess 
costs. But the main thing is that it is keeping 
up production, for it realizes that the demand 
for Super -Sixes will far exceed the supply 
during this short manufacturing year. The 
cars shown in the cut above are parked in 
front of the Toledo, O. postoffice, just oppo- 
site the Gamble Motor Company's sales- 
rooms. They were taken while enroute to 
Columbus, to be loaded and sent by freight 
to dealers in far parts of the United States. 
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Cranks and Nuts § 

-liiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiitiiuiiiiiiiiiiiiiiiiiiiiiiiiiiiiinmiiiiiiMiiiii no iiiir 

MR. PIPP SELLS HIMSELF 

{A Fable, by First Ade) 

MR. DASHINGTON EFFINGWELL PIPP 
decided that the Knot which Nature tied 
at his Upper Extremity to keep him from 
unravelling was the roundhouse off an authentic 
high grade, reciprocating: Brain, which ought to 
be collaring the Coin as fast as the United States 
Currency Mills turned it out. He Knew that 
selling Autos was an Easy Graft. 

Accordingly he enrolled for a Correspondence 
Course in the Gass & Guff International 
Correspondence School of Salesmanship, Ltd. 
When the Pink Literature, and the Pam- 
phlets of Instruction arrived, Mr. Pipp went into 
star chamber session. 

At the end of the third day he had Progressed 
to the point where he knew the Hood from the 
Bung of the Gas Tank, and decided to try his 
education on the Dog, which in this instance was 
the Pipp Family. 

"Now," said Mr. Pipp, "for the sake of Realism 
we will take little Lester's pushmobile and mount 
the Coal Scuttle thereon, furnishing a very im- 
pressive bit of Stage Property in lieu of an Auto- 
mobile." 




Mr. Pipp smiled blandly at his Wife, and 
Daughter and Small Son, and began his Selling 
Talk. 

"My," said Mrs. Pipp. at the end of half an 
hour, "I really feel too Shabby to enact this part; 
How can I furnish the Proper Atmosphere for the 
expansion of your Selling Talents when I am 
dressed like a Drudge." 

Whereupon, she took Mr. Pipp out and let him 
buy her a Sealskin Coat, a Lorgnette, a pair of 
Shoes that cost Twenty Dollars and a Chapeau of 
double the price, and Gladys dear, the Daughter 
went along, and just to be chummy took the 
Same with Mother. 

The Proper Atmosphere thus established, Mr. 
Pipp resumed his Selling Talk. Just as he con- 
cluded and reached for his Handkerchief to blot 
the Perspiration from his brow, Gladys dear and 
her Mother descended upon him with a Loud 
Cry. 

"Father," said they in Chorus, "we are Sold. 
We'll take the Limousine and Town Car, the 
Cabriolet, Touring Sedan, and Phaeton." 

And they led Mr. Pipp to a Nearby Distributor 
and blew in the inheritance, left him by a Maiden 
Aunt. 

Mr. Pipp decided the Ltd., on the end of the 
Gass & Guff International Correspondence School 
of Salesmanship, Ltd. ,must stand for "litigated," 
and accordingly brought suit for $100,000, which 
he is willing to sell for $25 Cold Cash to any enter- 
prising young gambler. 

Moral: — You can't most always sometimes tell 
what you least will get the most. 



Why Father, How Cruel 



HENRY FORD, driving his big Hudson 
car, figured in a minor automobile 
collision on Michigan road, near 
Dearborn, Saturday, as a result of which the 
Edison lighting corporation may secure a 
new Ford car without the usual payment. 

A Tarn Sik Car 

A CANADIAN dealer who handles a car 
of inexpensive make has forwarded 
the following letter which he recently 
received from one of his customers: 

The tarn car she sik. I try ffoar to make him 
cure. Shake him oil to peeces. I greze him 
an poot him oil to getter agen. Bot I hav some 
peeces ovar left. Why I am riting you is whsir 
shoad I do with them peeces? 

Reap, yrs., 

P. S. The tarn car she still sik annyhow after 1 
cure him. I tink maybe I git mad an kik hell 
owt off him. 



A word to the all-wise is never sufficient. 



On the other hand half a car isn't an im- 
provement on no car. Ask those who own 'em. 
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Pictorial Chronicle of the Long-Nosed Man 



He Can 't See Beyond It! 



War Will Not Affect Prosperity 



THE Atlanta Journal is one of the 
many newspapers of this country, 
which sees no vital interruption of 
prosperity, in the event of the United States 
entering the great war. It founds its con- 
fidence on the solid facts of America's great 
productivity. In part, its editorial expression 
follows: 

Whether or not the United States is 
forced into war, there is no ground for 
anxiety over the future of business condi- 
tions. Continued peace will mean, of 
course, continued prosperity; and all war 
is to be deplored. But such a war as now 
is threatened would not impair the coun- 
try's material resources nor disturb the 
main currents of its industry and trade. 
The demand for the staple products of our 
farms and factories would not be less but 
greater than now; and so of the demand for 
labor and all forms of productive as well as 
defensive service. Every sinew and nerve 
in our economic frame would be energized 
anew. 

A Dear of a Story ! 

NEW ORLEANS is a languorous, mis- 
chievous Creole chit, dressed up in 
an old woman's clothes. A bend in 
the Mississippi is her rocking chair, and men 
come from far to play in this gay, sad, mad, 
tender hoyden's company. Some of the 
things she tells them are true, and some of 
them — 

Well, anyhow H. A. Testard is the Hudson 
distributor for New Orleans. And he says 
a Super-Six recently bagged a 300-pound 
buck. He got it from the man who was at 
the wheel, John Carpenter of Bridgeport, 
Conn. Carpenter during a visit to New 
Orleans told how he was driving his Super- 
Six down the Connecticut road at about 30 
miles an hour, when a fat buck deer leaped 
from the woods and attempted to cross. The 
Super-Six struck him in the midriff, and 
tossed him into a ditch at the side of the 
road. It took four men to lift him out. 

Of course, the story had to go to New 
Orleans to gain full credence, but accepted 
in that supreme court of romance, it goes 
thence as history and is true forevermore. 



TOUCHSTONE! 
Armour Gives Secret of Success 

/OGDEN ARMOUR, pr e s i d e nt of 
Armour H* Co., the world* 3 largest 
packers, has a business philosophy 
that might have been written for the 
commercial millenium — only it has sue- 



part of the sentiment, too!" 

Stratton Sees Huge Selling 

IN a recent address before the Albany 
Automobile Dealers' Association. E. V. 
S 
fort! 
of al 
woul< 
"N 
car," 

high delivery months, to produce enough cars 
to meet the demand. This is a matter which 
dealers and distributors appreciate more and 
more. A few years ago the effort of a manu- 
facturer to get his distributors and dealers 
to buy cars in the winter months was looked 
on by some as an effort to 'load them up.' 
Now they see that stocking in advance is a 
matter for their own protection." 
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Profits in Used Cars 

THE PACIFIC CAR Company 
of Tacoma, Washington, has 
taken the used car problem out 
of the realm of hazard, and is making 
money by intelligently handling high- 
grade cars. 

"We find we can give equally as 
strong a guarantee as in the case of 
a new car, and still give the highest 
satisfaction to customers," he said. 
"I have in mind a used Hudson Super- 
Six, which already had been driven 
15,000 miles. We repainted and sold 
it. The present user has driven it 
now more than 16,000 miles at no me- 
chanical expense. 

"Every used car is a good buy at 
some price, even if only for junk. 
There are tremendous profits to be 
made from them if they are merchan- 
dised intelligently." 



Big Touring Year Indicated 

TOURING ASSOCIATIONS report that 
they already are being deluged with 
queries regarding motoring routes to 
almost every point in the Western hemisphere, 
"Never before," declared the president of 
one big touring agency, "has early interest 
been manifested with such force." 

"It indicates a great year for touring," he 
said, "and I might add for the sale of auto- 
mobiles." 



'Nothing's 'Smarter Pop 



!" 



CM. PAYNE, creator of the "'Smatter 
Pop!" cartoons was one of the first 
purchasers of a Hudson Super-Six on 
the Pacific Coast. He lives in Los Angeles. 
"Mrs. Payne and I fitted up the Super-Six 
Sedan with a camping outfit and took our 
kiddies for a tour all over the West," said 
the artist. "Not once did the car misbehave 
in performance to draw a volley of 'Smatter 
Pop's!' from the younkers/ 
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Closed Cars Now the Vogue 

For AU-Year Use 




COMES now, on tilting monoplane, that gay, red- 
vested troubadour, the Robin, to sing the flowers' 
matins. The maid holds up her mouth and the 
butler takes the pucker out of it. Bock beer signs 
invite, to lave a craving palate. And Style steps from 
its band-box and trips along the Boulevard. 

They are the harbingers. By these signs we know 
it's Spring, though snow still stands in sunless pockets, 
and the zodiacal wiseacre pedantically swears its winter 
because the calendar says so. 

Loathly will we pass the birds, the bock beer, the 
puckering maid and consider Style — Automobile Style. 
More than ever this Spring will Mode determine 
prospects in selecting their cars. The automobile has 
developed a dictatorship of mode as rigid as the emana- 
tions on dress and gowns from Paris, the Vatican of 
Style. 

And Hudson creates Mode. The Hudson company 
was the first to make a major application of coaching 
excellence to the manufacture of cars. Now it makes 
and sells more closed cars, than any other manufacturer 
in the world. And closed car purchases are influenced 
principally by mode. For the last five years all other 
manufacturers have looked to Hudson for car design. 
It is the highest authority of the motor world — in fact, 
the only authority considered by car designers. 

Closed cars are becoming more and more the vogue 
for all year use. You will see 
Hudson Town Cars and Limousines 
on Fifth Avenue and the fashion- 
able boulevards of American cities 
in increasing numbers this Spring 
and Summer. You will see them 



at the Country Club, at the Beaches. To some extent 
they are displacing the Phaeton and the Convertible 
types, although the demand for both these will un- 
doubtedly exceed the factory production. 

The Hudson Limousine and Town Cars this year 
have beauty and distinctiveness of appointments and 
finish that cannot be approached by any other stock- 
made closed car. Even custom-made cars must copy 
them to compare on favorable terms. The upholstering, 
done in our new two-tone effects, and the finishing of all 
hard-surfaced appointments in French enamel are exclu- 
sive features, to which the attention of prospects should 
be directed. Women especially are observant and 
vulnerable to the appeal of these delicate refinements. 

Dealers and salesmen should keep these points fore- 
most in their selling talks: 

The French enamel finish to all hard surfaced appoint- 
ments, including the handles, the telephone, the dainty 
time-piece. 

Our new two-tone effect in upholstery. 

The step-flash that automatically illumines the 
entrance to the car. 

The device for raising and lowering the windows, 
which is far and away the best in the world. 

The beautiful body finish, the variety of rich tasteful 
colors from which buyers may select. 

And you should impress on your 
prospect at every opportunity the 
fact that the closed car is becoming 
more and more the Mode for the 
year-round car among persons off 
social prestige and pretentions. 




Making "News" Tell 



THIS is putting the SUPER- 
SIX NEWS where it counts! 
H. M. Hastings of the Hudson- 
Brace Co., Kansas City, has sent 
the following schedule of disposi- 
tion for 200 extra copies of the 
SUPER-SIX NEWS: 

"Fifty copies are delivered by 
newsboys at the weekly luncheon 
of the Co-operative Club. This 
club is on the same order as the 
Rotary Club. In this organization 
Brace is known as "Super-Six 
Bill." 

" A number of copies are used to 
keep the retail mailing list up to 
date, so that a new prospect re- 
ceives his first copy immediately. 

"The balance are used by sales- 
men wherever they see them to 
be useful." 



Makes Perfect Trip to Miami 

EE. SMEETH of Oak Park, 111., who 
recently bought a Hudson Super-Six 
Sedan has just completed the trip 
from his home to Miami, Fla., over the Dixie 
highway. He reported that the Super-Six 
behaved splendidly throughout, taking nasty 
stretches of road and hard climbs in faultless 
style. 



Wants to be Super-Six Jockey 

WH. Le Noir, Hudson agent, of 
Prairie, Miss., feels the impulse to 
hustle a high speed so powerfully 
that he has written to the factory offering his 
services "for any cross-country, endurance, 
speed, mileage or any test whatever that 
Hudson enters anywhere in this part of the 
country." 

"Have driven my Super-Six roadster from 
one to 70 miles per hour," writes Mr. Le Noir, 
"and have gotten 22.4 miles on a measured 
gallon of gasoline. 

"We are expecting this year in Hudson 
sales to be the best ever. The Hudson 
people are certainly doing their share, and 
if a man can't sell Super-Sixes it is his own 
fault, because they certainly are there with 
the goods!" 



Mileage of 1917 lire Output 

NY. -India Rubber World says: Assum- 
ing that the American tire production 
for 1917 will be 20,000,000 and con- 
sidering 5,000 as the average mileage for each 
tire, the staggering total mileage necessary 
to wear out the year's output would be 
100,000,000,000. A car would have to cover 
25,000,000,000 miles to order to wear them 
out, a distance equivalent to 1,000,000 times 
the distance around the world, or over 269 
times the distance from the earth to the sun. 
In other words, they would replace the tire 
wear of an automobile going at the rate of 
50 miles an hour day and night for a period 
of 57,077 years. 
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Keep Your Money! 

We only want your life ! 

Send it into the TRIANGLE— a 
brief autobiography — about 200 to 
400 words in length. 

Give us a success story! 

Tell how you did it. 

Tell about that big moment, 
when everything hung on the bal- 
ance of a bold decision or a daring 
act! 

If your wife helped in making 
you — give her credit. 

Some other man may learn from 
your experience. Let's give him a 
chance. 

There are bound to be great 
stories among the men who have 
forged success out of the auto- 
mobile business — romances of for- 
tune making as thrilling as the 
tales of the Nome and the gold 
Rush of Forty Nine. 

You are going to give them to us 
and we are going to print them. 



Ft. Wayne Show a Success 

AMONG the smaller shows the Fort 
Wayne, Ind. exposition proved a 
- most commendable effort. The Hud- 
son Super-Six was given an excellent display 
by the Ploeger Motor Car Co. 
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Super=Six Cost 

Did Not Advance! 



This table shows the relative buying power of staple farm and stock products 
applied to the purchase of a Super-Six at $1375 in 1916 and at $1650 in 1917. 

Date Jan. 1, 1916 Jan. 1, 1917 

Price of Super-Six $1,375 $1,650 

Price of Super-Six in : 

Wheat ... 1,034 bu 987 bu. 

Corn 1,717 bu 1,634 bu. 

Potatoes 1,563 bu 741 bu. 

Eggs 3,926doz 3,380 doz. 

Butter 4,4381bs. 4,035 lbs. 

Hogs 19,6381bs 14,664 lbs. 

Cattle 15,029lbs 14,134 lbs. 



IN the primitive coin of earth-bounty, which is nearest 
the static in wealth gauge, the Hudson Super-Six 
costs less today at $1,650 than it did a year ago at 
$1,375. 

In a word the farmer can now buy a $1,650 Super-Six 
with fewer pounds of hogs, cattle, butter, fewer bushels 
of oats, wheat or corn than would buy a $1,375 Super-Six 
a year ago. 

That means the dollar price advance of the Super-Six 
did not keep pace with the advance of other commodities. 
It means that relatively the Super-Six is REDUCED IN 
PRICE. 

The value of a dollar changes much more rapidly than 
does the people's MENTAL PICTURE of it. Particu- 
larly are rural communities slow to accommodate the 
actual alteration to their conception of its buying power. 
That is because they are distant from the great money 
exchanges where dollars are whittled down. 

Hudson dealers and distributors should make it their 
business to educate their prospects to these changes. The 
heads of the sales organization deemed the matter of such 



importance that they supplemented the investigations of 
a noted economist, recently employed by the Hudson 
company, with further researches, the findings of which 
are presented in the table on this page. 

This table, which is accurate and based on the prices 
of farm products, January 1, 1916 and January 1, 1917, 
shows the tremendous excess advance of earth -bounty over 
the advance of the Hudson Super-Six price. 

Take notice of the phenomenal increase of buying 
power in such items as potatoes, hogs and eggs particularly. 
For instance, the same quantity of potatoes, required to 
purchase one Super-Six a year ago at $1,375, will this 
year purchase TWO Super-Sixes at $1,650, with 81 
bushels left over! 

You should not miss an opportunity to show your 
prospect the conditions set forth by this table. Without 
your help he will not penetrate to the TRUTH of the 
situation so readily. It is your business to expedite his 
perception. Otherwise, he may take the attitude that 
the Super-Six has advanced within the range of high- 
priced cars, and decide it is beyond his purse. 
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Show Your Prospect His 
Super-Six in the Making 

Our factory is the best-staged Salesroom for Super-Sixes 
in the world. 

It presents the argument of Facts, without words. 

Do you want to sell Your Prospect through his Eyes? 

Do you want to stir his buying instinct with a new interest? 

Do you want to show him (as you tell him) the care and 
character of the workmanship on the Super-Six you offer him? 

You can do it with the instrument here illustrated and the 
accompanying photographs. The outfits to Hudson dealers are 
$6 each; they cost us more. Each of your salesmen should 
have one. 

If you want the Hudson factory for YOUR SALESROOM 
fill out the blank below at once and mail it to the Detroit offices 



Hudson Motor Car Co. 
Detroit, Mich. 

Advertising Dep't: — 

Enclosed find (check, 

money order or cash) for which send 

Hudson stereoscopic outfits. 

Name_ 

Address ! 

City 

State 
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Roads Should be Improved 
Says Osterman 

"^TAHERE are over 2,000,000 miles of so- 
I called roads in the United States," 
-*- said H. C. Ostermann, field secretary 
of the Lincoln Highway association in a 
recent discussion of needed road improve- 
ment, "but there are only about 30,000 
miles of this that can be described as 'im- 
proved.' 

"Ten thousand miles of this 30,000 are not 
traversable after a heavy rain. Europe has 
long considered efficient road systems as 
public utilities, quite as essential to national 
defense as to the civilized life of its com- 
munities. We are thus furnished with a 
precedent and object lesson. 

"The task before this country in developing 
an efficient national road system is a tremen- 
dous one and its solution will require constant 
co-operation between the States and the 
Nation. The absolute lack of unity of aim 
in carrying out road improvement in the 
past has prevented efficient road construction 
in this country and it is hoped that the federal 
aid, made possible by the Bankhead-Shackel- 
ford Act will result in a comprehensive plan 
whereby a national system of highways will 
ultimately result." 



To Clear Up That Confusion 

SOME confusion has arisen among Hudson 
dealers regarding the manner in which 
the Hudson stereoscopic outfit should 
be ordered. This was due to cross state- 
ments appearing in the TRIANGLE. It 
was the original intention to send one outfit 
to each dealer with a bill for $6, and let him 
order others if he desired them. Owing to our 
inability to secure more than 500 of the out- 
fits at once this arrangement was changed. 
The 500 will be mailed to dealers and dis- 
tributors chosen at random from our lists. 
Unless you have received a letter saying that 
one of the outfits was mailed to you, you 
should order as many as desired from the 
factory. We are getting an additional supply 
of them as fast as possible. 



G.Hoerr and L. C. Jones of Mankato, 
Minn., have taken the Hudson Super- 
Six agency for that territory. 



Hudson Dealers Banquet 
in San Francisco 

ONE hundred and fifty Hudson dealers 
and salesmen from interior California 
and Nevada were the guests of the H. 
O. Harrison Co., at a dinner given Feb. 12 
in San Francisco. Twelve thousand feet of 
moving pictures depicting the Hudson fac- 
tories and Super-Six performance were shown 
and dealers were impressed with the shipping 
difficulties of Detroit by the films showing the 
drive-aways from the snow and traffic-bound 
city. 
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The Hudson Super-Six 

These verses were written by Pat Ryan 
of the North Adams, Mass. Transcript, 
and dedicated to Phil. O. Powers, pub- 
lisher of that paper and Hudson dealer 
for the territory: 

You all have heard of Henry Ford, and 
of his jitney car; 

Its versatile accomplishments are her- 
alded afar. 

But like all other genuises Friend Henry 
gets his licks, 

Now all we hear is P. D. Powers, and 
Hudson Super-Six. 

It seems as if just overnight these names 

became the rage, 
That's all you read in news or ads. upon 

the Adams page. 
And if you have a grain of doubt about 

what they will do, 
I have some testimonials I'd like to read 

to you: 

"Dear Phil: I took my Super-Six and 

started from Savoy, 
"A thimbleful of gasoline — and, presto — 

I'm in Troy!" 
"Dear Mr. Powers: Last Sunday night 

I started for a spin; 
"I had to hitch it to a post to let my 

wife get in." 

"Dear P. D. P.— Your Super-Six is best 

I've ever seen; 
"I've ploughed four acres this a. m., and 

used no gasoline." 
"Dear Philly Power: Dose dam machine 

I'm gon' for mek a wreck; 
"I have to join de army, for she Ian' me 

in Quebec." 

And so the many millions who have 
bought this high grade car 

Are glad to tell the company how satis- 
fied they are. 

You'll all admit the rabbit is the cham- 
pion for speed, 

Get Powers and his Super-Six — and 
Zicco — here's a feed. 

Of course, we all may buy a car, it may 

be well to state; 
And maybe when the roads are dry that 

Powers'll demonstrate. 
But, anyhow, let's give three cheers while 

yet the spirit sticks; 
So here's success to P. D. Powers, and 

Hudson Super-Six! 



Got Her Number, Though 

First Officer — "Did you get that fellow's 
number?" 

Second Officer — "No; he was going too 
fast." 

First Officer — "Say, that was a fine-looking 
dame in the car." 

Second Officer— "Wasn't she?" — Puck. 



On Sparing the Rod 

Mrs. Mullins — "What's the matter, Mrs. 
Jones?" 

Mrs. Jones — "Why, this young varmint 'as 
swallowed a cartridge, and I can't wallop 
'im for fear it goes off." — London Answers. 
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Chronicle of the Penny-Wise Man 



(He Can't See the Dollars) 



"Dear," says the Wife of 
the Penny Wise Man, "I see 
Mr. Smith-Smith, the Tink- 
le Car dealer is laying in a 
supply of the rattlers. A 
motor car shortage is indi- 
cated for this year. Don't 
you think you'd better put 
in a stock?" 

"Now, listen little girl," 
says the Penny Wise Man. 
"I like you even if you are 
my wife, but you want to 
leave these business matters 
to your little pal husband. 
If I take my money out of 
the bank to put it in a stock 
of cars, look at the interest I 
lose! Yo u ain't never s tarved 
none, honey. The old head 
piece may be moulting, but 
it's still doing business on 
the inside." 



The jocular Penny Wise 
Man sets sail for his office, 
and passes Mr. Smith-Smith 
of the Tinkle Car. Can't re- 
press a laugh at Mr. Smith- 
Smith's business policy of 
stocking up on the Tinklers. 
Wonder's how much he'll be 
required to contribute to the 
fund they raise to keep Mr. 
Smith-Smith out of the poor- 
house. 

Mr. Smith -S m i t h's 
thoughts don't register here, 
but they are not concerned 
with poor houses. Mr. Smith- 
Smith looks like a man 
going somewhere that some- 
thing is going to happen, 
and determined to be on 
hand when it does so. 



The Penny Wise Man meets 
a friend and tells him all 
about Smith-Smith's mis- 
guided enterprise in putting 
in a heavy stock of Tinklers. 

"Why, he can't sell those 
cars," says the Penny Wise 
Man. 

"No," says the friend, 
"not unless they are the 
only cars obtainable." 

"Well, wait until my spring 
rush of orders comes," says 
the Penny Wise Man. "I'll 
show two Super -Sixes for 
every other car in town." 

And the friend said noth- 
ing more, for he owed the 
Penny Wise Man five dollars, 
but he went his way musing 
what a fool a penny wise 
man can be. 



The Penny Wise Man has 
begged the factory for cars. 
"My customers," he wrote, 
"are clamoring for delivery. 
Can't you get my Super - 
Sixes to me?" 

To which the factory re- 
plied: "Sorry, but there are 
so many orders ahead of 
yours that it will be impossi- 
ble to supply you for a long 
time." 

And the Penny Wise Man 
sees the Tinkle cars go by. 
He goes to places afar to rid 
his eyes of the sight. But he 
still can hear the Tinkle Cars 
go by. He cannot endure the 
smug, complacent smile of 
Mr. Smith-Smith. 

"?" said the spouse of the 
Penny Wise Man. 



What the Sheriff Wanted 



MLWAUKEE County is in the market 
at the present time for two automo- 
biles for the sheriff's office. The cars 
they were considering are the Marmon, 
Pathfinder "12," Ross "8," MacFarland "6," 
Packard "12," and the Premier, also the 
Hudson Super-Six. The points that they 
gave most consideration were quick pickup 
and speed. It was arranged to have all of 
these cars meet at the County Jail at two 
o'clock on the afternoon of February 21st to 
hold a contest. 

This contest was held on the Grand Avenue 
Viaduct, which is about 1800 feet long. The 
cars were to race in pairs, from a standing 
start. The Super-Six and Marmon were 
matched for the first race. Both cars carried 
six passengers. The Hudson won this contest 
very easily, showing better than sixty miles 
per hour at the other end of the viaduct. The 
Ross "8" then eliminated the Premier, show- 
ing a maximum speed of forty-nine miles an 
hour. The maximum speed of the Premier 
was forty-four miles per hour. The Hudson 
Super-Six then eliminated the Ross "8," 
again showing better than sixty miles per hour. 
The Pathfinder then eliminated the Mac- 
Farland, showing a maximum speed of fifty- 
four miles an hour. The Super-Six elimi- 
nated the Pathfinder at sixty miles an hour. 
Then the Super-Six eliminated the Jackson 
at a speed of sixty miles an hour. 



This eliminated all cars, and crowned the 
Super-Six Queen of the Speedway, regardless 
of price. 

It was hard for the Marmon people to 
realize that their speed demon had been 
defeated, and they requested another chance 
which was gladly granted them. This time 
the Super-Six got two to three lengths the 
worst of the start, due to the fact that we 
had eight cross links pulled out of our chains 
and the wheels kept slipping. This handi- 
capped us, but was not enough for them, as 
the Super-Six passed them before they had 
gone a quarter of the distance, with perfect 
ease, and pulled up a winner by at least three- 
quarters of a block, going better than sixty 
miles an hour. 

The Super-Six negotiated the same distance 
from a standing start with four passengers, 
and showed better than sixty-five miles per 
hour at the finish tape. In fact, we so far 
outclassed everything in acceleration and 
speed that the contest was almost a joke. 
The Packard Twin Six refused to take part 
in the contest. The Cadillac "8" was also 
on the grounds, and was invited to take 
part, but refused. 

The Super -Six was strictly a stock model, 
without a change of any description, having 
the stock gear ratio of four and five-elevenths 
to one. 
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Geyler Plays Joshua; Adds 
Hour to Day 

EMPLOYES of automobile companies 
along the row may soon enjoy an 
additional hour of daylight for recrea- 
tion each afternoon if a plan broached re- 
cently by Louis Geyler, Chicago distributor 
of the Hudson Super-Six is adopted. This 
veteran motor car dealer proposes to turn 
the hands of the clock ahead sixty minutes 
and his suggestion has met with approval. 

"Of course a movement of this kind to be 
successful must be general," said Mr. Geyler. 
"Personally I believe it would be a good idea 
for all Chicago business houses to adopt this 
stunt of getting to work one hour earlier. It 
would give every one that much more time 
to themselves and this in the summer season 
is especially desirable." 

One of Mr. Geyler's hobbies is physical 
fitness. He is one of the modern school of 
employers who lays great stress on the physi- 
cal well-being of his men and hence this plan 
appealed to him. 



Irving Brush and George A. Dohn have 
purchased the Hudson agency for Santa 
Rosa, Cal. 

A new agency for the Hudson Super-Six 
has been opened at Trenton, N. J. It is in 
charge of A. C. Guy, formerly a salesman for 
the Hudson-Brace company at Kansas City. 
Grundy, Davies, Mercer, Sullivan and Put- 
nam are the counties embraced in the new 
territory. 



H. J. Habich and D. S. Anderson are two 
new additions to the sales force of the Henley - 
Kimball company of Boston. 
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Here Is a Freight Train 

You Should Use It Now ! 



IT is the Arbiter of Traffic. In the commercial jousts 
its semaphore is down against Detroit like the merci- 
less inverted thumb of gladiatorial justice. 

To put Super-Sixes in this freight train we must first 
ship them beyond the embargo zone in express cars or 
in "drive-aways" under their own power. 

To manufacture Super-Sixes at all we must bring in 
materials by express and pay the enormous differential. 

We are able to get Super-Sixes to you only through 
extraordinary efforts and great additional expense. 

But we are able to get them to you. 

That all may be changed at any moment. 



War may take this freight train and a thousand others 
like it to haul its soldiery, equipment and munitions. 

That would leave millions of dollars worth of auto- 
mobiles impounded at their shipping docks. Cars en- 
route would be unloaded and left beside the tracks, if 
government wanted the train. 

This train is Arbiter of traffic. It will still partly 
serve to bring you Super-Sixes. 

Tomorrow government may abruptly stop even that 
partial service. 

Hadn't you better use this freight train while you 
can? 



The Dry Car 

"Here's the Prohibition car," commented 
the young man as he stopped in front of one 
of the exhibits. 

"What is it, dear?" queries the cute young 
thing. 

"Hudson — named after a river," responded 
friend escort. 

Not half bad, Maurice, not half bad. 



E. E. Frazier of Decatur, 111., who has had 
years of experience with the Hudson cars 
has been made head of the service depart- 
ment of the Collins Co., Hudson dealers for 
Quincy, 111. 



Time to be Devout 

The family was holding worship prior to 
starting on an auto tour. 

"I never say my prayers," whispered the 
invited little neighbor's boy. 

"That's all right," replied the son of the 
house, "you'd better say them now. This 
is a car." 

The Hudson- Jones company of Des Moines, 
Hudson distributors last year sold Super - 
Sixes amounting to 26 J - 4 ' per cent of all the 
cars costing $1300 or over that were sold in 
Iowa. This record is doubly remarkable 
because of the fact that the Hudson-Jones 
company was unable to procure Super-Sixes 
until June, and lost six selling months, in- 
cluding the most active of the year. 



To the Question Department 
' of Motor Age 

New Orleans, La. 
Editor Motor Age: 

What is the most powerful stock touring 
car made? (2) Is the most powerful car the 
fastest? 

J-T. 

Answer: — Most powerful car not neces- 
sarily the fastest. Hudson has stock chassis 
speed record. 

Editor. 



F. B. Cornell has been appointed sales 
manager for the Birmingham Motor com- 
pany, distributors for the Hudson Super-Six 
in that territory. 



DO YOU KNOW THIS MAN? 



HE is your best prospect. 
He is the man who is smoking a better cigar. 
He is the man whose wife is looking better. 

He is the man who is wearing a better suit than last 
you saw him. 

Do you know him? 

The traffic cops do. 

He is the MAN WHO OWNS a CAR! 

You can sell that man a better car because he is a 
man who believes in better things. You don't have to 
convince him that he wants a car. He has admitted that 
by buying the car he owns. 

Psychologically he is ready for a better car. If he 
owns a low priced car you won't find it difficult to sell 
him a Super-Six Phaeton. If he owns a Phaeton he is 
ready to graduate into the luxury of a Sedan, a Lim- 
ousine or a Town Car. 

Do you systematically campaign the Man Who Owns 
a Car? 

Here is an experiment along that line, which was tried 



by one of the Hudson dealers with astonishingly fine 
results. 

He took his list of Super-Six Phaeton owners and 
divided it among his salesmen. To each salesman he 
gave the responsibility of seeing from three to four of 
those Phaeton owners every day, and urging them to 
buy a Super-Six chauffeur driven car. Where the wife 
was accessible to a tactful entree, they were instructed 
to excite her interest in the more luxurious motor. 

Twenty-five per cent of the Phaeton owners — roundly 
speaking, one out of every four — bought a chauffeur 
driven car! 

That coup in salesmanship is the inspiration of this 
story. You and your salesmen can profit by the example. 
If you can find a 25 per cent PAY STREAK in your 
Phaeton owners, it is well worth going after, isn't it? 

Of course, some of the Super-Six owners, in the case 
cited, traded in their Phaetons on the chauffeur driven 
Super-Six, and you also will find it necessary to make 
provision in such a campaign, but it will prove one of the 
most satisfactory sales innovations in your experience. 



Page Four 



Digitized by 



Google 



VOLUME VI. 



DETROIT, MICHIGAN. MARCH 17. 1917. 



NUMBER 38 



Salesmen Who Are Too Confident; 
Salesmen Who Have Lost Confidence 



This is for You To Read! 



The champion who fails to prepare for each contest is easily vanquished* 
No one holds permanent tenure to wealth, position, popularity or trade* 
It is usually more difficult to hold a position than it is to attain it. 



ALL of which is said in the way of an introduction 
to a few words intended to stir Hudson dealers 
and salesmen into an action of tireless aggres- 
siveness for more business. 

We have had everything so far as orders are con- 
cerned, pretty much our own way for the past 18 months. 
At times the orders are so numerous as to be almost 
uncomfortable. 

We have been swimming with the tide. Sales effort 
hasn't been necessary. It would even have been harm- 
ful, or at any rate, would have made our lot all the more 
trying during those months that people were urging us 
to take their money and give them a Super-Six. 

It hasn't been an experience that has sharpened our 
sales wits. 

There isn't the slightest indication that that same 
demand is not in line for the Hudson Super-Six this year. 

Tens of thousands of people last year came to see the 
car for which such extreme performance claims were 
made. They were curious and they were skeptical. Out 
of that number, thousands placed their orders and 
deliveries were made to 27,000 of them. 

Now other thousands of buyers — not curious and not 
skeptical — have decided they will have a Hudson Super- 
Six this year. They know all about the car. This 
neighbor in the same block or one on the next street or 
a little way down the road got a Super-Six last year and 
told them all about it. They have ridden in it and they 
already know and have decided that they too will have 
a Super-Six. But there is no more reason why they 
should come in and talk to you about it than there is 
that they should go into a hat store and talk about the 
straw hat they will get when summer comes. 

But don't let's be content with that business. We 
must keep in training. It isn't a healthy condition for 
a man who must depend upon his ability to persuade 
other people they should buy what he has to sell, if he 
sits idly by and just takes what is offered him, even if 
the offers are plenty and profitable. Conditions cannot 
always be so, and if a salesman doesn't use his wits all 
the time he loses his cunning. 

He is like an athlete who has given up training. 

That's what happened to Jeffries when Johnson put 
him out of the championship class and that same com- 
placency on Johnson's part enabled Jess Willard to 
make good as the "white man's hope." Johnson was too 
prosperous for his own good. And so very likely are 
also some Hudson salesmen. 



No reader will question the soundness of this. The 
question is when shall they start. 

The answer is now. Let's get on the trail of some 
buyers and while not hesitating to make "pot shots," 
let's tackle the buyer who isn't so easy and then see if 
we are as good at the old trick as we once were. 

The woods are full of prospects. Don't put a lot 
of effort in wasting good time running after the fellow 
who is going to buy a Super-Six and isn't going to be 
so particular that you sell it to him — you'll get him 
without much effort. 

But there is the fellow who has his mind partly 
made up on a $1,300, a $1,400, or a $1,500 car. Showing 
that chap what advantage there is in his paying $1,650 
for a Super-Six is worth while. That's real fun and 
satisfaction to any man with the slightest trace of sport- 
ing blood in his veins. It's even more thrilling than 
convincing a man who had about concluded to pay $2,000 
for a car that he could get greater performance and 
satisfaction from a Super-Six at $350 less money. 

And think of the fun, not to mention the profit you 
will get out of selling a Sedan to the man who bought 
a Super-Six Phaeton of you last year. Go to each one 
of your Phaeton customers with a real selling talk about 
the Sedan, and you will be fitting yourself for another 
condition when you can say it and at the same time 
feel that you are a salesman. 

Taking orders is never going to fit a man for the real 
sales jobs. We must be "market makers" and that 
isn't giving a man what he wants, but convincing him 
he wants what you want him to have. Sell Super-Six 
Phaetons to those who had thought they would buy a 
car costing less than $1,650. 

Sell Sedans or Cabriolets to those who have or who 
intend buying Hudson Phaetons. And sell Limousines 
and Town cars to those who are thinking about Sedans. 

Every time you get an order that way you will 
naturally lift your chin higher. And when the time 
comes the people aren't buying as freely as they were, 
you'll go out after buyers and get them. 

The confident man can't be whipped if he is in 
training. But confidence founded on such easy going 
as we have all had with the Super-Six is going to take 
fright and run as soon as it gets up against a real "NO." 

Are we going to let ourselves get soft and fat, or do 
we go into training now? 
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The New Hudson Super-Six Speedster 



This is the new fonr-paMenger Super-Six Speedster — low, beautifully poised, with attractive, 
finely proportioned lines. It has the standard Hudson chassis. Body of cobalt blue, wheels, 
vermilion. The wheels are 32x4% inches. Price $1750; wire wheels extra. 



Notes of the Boston Show 

The Selling Record Breaker 



THE Boston Automobile Show, March 
3-10, proved the most successful from 
a Hudson selling point ever held. De- 
spite inclement weather the show attracted 
thousands of visitors from all parts of New 
England. 

The Hudson exhibit, under the direction 
of the Henley-Kimball Company, Boston dis- 
tributors, held the foreground of interest as 
usual. The display was nicely arranged, and 
the position was an excellent one, though not 
the most commanding. At all times during 
the show there were numbers of visitors on 
the Hudson preserve, and a good percentage 
of them were potential buyers. 

Forty -five Super-Sixes were sold during the 
show, and dealers lined up scores of prospects 
who will own Super-Sixes later. The revolv- 
ing motor of the Super-Six was surrounded at 
all times by visitors desiring to have the 
principle explained. 

G. B. Kimball of the Henley-Kimball 
Company asserted that the proportion of 
closed car purchases and the inquiries con- 
cerning closed cars indicates the greatest 
year of history for the sale of these types. He 



was more than delighted with the results 
achieved by the show. 

It is especially noteworthy, according to the 
dealers, that a large percentage of Hudson 
Super-Six buyers and prospects this year are 
farmers. New England farms last year 
harvested gold. This year the farmers are 
in the market for a higher grade of car 
than has hitherto been sold in quantities, and 
the Super-Six is a great favorite because of its 
climbing abilities and endurance. 

Herbert H. Foster, inventor of the "Super - 
logue" and philosopher of the Henley-Kimball 
Company was on hand throughout the show 
helping to keep things moving. 

The closed car advertising has been gladly 
welcomed by most of the New England 
dealers. Those who are using the copy exten- 
sively say that it is pulling strongly. 

Dealers from all parts of New England 
attended the show, which is the classic of the 
"Down East" automobile year. They were 
agreed that the greatest selling year in motor 
history is indicated by the buying interest 
already evinced. 
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1 The Accessory Depot | 

| Cranks and Nut* § 
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SPRING HAS COME 

(Here 's a Poem to Prove It) 

IF you've never marked the woodland's 
evening hour, 

When the fireflies light the forest folk 
to bed, 
And soft winds rock the cradle of the 

flower, 
And budding leaves lisp sleepy overhead. 

If you've never heard the frog pond's 

evening choir, 
When their an gel us up to the moon 

they sing, 

While stars like candles light her altar 
fire— 

Ah, you won't know how to greet the 
coming spring. 



Heard at the Boston Automobile Show. 
"I wonder if the good roads movement will 
ever be extended to the streets of Boston." 



We are informed that Hank Loranger, 
sheriff of Havre county, Montana, and Hud- 
son distributor, wears a Super-Six-Shooter 
instead of the ordinary old style smoke 
wagon. 

Delivering the Package 




HA. TESTARD, New Orleans distribu- 
tor of the Hudson Super -Six, tells this 
one: 
"An automobile man here several years ago 
was a regular communicant at leading Royal 
Street bars. He frequently was carried home. 
One night a committee waited on him on 
business. His wife answered the door. 

" 'Does Mr. Blank live here?' inquired the 
spokesman. 

" 'Yes,' said Mrs. Blank severely, 'carry 
him in.' " 




The Winner 

And His Winning Game 



A man leaned over a drawing-board 

And planned the birth, 
(From knowledge and science's logic 
hoard) 

Of the car called Worth. 

The race bowl reels like a drunken night, 

As the cars howl past 
In desperate, roaring, dizzy flight, 

A flaming blast! 

But Speed leads all; he hits a pace 

Like a muzzle-quitting shell; 
The others bay at his heel for place — 

Fire belching hounds from hell. 



As pucks on a new and strange roulette 

The racers spin; 
And the croupier Death is fading each bet, 

To cash them in! 

There Speed goes down on the lower turn, 

When his engines flunk; 
While Power's vital bearings burn — 

And he is junk. 

And now there comes, as the finish draws, 

From the fringes of the ruck, 
A car that can't be stopped by flaws. 

For it wasn't built by luck. 

Page Two 



On smoke and flame to the wire it came. 

And the wild crowds rock the earth, 
With its shouted name for its winning game, 

And the car they cheered was "Worth." 

But the race wasn't won that day on the bowl, 
Nor by generals down in the pit; 

First place was won in the savant's room 
By a brain and a drawing kit. 

And so you will find in life's every test — 
Whether fists, or feet or wit, 

That the race isn't always won when its run ; 
It's usually settled before it's begun 
By the man with the brain in his kit. 
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Count Soopyrcyx, the Salesman 

(He Manipulates the Market) 



One of the biggest and most important 
retail sales recorded at the St. Louis Automo- 
bile show was made by Charles E. Gregory , 
salesman for the Hudson-Phillips Motor Car 
Co. He sold four Hudson Super-Sixes to Dr. 
P. DeMoraes Barros, of Brazil, for his family's 
private use. 



Walter J. Bemb of the Bemb-Robinson 
Company, Detroit state distributor for the 
Hudson motor cars, attended the Grand 
Rapids, Mich, automobile show and declared 
it exceptionally fine. Bemb last year placed 
more than 2,000 cars in Michigan, and expects 
to far exceed that number this year. 



A "courtesy horn" for automobiles is 
suggested by some obscure immortal. In 
other words a horn with a pleasant voice and 
a mild vocabulary which will say to the 
pedestrian sweetly, "Kind sir, please get out 
of the way," instead of the horns that shout 
arrogantly, "Hey, beat it quick, you, before 
I knock you to Kingdom Come!" 

To make things square, a motorist amends 
the suggestion to add a "courtesy appliance" 
to the pedestrian, to govern his immoderate 
comments when he almost runs down an 
automobile. 



Increases "News" Subscription 

THE value of the Super-Six News 
Pictorial as a lively and interesting 
sales ambassador is thoroughly appre- 
ciated by the Welbon Motor Car Co., of 
Cincinnati, which has been rapidly increasing 
its business, and correlatively ordering more 
copies of the News. This company shows 
sound judgment and a surprising fertility of 
ideas in its choice of a subscription list and 
we are reprinting below part of its latest 
order for the benefit of the Hudson Big 
Family. 
Hudson Motor Car Co: 

We are sending you, herewith, a list of 
people to whom we want you to send the 
Super-Six News as quickly as possible. 

This contains 5,768 names taken from 
the following organizations: Automobile 
Club, Advertiser's Club, Business Men's 
Men's Club, Queen City Club, University 
Club, Cuvier Press Club, Yale and Harvard 
Clubs, Automobile Owners, The Chamber 
of Commerce, principal Barber Shops, 
Reading Rooms, Hospitals, Doctors' Offi- 
ces, Private (family) Hotels, Gymnasiums, 
Libraries, Music Schools, Prospects, etc. 

This list has been checked, re-checked 
and double-checked so there will be no 
duplicates. 



Six Super-Sixes Sold in One Family 

THE Bowerses of Chester, Pa., have what 
one might call a strong family resem- 
blance in motor taste. To four members 
of the same family the Gomery-Schwartz 
Motor Car Company, Hudson distributors for 
Philadelphia, sold six Super-Sixes. All are 
prominent socially. The selling feat was 
accomplished by E. A. Ganley in three days. 
Selling two cars a day to a family of four is 
Mr. Ganley 's idea of intensive merchandising. 
Thomas B. Bowers bought a Super-Six 
Roadster and a Phaeton. George D. Bowers 
and James B. Bowers each bought a Phaeton. 
Mrs. B. B. Shaw, a sister of James B. Bowers, 
bought a Roadster and a Cabriolet. 

Mr. Ganley's selling record is unique. 
Salesmen will probably shoot at it many a 
day before they will duplicate it, though 
equally remarkable performances in other 
directions are not infrequent in the Hudson 
sales organization. 



The "Courtesy Number" of "The Patrol," 
house organ, of the Bemb-Robinson Com- 
pany, Hudson distributors for Michigan, is 
just out — a corking good number, full of 
excellent ideas, and a pleasure and benefit 
to read. 



What "S uper-Si x" Spells 

S stands for Salesman — and that's you, old man! 

U stands for Useful — you should be, for you can; 

P is for Pep — you'll need it to win; 

E is for Eagerness to get orders in; 

R stands for Rest (but some other day); 

— the Dash is the stuff that brings better pay! 

S is for Steam that gets up and whizzes. 

I's for the If's that you want to make Is's. 

X, as in algebra, the Untold Amount, 

You can make Super-Six spell in your bank account. 



Save or Shut Down ! 



TIMELY SUGGESTIONS 

Anti-Freeze mixture has a Low Boiling Point 

Instruct your customers as to the necessity of 
watching the water radiation of their cars more closely 
during the changeable spring weather. 

Remove the Louver Covers NOW. These are 
plates inside the hood covering the openings along 
each side. 
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EXCEPT for space limitations we could print pages of photo- 
graphs like the above, all taken in Detroit, all voicing an appeal 
for conservation in vital manufacturing resources. 
Industry here and in other automobile manufacturing centers has 
been tremendously hampered by shortage of coal, and materials of all 
sort. 

The result of this condition which affects every motor making 
center will be a greatly diminished supply of automobiles. But a 
greater market than ever before awaits this shortened supply. 
. If, by failing to order enough Super-Sixes now, you are unable to 
supply your trade when the heavy demand comes and the factory 
cannot make automobiles fast enough, you will have your own lack 
of foresight to blame. 

Three 
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Super-Sixes Cost Less 



IT takes less farm produce to buy a Super-Six today at 
$1,650 than it did a year ago when the price was 

$1,375. 

The farmer can buy a Super-Six today with 47 bushels 
less of wheat than in 1916. 

Or with 83 bushels less of corn; or with 546 fewer 
dozens of eggs; or with 403 pounds less of butter; or 
with 4,974 pounds less of hogs; or with 895 pounds less 
of cattle. 

Or he can buy TWO Super-Sixes this year with the 
potatoes he paid for ONE last year, and have 81 bushels 
of potatoes left over. 

The farmer's produce will go farther proportionately 
in the purchase of a Super-Six than in almost any com- 
modity in general demand. Shoes, stoves, farm im- 
plements, clothing of all sorts, and food have advanced 
many per cent more than did the Hudson Super-Six cost. 



Relatively to the march of prices in all other com- 
modities the Super-Six shows an actual PRICE REDUC- 
TION. Many persons will recognize this without being 
told. They will consider the great advances in labor, 
cost of materials that enter into the production of the 
Super-Six, and will conclude that the Hudson price 
advance is not only fair, but remarkably small. 

But to people who do not weigh the new conditions 
in their application to increased costs, YOU will have to 
be missionary. You have all the PROOFS to demon- 
strate that Hudson Super-Sixes DID NOT ADVANCE. 
You should at once erase any impression among your 
prospects to the contrary. 

These comparisons fairly laid before your prospects 
will determine many of them to buy, who otherwise 
might conclude that the Hudson Super -Six had become a 
high-priced car, and turn to a car of lower cost. 



New Hudson Branch Opened 

THE Welbon Motor Car Company, Hud- 
son distributors at Cincinnati, has 
opened a branch office at 224 West 
Third street, Dayton, O. W. N. Woodruff, 
who is the Dayton manager of the company, 
said that the branch was deemed desirable to 
facilitate the handling of the mid-western 
part of the state. 



Twenty Hudson Super-Sixes were sold at 
the Pacific Automobile Show by the H. O. 
Harrison Company. C. C. Foster, Jr., mana- 
ger of the Woolworth chain of stores was the 
first purchaser. He bought the ivory colored 
sedan a few minutes after the doors of the 
show were opened. 



New Efficiency Map 

MR. HAL BRACE of the Hudson- 
Brace Motor Co., of Kansas City, 
has worked out a map tack system 
for checking the territory. He calls it the 
"three point" system. The three points are, 
Sales, Service and Financial Strength. 

Each dealer is designated on the map by 
one of three colored tacks indicating whether 
he possesses one, two or three of the points. 
Thus, by looking over the map he can readily 
see whether his wholesale men are getting 
the proper class of dealers. 



Frank A. Flint has been appointed manager 
of the commercial department of the Hudson- 
Phillips Co., of St. Louis. 
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One Auto for Every Thirty-Two 
Americans 

FIGURES of the American Automobile 
Association, which are neutral, show 
that there is now one automobile in the 
United States for every 32 inhabitants. 
According to the census figures the number 
of motor vehicles registered in the United 
States in 1915 reached the total of 2,445,664. 
In 1916 this number went well over 3,000,000. 
Some idea of the tremendous growth of the 
industry in the last few years may be obtained 
by comparing those figures with the 1909 
report, which showed that a total of 126,593 
cars were manufactured. It is estimated that 
owners of cars contribute between $55,000,000 
and $60,000,000 every year in taxes. 
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THE SPIRIT OF YOUTH: This is the new 4-passenger Hudson Super-Six Speedster. It was designed for 
those who go briskly. Standard Hudson Chassis. Wheels are 32 x 4% inches. Price $1 750; wire wheels extra. 



WAR CAN T SHAKE P ROSPERITY 

It Will Engulf Motor Market 



FEAR is the only menace to business war can bring. 
It is doubtful if that even will register a tremor. The 
war possibility has been discounted long ago by the 
American people. We are too well informed of our basic 
prosperity to grow panicky. We know that prosperity is 
of bed rock, guaranteed by greater resources and greater 
wealth than any country ever knew before. 

War will not stop industry. It will drive wheels faster 
than ever they sped. With the outbreak of war the 
United States would enter the market as a customer with 
a greater buying power than any other in the world. 

Nor will its trade be only with munition makers. 
Shoes, clothing, food, machinery of all sorts, tools, steel, 
iron in all its products, tin ware, bedding, forage, mules, 
horses, crockery, stationery, automobiles, tobacco, soap, 
drugs and medical instruments of all sorts must be supplied 
rapidly and the full force of production must continue for 
the duration of the war. 

For a vivid illustration of how this will apply consider 
the equipment that will go into one of the new $19,000,000 
battle cruisers just authorized in the United States naval 
building program. Do you know of any hotel costing 
$19,000,000? Of course not. These battle cruisers will 
have a complement of 900 men. They must be provided 



with clothing, numerous changes, uniforms for fatigue 
duty and for drill and of different weights for chang- 
ing climates they are likely to encounter on sea duty. 
They must have shoes, socks, underwear, bedding, heavy 
coats, etc. 

The battle cruisers must be equipped with the latest 
cooking appliances, and a double supply of kitchen ware, 
knives, napery, table ware and so on. There must be 
beds and hammocks. There must be bedding and furni- 
ture. There must be clocks, naval instruments of all sorts 
wonderful batteries of machinery, elevators, great stores 
of food and tobacco and a multiplicity of things that enter 
into the ordering of a great floating war citadel. More 
metal will enter into the construction of one of these battle- 
ships than is in all of the railroad bridges in the United 
States. 

It is needless to say there will be a tremendous market 
for automobiles. The army will create a new market, 
while the normal demand will remain the same. With the 
possibility that many automobile factories may be com- 
mandeered for making war supplies a shortage of auto- 
mobiles is inevitable. Hudson dealers who supply them- 
selves early with a sufficient stock of Super-Sixes will have 
cause to thank their foresight before many month£)( 
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HUDSON THE CAR OF 
ROYALTY 



Super-Six Owners Pull 
for Hudson 
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Ruling Houses of Sweden and Nippon 
Purchase Super-Sixes 

IT was inevitable that the Hudson Super - 
Six should reach the throne and wear 
the ermine. It is the choice of two 
dynastic rulers in widely separated parts of 
the world, racially and by language alien to 
each other, but both recognizing the royalty 
of worth and valorous performance. 

Fifteen Hudson Super -Sixes have been 
ordered for the Royal Household of Sweden 
and three for the Imperial Household of 
Japan. Both of these sales are of 1917. 
There is at present some difficulty in for- 
warding the Swedish shipment, owing to 
British blockade regulations. It is believed 
this matter can be quickly adjusted to permit 
the Super-Sixes entry for the Swedish Royal 
Household. 



In the shipment are four limousines, four 
town cars, two phaetons, two sedans, a 
roadster and two cabriolets. Among the 
members of Sweden's royal family who will 
drive Super-Sixes are the Crown Prince Gus- 
tave and Prince Wilhelm. Both were inter- 
ested observers of the automobile contests 
at Stockholm last year and were deeply im- 
pressed by the exploits of the Hudson Super - 
Six. 

The three Super-Sixes purchased for the 
Japanese Imperial Household are the first 
American cars ever attached to the Emperor's 
automobile fleet. One was first ordered, and 
within a week of delivery the Japan Automo- 
bile Company was called on for two more. The 
prestige accruing to the Hudson Super-Six in 
Japan through its selection by the emperor 
can scarcely be estimated by Americans un- 
less they understand the idolatrous esteem in 
which the ruler is held by the Flowery 
Kingdom. 



This One Urges We Advertise Small 
Turning Radius 

EVERY owner of a Hudson Super-Six is 
a working part of the Hudson organiza- 
tion. They are proud of its achieve- 
ments and don't want any of its good quali- 
ties to remain unobserved for the lack of some 
one to call attention to them. 

H. W. Slauson, managing editor of Leslie's 
Weekly motor department has written to 
direct our attention to a point of advantage 
in the Super-Six that has not been emphasized 
in our advertising. That is its small turning 
radius. 

In part he says: 

"From my conversation with Hudson 
owners, from my reading of Hudson adver- 
tising and from my examination of Hudson de- 
sign I had been led to expect a good deal in the 
way of performance — naturally I found it. 
There is one feature of Hudson design, how- 
ever, which I have never heard emphasized 
and which therefore I had not looked for. A 
small matter in itself, yet it is wonderfully 
important, especially when driving in New 
York. I refer to the remarkably small turn- 
ing radius of the Super-Six. I cannot yet 
realize after having driven some 1200 miles 
that this car will turn in a shorter space than 
that required by other sixes having a wheel- 
base six or eight inches less. I have had 
great fun fooling traffic officers and chauffeurs 
with the ability of my car to 'jockey' and 
get through places which they ordinarily 
expect would be restricted to cars of the Ford 
class. It occurred to me that this is a feature 
which it might pay you to emphasize in 
certain of your literature." 

This is a point to which most Hudson sales- 
men draw attention in their arguments. It 
should not be overlooked, because ease of 
handling and nimbleness is becoming more 
and more an important factor in motor car 
selling in the increasing traffic congestion 
which now binds all large cities. 

The recent lockout declared by the Build- 
ing Trades Employers' Association in Cleve- 
land, briefly interrupted the enlargement 
operations of the Hudson-Stuyvesant Com- 
pany, distributors of Hudson Super-Sixes for 
that territory. It was soon adjusted, however 
and work was resumed on the new buildings. 

The Hudson Super-Six basketball team 
won the championship of the Hamilton, O. 
Y. M. C. A. Motor Basketball League. They 
took nine games, losing one. Six teams 
compose the league. 



The Accessory Depot 



I Cranks and Nut» § 
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The Birth of the Super-Six 

HERE they are, piggots of iron, 
Ingots of copper and brass; 
Here they are hides of the long horn 
That cropped the Western range grass. 

There are the swift webs of belting, 
That spin in the gloom of the ceil, 
Pow'ring the long naves of engines 
To cut or bend iron or steel. 

Mad are the roaring black monsters, 
Slavering over their meal, 
Sinking their resolute muzzles 
Deep in the tidbits of steel. 

Mad is the chaos of engines; 
Mad indeed seems every man; 
Yet the wild phantasmagoria 
Is pierced by a clear, lucid plan. 

There they are piggots of iron, 
Ingots of copper and brass; 
Here they are crank shafts and motors, 
No sooner done than they pass. 

On at an unending birth rate, 
Moulded in fact'ry travail, 
Until forth rolls the gleaming new issue, 
Enduring and fleet for the trail. 

There THEY are piggots of iron, 
Copper and strong brazen sticks; 
Here IT comes — born with ALL 

RECORDS; 
A shining, proud, new Super-Six. 

Bach there is madness and chaos, 
Unreasoned seem engine and man; 
But here is the perfect, new product, 
Brought true through the clear, lucid 
plan. 

The first man who saw the above poem 
remarked that Hudson needn't worry about 
the freight shortage. 

"An obstetrician can make the deliveries," 
said he. 



Described 



Service Men Hold Convention 



£>^EVENTY-SIX Hudson dealers and shop foremen under the Philadelphia juris- 
^^ diction recently held a service convention in the Gomery-Schwartz Motor 
^J Company's building for the interchange of ideas on service and the standardiza- 
tion of the policy. Eugene Bemb of the factory service department attended and 
addressed one of the sessions. Frank Yerger, technical manager for the Gomery- 
Schwartz Company also spoke. The picture shows the service men in session. 
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Officer (running up to scene of accident). 
"What sort of case is this?" 

Motorist (with glance at his animate vic- 
tim): "I hope I'm wrong, officer, but it looks 
like a suit case to me." 



A Tip 

THE Jway to get 
ahead, my son, 
Is do your work 
from day to day 
The way you'd like to 

have it done 
If for t ' the job you had 

to pay. 
Just look upon each gain 

and loss 
As you would look if you 
were boss. 



Very often the victor is not he who 
fights best, but he who fights longest. 
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Aspe ns of Inde cision 

Under Their Shuddering Canopy, the Graves of Hopeful Careers 



THE vertigos of doubt and self distrust have pitched 
down more promising enterprises than all the malig- 
nant enemies that fight in the open. Through them 
steadfast purpose wavers as through a mirage. They are 
the children of mental fatness and laziness, the drunk- 
enness of idled hours. 

The cure is knowing yourself. Know why you do 
each thing that comes to your hand. Then you will do 
it decisively. Then you will do it with confidence, and 
then it will be right. 

We all from time to time fall upon dead centers. The 
mind is inert. Our ideas become flabby. We entertain 
a multiplicity of them and our minds have not the pro- 
vender of thought to feed them all. Thus all become 
starvelings, lacking the robustness to become executive. 
When we reach that stage we are more of a mildly 
animated Lump than a Man. We are short-circuited. 

What we need is a thorough overhauling. We want 
to take ourselves out and give a look — not an affec- 
tionate look, nor a sympathetic or injured look, but just 
a calm, dispassionate and critical look, to see what needs 
the doctor. 

Nine times out of ten we find all of our faculties 
aren't hitting. We need to put a point on our wits. 

"Golly, I don't want to call on that prospect to- 
day. He was as sour as green apples when I saw him 
last week." 

That means you have lost the natural zest and exuber- 
ance of contest. It means your nerve is out of kilter. 
^iinHiiiiuiuiniHiiiiiiiiiiniiiiiiiiiiiiniiuiiii^ 



The best remedy is to get out and see that prospect and 
give him the finest selling skirmish you ever put up. 

"Well I made a nice bunch of commissions last 
week, and I have some other easy pickings lined up. 
I can afford to take it easy." 

That means you have lost the spirit of acquisitiveness 
which despite all sentimental twaddle to the contrary 
is one of the richest virtues of a sound, well ordered 
participant in life's battle. 

We have had too easy a time for our own good. 
Super-Sixes have been in such demand that real earnest 
salesmanship has not been necessary to sell all we could 
deliver. We have lost some of our combative, aggressive 
abilities through lack of a real foil. It has been too easy. 

Let's tackle some of the hard ones. The practice will 
be good for us. Let's sell a closed car as well as a phaeton 
to our prospects. Let's sell a Super-Six to the man who 
thinks he is going to buy a less costly car. 

Let's pull up the flivver owner to the dignity of a 
Super-Six — and make a better man out out of him. 

Let's make mistakes of course. Any vitally animated 
campaign is dotted with them. Let's make as few as 
possible but not the big mistake of allowing fear of error 
to hold down our enthusiasm, or paralyze our tireless 
efforts. 

Let's know the exhilaration of real salesmanship. 
Let's electrify our organization with a new force and 
put a fixity of purpose into our campaign that will finish 
off the schedule of 30,000 Super-Sixes sales for 1917, 
before snow flies. 



Count Soopyrcyx, the Salesman 

(He Cashes "All in Vain") 



Mrs. Young Thing: "Oh, 
I think I'll continue to use 
my phaeton this year, Count. 
Poor hubby only made $20,- 
000 last year, and though we 
might afford a town car, I 
want to be a helpful wife and 
assist him all I can." 

Count Soopyrcyx: "How ex- 
tremely quaint and old-fash- 
ioned!" 

Mrs. Young Thing: "Oh 
Count, how cynical you are 
to scoff so at marriage. You 
don't know women!" 



Count Soopyrcyx : ' 'Ah , 
indeed, Mrs. Young Thing. 
And such a ravishing com- 
plexion, too! It seems a 
crime that it must be ex- 
posed to hot, dry winds that 
make a parchment of fair 
faces! That it must be 
pelted with dust and sand 
and its freshness lost." 

Mrs. Young Thing: "Oh 
Count, how you frighten 
me! Of course I want to help 
hubby, but then — " 



Count Soopyrcyx: "Ah, 
Mrs. Young Thing, am I 
overbold in saying that such 
an epidermal treasure as your 
cheeks transcend the wifely 
duty? It is Nature's blessed 
gift to the world's beauty, 
just as are the flowers. To 
impair it were a vandalism 
to shock mankind. Now 
there are the limousine and 
town car or — " 

Mrs. Young Thing: "I 
think I'll take the town car, 
my dear Count." 
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The Count's Soliloquy: 
Human nature is just as 
queer now as when the first 
man said it. You can sell 
its hunger, its convenience, 
its comfort, and its neces- 
sity. But never overlook its 
vanity. As Jefferson said, 
"People will pay more for 
pride than for food or cloth- 
ing." Just look hard enough. 
There is always a way to sell, 
wherever there is money to 
buy." 
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HUDSON SPRING OPENING 

GET THE SEASOM'S SPIRIT 
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SPRING is the reveille of Nature. By hill and hollow, 
i the eiderdown coverlids of snow withdraw and the 
gentle sisterhood of flowers awakes. The hen, proud 
as a bandmaster, leads her reedy minstrelsy of fluffy 
chicks. Feminity digs up new confections of dress from 
the infinity of her variety. And man breaks through the 
frapped strictures of the soul's winter and suns his spirit 
in opulent dreams. 

And as the bills for it all are still a month away we are 
happy. 

You see it is "Spring Opening" in every line. That 
brings us directly to our point. We must have a big 
"Hudson Spring Opening" this year. Scores of dealers 
have held them in the past with rich success. They are 
planning for them again, this year of course. 

But that isn't enough. This year every Hudson dealer 
should have a "Spring Opening." Not 50% of the 
Hudson dealers, nor 75 or 99%. BUT 100%. 

Let's join in the gracious compliments of the season, 
and put ourselves and our show rooms in tune with them. 
A "Spring Opening" will give you the finest opportunity 
to create interest, and it will serve aptly to introduce our 
chauffeur driven cars, in settings that suggest their use for 
warm weather. Closed cars have developed a remarkable 
vogue for summer driving. The smart set has accepted 
them almost wholly. It is only a question of time, there- 
fore, before they come into popular use. By being first to 
get our campaign for the summer closed car before the 
motor buying public at large we will capture the interest 
and a large proportion of the sales. 

We are directing an energetic and telling 
advertising campaign on closed cars for sum- 
mer use, through newspapers and national 
periodicals. A "Spring Opening" will give you 
the opportunity to assist this advertising by 
bringing prospects in actual contact with 
Hudson closed cars in spring settings. 

From Walter Bemb of the Bemb-Robinson 



Company, Hudson distributors for Michigan, which broke 
all records for the sale of closed cars last year, we have 
secured a number of suggestions for suitable decoration 
and entertainment for a spring opening. 

Number One is an Easter Decoration: A window dis- 
play of dyed Easter eggs, baskets of lilies and other flowers, 
white rabbits and the floor of the show window carpeted in 
green excelsior. Inside a display of palms and flowers. A 
refreshment of some light punch and dainty sandwiches for 
matinees, and the same with a small musical program of 
spring and Easter selections for the evening. An opening 
of this sort will attract many women. And women buy 
closed cars. 

Number Two is a Straight Spring Decoration: A 
window display of flowers, palms and ferns. The same for 
the inside. If possible, the assistance of several models 
dressed in modish spring gowns to assist in demonstrating 
the summer use of closed cars. Their apparel will allow 
you vividly to draw the point of the greater cleanliness 
of chauffeur driven cars and the protection against soilure 
they afford in the winds and dusts of the warm season. 

These suggestions are not offered to interfere with any 
plans or ideas you may have for a Spring opening. They 
are offered merely as suggestions. You can adopt them 
if you desire. If you have a more elaborate plan or one 
better adapted to your show rooms or your own selling 
situation go ahead with it. But by all means have a 
"Spring Opening," and one that will be creditable to the 
car you handle. 

It cannot fail to attract attention if properly adver- 
tised. You should be able to secure good pub- 
licity from your local papers on it, both in ad- 
vance notices, and in review of the show itself. 
And it will educate the motor buying public in 
the all-season closed car vogue, by personal 
contact. 

Let's get together and have a 100% "Hudson 
Spring Opening." 




I $ c. £ s. d. 



MONEY 



$ c. £ s. d. 



Money is an evil thing 

So the preachers tell, 

For if you miss the hangman's sling 

You're sure to land in you know! 

But money is a handy thing 

To make a merry life; 

Money scans the sweetheart crop 

And picks the choicest wife. 

Money builds a vessel strong 
To sail the seven seas, 
Money flings a railroad long 
(To make more if you please). 



Money buys a silk shirt 
And money opens wine, 
Money knows the swellest place 
There is in town to dine. 

Money is a true friend 
Never plays you false, 
Money pays the fiddler 
For tango, trot or wait*. 

Yes, money is a wicked thing, 

A damning company; 

So please to wash your hands of it 

And (sotto voce) hand the pan to me! 
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Georgia's Governor Buys Super-Six 



m 



JGH M. DORSEY, governor-elect of 
Georgia, was one of the first visitors 
to the Atlanta automobile show to 
prove his interest by a purchase. He chose 
a Hudson Super-Six Sedan from the exhibit 
of J. W. Goldsmith, Jr., the Hudson dis- 
tributor. 



Super-Six a Matinee Idol 

THE Hudson Super-Six had a part in 
the Lewis & Gordon Production com- 
pany's play at the Columbia theater 
in St. Louis recently. It was loaned by the 
Hudson Phillips Motor Car company, dis- 
tributors for St. Louis. Because of its 
appearance the Super-Six is usually chosen 
by theatrical companies when an automobile 
is needed among the "props." 
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Salesmen — And Alibi Men 

The First Help Themselves and Others 
The Latter Hurt Themselves and Others 



SALES Resistance is one of the big commercial reali- 
ties. It is responsible for Salesmen and Alibi Men. 
If there were no such thing as Sales Resistance 
there would be no Salesmen. But even in that saccharine 
business millenium there would still be Alibi Men. 
They would be stalling in some other line. 

The names of Alibi Men do not fill the pages of Who's 
Who in America. There should be a memorial tabula- 
tion of them somewhere though, entitled "Men Who 
Have Successfully Fooled Themselves." That much is 
owed them, because they didn't do it to any one else. 

The Alibi Man destroys himself. By repeatedly 
offering excuses for failure to make good he finally im- 
prisons himself in a stockade of fictional obstacles which 
he believes are insurmountable. He chains his hopes 
to lies. He finally gets to the point where he accepts 
his own excuses. And then he is irretrievable. 

Sales Resistance is normal. The Real Salesman meets 
it confidently and takes joy in overcoming it. He 
makes a personal contest out of every sales encounter 
and if beaten is too engrossed examining himself for 
the reason of his defeat, to think up any excuses. He 
doesn't offer excuses to anyone else, because he won't 
accept them from himself. 

This year real Sales Resistance is at a minimum so 
far as Hudson is concerned. Prospects no longer ques- 
tion the desirability of owning a Hudson Super-Six. 
They know it is a great car. A large proportion of them 
know its records. 

But there are offered, as reasons for not buying 
Hudson Super-Sixes, two excuses that have a very 
formidable demeanor at first glance. They are: Danger 
of the United States Entry into War, and the Advanced 
Price of Hudson Super-Sixes. 

The Alibi Man accepts these spurious reasons. The 
Salesman shows the utter falsity of both and sells a 
Super-Six. That is because the Real Salesman knows 
that war cannot shake American prosperity. And he 
knows that Super-Six price as related to farm and food 
products, and all other important commodities did not 
advance, but shows an actual price reduction. He 
knows these things and he also knows how to make his 



earnest conviction register forcefully on his prospect. 
A real salesman must keep pace with the intelligence of 
the day, and be able to discern how changing conditions 
affect his business. He should be agile in argument to 
show timid prospects that riches such as this country 
enjoys cannot vanish suddenly, nor be withdrawn from 
the regular currents of lively business. There is not 
apparent any possible chance for a change in the auto- 
mobile business except continued improvement. 

Any salesman who allows a prospect to "get away" 
with the argument that "Super-Sixes cost more," or 
that the country is facing conditions which may hurt 
prosperity is not a Real Salesman. If he accepts those 
arguments himself he is an Alibi Man. 

There are Alibi Men calling themselves Salesmen in 
every great organization. You can tell them because 
they tell on themselves. They have an alibi for every 
state of the weather, every season of the year, every 
hour of the day and for every conceivable situation 
with which they may be confronted. 

None of us need be Alibi Men. There is work to do. 
There is plenty of fun and romance and excitement in 
doing it in the right spirit. Let's not look for "Why it 
can't be done." Let's look for "How it can be done." 
At the very minute one person is emphatically saying 
something can't be done, another is doing it ! 

We should never consider a normal obstacle in the 
light of an alibi, which will excuse our failure. We 
should look at it as a fortunate part of our day's work, 
which was assigned to us because we have the ability 
to overcome it. Alibi Men may be so clever that they 
may never be called Liars or Shirkers. But none of 
them are so clever that the conviction won't be forced 
home finally to those in authority that either this man 
is not working as energetically as he should — or else 
he is not big enough or resourceful enough for the posi- 
tion he holds. 

The Hudson Big Family hasn't a great many Alibi 
Men. But there isn't room for even a few. Let's 
scuttle the alibi, dispossess it from our premises, and 
in future grapple with every problem of our selling 
business with confident expectancy of winning decisively. 



Digitized by 



Google 



THE HUDSON TRIANGLE 



Former President Rides in Super-Six 



^iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiitiiiiiii.in i^ 

( The Accessory Depot ( 

| Cranks and Nuts | 
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The Harbinger 

NO flower tells us spring is nigh, 
No field lark arrows 'cross die sky, 
Not e'en the sun's great blazing eye 
Can bring us cheer, 
'Till from the road of gleaming rails, 
Through chilly nights and vanguard gales, 
All tatters, dust and grime there hails 
The harbinger. 

He is a cheerful weather sign, 

Red is his nose as new-pressed wine, 

He knows not where he next shall dine 

Or where he'll camp; 

But when he and some brother bum 

Clutch fast the rods and northward hum, 

Ah, then we know that spring has come 

Up with the tramp. 



EX-PRESIDENT TAFT recently visited Lancaster, Pa., where a committee of 
citizens extended themselves to show the former chief executive every pleasure 
and luxury possible. The Hudson Super-Six Limousine was chosen for Judge 
Taf t's equipage, because it provided fitting beauty of appointment, comfort in riding, 
appearance and assured excellence of performance. The former president is shown 
alighting from the Super-Six limousine to attend a reception in his honor. 



Hudson Opens New Drive 
On Foreign Car Market 

"fT\HE Pan-Hudson Movement" which 
I made such brilliant progress with the 
"*" Super-Six last year in foreign coun- 
tries has opened a new commercial drive on 
the world which is expected to capture a 
large percentage of the American car market 
in other countries. Within the past week 
H. B. Phipps, foreign sales manager and 
Frank C. Trachsel, European sales and serv- 
ice representative left Detroit on extensive 
tours which will embrace every civilized 
country not trade-locked by war. 

Mr. Phipps went West; Mr. Trachsel to 
the East. The former's first stop beyond the 
boundaries of the United States will be Hono- 
lulu. Thence he will go to Japan, China, 
India, Java, Sumatra, Persia, Australia, and 
South Africa to energize the already healthy 
Hudson trade in these countries. 

Mr. Trachsel will visit Spain, Portugal, 
Morocco, Algiers, France, Italy, England, 
Holland, Denmark, Sweden, Norway, Finland 
and Russia. He will spend several months in 
Spain where "El Hudson" won a remarkable 
popularity last year by a string of victories 
in road races, hill climbs, acceleration con- 
tests and other events, against high-priced 
foreign and American cars. The Hudson 
agent in Spain, Mr. Francisco de la Viesca of 
Cadiz has cars entered in a number of events 
this year also, and is building new additions 
to his Hudson salesrooms. Mr. Trachsel 
expects to assist in the 2,000 kilometer cross 
country race under the auspices of the Royal 
Swedish Automobile club. The Hudson 
agents have entered three Hudsons and ex- 
pect to excel all other entries. Mr. Trachsel 
does not expect to return to the United States 
until the next New York automobile show. 
Mr. Phipps may be absent for several years. 

Super -Six Gets Gas Mileage 

I TOOK four prominent residents of Albany 
on a motor trip to Philadelphia," said 
E. V. Stratton, Hudson distributor at 
Albany. "The round -trip mileage was 519 
miles, and for the entire trip the average 
gasoline consumption was one gallon to 18.8 
miles. We were not driving at what would 
ordinarily be considered economical speed." 



Texas Dealer Proves 
Super-Six Saves Gas 

TC. CLIFTON of the Lone Star Motor 
Co., dealer at El Paso, Texas, says that 
he can show better than 18 miles to 
the gallon with his demonstrator at 
any time and under the most unfavorable 
conditions. Under the best of conditions he 
claims to be able to get better than 20 miles 
to the gallon. 

"I have found so many skeptics in this 
part of the country who said that it was im- 
possible to get as good as 16 miles to the 
gallon with average driving of the Hudson 
Super-Six," writes Mr. Clifton, "that I have 
had made a can that holds exactly one gallon 
of gasoline. This can I bolted to the vacuum 
tank under the hood ready for instant use. 
This I connected to the carburetor by a rub- 
ber hose, the main gasoline line being dis- 
continued at the time of a test being made. 
With this arrangement many tests have been 
made. The best mileage obtained so far has 
been 20% miles to the gallon and this has 
been repeated over and over again — so many 
times that I have at last convinced all the 
skeptics. Of course, this method of demon- 
strating the economy of the Super-Six has 
only been used on prospects that could not 
be convinced in any other way. We have 
any number of Hudson owners in this section 
who are regularly getting a trifle better than 
16 miles to the gallon of gasoline driving their 
cars in the ordinary way and from 18 to 19 
miles to the gallon when making country 
trips. 



PLEASED 



HERE is a letter received by Lindsey 
E. Fishel, president of The Motor Co., 
of Winston-Salem, N. C, and for- 
warded to THE TRIANGLE: 
Dear Sir: 

Just one word about the Hudson Super- 
Six. It is the best car that was ever put 
in the state. She goes with her head up 
and her tail over the dashboard. I don't 
take anyone's dust. 

Yours very truly, 

(Signed) J. D. Kenerly. 
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The Second Post 

T. C. Power of the T. C. Power Motor Car 
Company, Helena, Mont., has forwarded the 
following letter of application received by his 
company: 
Gentlemen: 

I understand that you are the distrubetors 
for the Hudson line at Montana and i am goen 
to ask you if you hawe any juse for any salesman 
now or in the futiure as i hawe only left the 

Automobile Co at Minneapolis i hawe 

been weth them for torn time in the capasity 
as a salesman and i ware in North Dak. as a 
Blockman there but as i hade a misunderstand- 
ing weth the district manager i left and i would 
like to work in Mantana and i know the Hudson 
line and i hade a fine sucses weth eth and if 
you should be in need of a competent salesman 
i would like to hear ifrom you can goiweyou 

first class refrenses ifrom Mr. weth the 

Automobile Co of Minneapolis hoping to 

hear ifrom you in the futiure i am your truly. 
Signature 

Go to Head of the Class 



Little Ethel, aged five, and her mother 
were passing the rooms of a Hudson dealer, 
when the small girl exclaimed suddenly: "Oh. 
Mother, there's a Super-six." 

The mother knowing that Ethel could not 
read was curious as to how she reached her 
conclusion. "How do you know it's a Super- 
six?" she asked. "Aw, don't you think I 
know a dash in the middle spells Super-six?" 
replied Ethel scornfully. 



An Honest Correction 

Boy, Page Mr. Diogenes ! 

IN the last issue of THE TRIANGLE 
appeared two misstatements regarding 
the 1916 business done by Walter Bemb. 
Hudson distributor for Michigan. Mr. Bemb's 
organization did not handle 2000 Super-sixes 
as reported, nor did his closed car sales lead 
the field. These errors occurred through 
failure of the editor of THE TRIANGLE 
to check up on his informant, who by the 
way, is not connected with the Bemb-Robin- 
son Co. in any capacity. 
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Advertising Pirates 

Get a Plank and Make Them Walk It 



FOR SALE: 1917 Model Hudson Super- 
six. Good as new. List price $1750; our 
price $1300. 



THAT advertisement appeared recently 
in several Cleveland newspapers over 
the name of a used car dealer. 

H. L. Stuyvesant, the Hudson distributor 
for Cleveland, saw it. But he read more in 
that 15-word ad. than many people could get 
out of a shelf of books. 

It said to him: "There is a dissatisfied 
customer who has sold his Super-six at a 
sacrifice of $500 or $600 after only a few 
month's use." 

Or: "That car has been stolen and sold 
to this used car dealer." 

Or: "This advertisement is crooked." 

Mr. Stuyvesant picked up the telephone. 
He got his connection with the Used Car 
Dealer. 

"Are you sure it is a 1917 Super-six you 
are offering?" he asked. 

"Sure," replied the Used Car Dealer. 

"Has it got a radiator shutter?" 

"No, they're not putting them on any 
more." 

"I'll come up and see it. I may want to 
buy it." 

Mr. Stuyvesant sent one of his salesmen to 
see the car and get the number. He then 
looked it up and found it was sold in July 
1916, and five months later during a snow 
collided with a Cadillac when both cars were 
running about 50 miles an hour. It had 
been rebuilt and the Used Car Dealer bought 
it. 

Mr. Stuyvesant knew it would be unfair 



to Hudson reputation to permit that car to 
be sold as a 1917 Super-six. 

He went to the custom's office and com- 
plained. Custom's officials offered to issue 
a warrant, charging attempt to gain money 
under false pretenses, using the government 
mails. He also presented the case to the 
Advertising Club. That organization in- 
sisted on prosecution. 

Mr. Stuyvesant then put the case up "cold 
turkey" to the Used Car Dealer. The latter 
admitted the fraud, but pleaded for mercy, 
and promised to be good. Mr. Stuyvesant 
then agreed to withold prosecution, pro- 
vided the Used Car Dealer restrained his 
advertising by the truth. 

The same situation exists in many other 
cities. Used Car Dealers advertise Hudson 
6-40's as Super-Sixes, and 1916 Super -sixes 
as the 1917 model. The Hudson distributors 
and dealers suffer by this misrepresentation. 
The reputation of the Super-six is hurt 
thereby. It is time the Hudson Big Family 
takes energetic measures to protect them- 
selves. 

The Cleveland distributor's prompt and 
effective action in stopping the advertising 
piracy shows how easily it can be checked if 
Hudson representatives are alert and will act 

In your city or town it is possible Hudson 
reputation is being hurt by just such adver- 
tising. Examine the Used Car Ads. and where 
it appears that misrepresentations are being 
made, follow Mr. Stuyvesant's procedure and 
stop it. 
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Straws! 

They Indicate a Great Automobile Year 
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New York, N. Y. — Indications gathered 
from the press point to a whirl wind cam- 
paign of road building in every part of the 
country during the coming spring and sum- 
mer. New highway organizations, following 
the idea of the Lincoln Highway Association, 
are coming into existence every day. The 
popular demand for good roads is brooking 
no contradiction. 



Detroit, Mich. — In the endeavor to take 
care of the flood of inquiries coming in every 
mail from prospective cross country tourists 
of the approaching season, the touring bureau 
of the Lincoln Highway Association is work- 
ing at high speed. It has been necessary to 
increase the clerical staff of the organization 
to care for the extra volume of detail work 
involved. 
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I HAS IT EVER OCCURRED 

| TO YOU— 

| That your parts stockroom often 

| represents a greater investment 

{ than the display on the salesroom 

| floor does? It is therefore fitting 

| that you give it the same consider- 

{ ation and care as you do your show- 

| room. 

§ A "good" stockclerk is as essen- 

| tial as a "good" salesmanager. 

| The fact that your stockroom 

| entrance is not on the main thor- 

| oughfare is no reason why it should 

| not be clean, businesslike and 

| orderly. Do not hide your stock- 

| room shortcomings behind the 

| extravagance of an ostentatious 

| salesroom. 
1 "S. W. M." 



New Hudson Agent Likes 
Super-Six 

WP. TYRRELL, proprietor of The 
Victoria Garage, Springfield, Ohio, 
who has just recently taken over the 
agency for the Hudson Super-six, writes of 
his success with his new line. He has driven 
his demonstrator about 2000 miles over some 
rough country without a single adjustment. 
Sales are increasing every day. Mr. Tyrrell 
who is the leading automobile dealer of Clark 
County has always made it a point for the 
last decade to handle nothing but a super- 
ior line of cars. To keep up this standard 
he chose the Hudson Super-six, and writes 
that it has more than accomplished everything 
that is said for it. 

Mansfield Show a Success 

THE Mansfield, O. automobile show 
proved the most successful ever held 
in that city. R. E. Moorhead of the 
Hudson -Moorhead Motor Car Company 
declared the results exceeded his most san- 
guine expectations. A number of Super- 
Sixes were sold at the show and many pros- 
pects were lined up, some of them promising 
definitely to buy at an early date. 

Page Three 



Phamous Phizzes 

Hudson's Gallery of Notables 



H. O. Harrison, coy, artless, insonciant. 
Of all photographs of himself this is the 
one that Mr. Harrison loves best. The set- 
tings, the immaculate sartorial distingue, 
the naive pose all combine to make this 
picture a place forever in the warm, fond 
corners of his heart. Mr. Harrison is the 
Hudson distributor for San Francisco, and 
expects to make this the Year Super- VI 
A.D. on the calendar covering his terri- 
tory. 

The Harrington Gifford Co., distributors 
for Hudson cars in Western Massachusetts, 
is constructing a new building at 275 Chest- 
nut street to accommodate the 1917 business 
increase. The building is planned to take 
two extra stories which will be added as soon 
as steel and other materials are procurable. 



Send the Super-Six News 
To All Hudson Prospects 

THE SUPER-SIX NEWS PIC- 
TORIAL gives a minimum of 
waste power in advertising. 
It goes direct to your prospects. If 
you select them with good business 
acumen every copy will count. 

The Super-Six News is read! 
Make no mistake about that. In a 
recent check which we conducted 
to determine its power to interest 
we learned from the readers them- 
selves that it is considered the peer 
of any rotogravure news-picture 
magazine in the country. Usually 
readers reported that every mem- 
ber of the family reads it. 

Hudson dealers and distributors 
should steadily increase their News 
{ circulation. The pictorial should be 
~ in the reading room of every first 
class club and hotel in America. It 
should be supplied to leading physi- 
cians, dentists, and other consulting 
specialists. More prospects should 
be getting it. It is always read. And 
it helps sell Hudson Super-Sixes. 
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All About Spring Fever 

You Can Make It a Great Blessing By Not Catching It. 
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SPRING fever is epidemic. Are you vaccinated? If 
not you should lose no time in taking a prophylaxis. 
A bad case sometimes plays havoc. Strong men 
curl up in hammocks with a romantic novel by Charlotte 
M. Braeme. Others close up the business and desert 
their families to catch half a dozen bull-heads and a spring 
cold. Still others hike for the bathing, exposing them- 
selves to marriage and alimony. And the rest of the 
smitten populace buy automobiles and — 

You are the man who sells them, because the spring 
fever hasn't got your pep. That's how Spring Fever can 
help you if you don't get it yourself. 

Hudson salesmen along with the rest of the world will 

finH in these early months of Spring the 

tion to loaf, to relax efforts, take 

rt vacations, and let business fumble 

long as best it can. 

Probably you will find automobile 

salesmen of other companies also 

showing an earnest and whole- 

-''■ -' souled indifference to selling cars. 



Don't take their example and let down in your efforts. 
In the following few months you will find the liveliest 
automobile market of the year. Your sales are prac- 
tically only limited by your energy. Literally hundreds 
of thousands of cars will be sold during the Spring and 
Summer months. And there is scarcely a prospective 
buyer of a motor car who could not be induced to rest 
his decision on a Super-Six if Hudson salesmen could 
reach them all. 

In direct ratio of the number of prospects you visit 
and talk to effectively will you find the success of your 
salesmanship. Instead of succumbing to even mild 
touches of Spring Fever we should redouble our efforts 
during this season, because it is now we have the 
biggest market. We should be able to ^ 
sell a Super-Six to any prospective motor / 7 
car buyer. There are several hundred ~~ 

thousands of them. If we are going 
to see our fair share of them we won't M , 
be able to indulge that Spring * J/, 

Fever feeling until Christmas, .^rr -1 
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| Order Your Super-Scope Now! j 

| Delay will deprive you of its services during the months | 

| when it is most needed. I 

3 E 

I You fellows of the Hudson Big Family will have a telling | 

| advantage that you will lack in getting early orders. | 

| The stereoscope device and accompanying photographs | 

1 show the Prospect the Super-Six you offer him in the making. | 

| Don't you think that function would redouble the power | 

| of your selling arguments ? | 

| If you want the Hudson factory for YOUR SALESROOM § 

| fill out the blank below at once and mail it to the Detroit offices 1 



HUDSON MOTOR CAR CO., Detroit, Mich. 


Advertising Department : 


Fnrlnaed find (check, money order or cash) for which send 


Hudson stereoscope outfits. 


NAME 


ADDRRSS 


CITY 


STATF. 
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Good Roads Nation's Need in 
War Time 

MOBILIZATION at high speed in- 
cludes the very promptest as- 
sembling of the individual units 
in each state at the concentration camps." 
said Chairman John A. Wilson, of the Mili- 
tary Preparedness Committee of the Amer- 
ican Automobile Association, who has been 
spending much of his time recently in Wash- 
ington and is in touch with various phases 
of "making ready." 

"The answer as to how the organized 
motorists of the country can do their part 
in the plans now being formulated for de- 
fense," continues Mr. Wilson, "would seem 
to lie particularly in the direction of trans- 
portation. From all over the country have 
come repeated offers from A. A. A. clubs and 
members to count upon them in any pre- 
paratory program into which they would 
logically fit. Naturally we have been and 
will continue to be vitally concerned in roads 
improvement, and, of course, we appreciate 
thoroughly that any comprehensive defense 
scheme must include substantial attention 
to highways, in connecting up main arteries 
and providing for coastal and border avenues 
of communication. I have asked President 
H. M. Rowe of the National body to add to 
the Military Preparedness Committee not 
only Chairman George C. Diehl of the Good 
Roads Board, but all members of the Execu- 
tive Board, as these men are scattered over 
the country and can assume much of the 
work in their respective vicinities." 

A new sales and service station for Hudson 
automobiles has been opened by a company 
just formed at Bay City, Mich., with J. P. 
Greenwald as president. The capital stock is 
$20,000. 

Don Miller of Atchison, Kansas, has 
bought the Hudson Motor Car agency for 
that city from Walter L. Bell. 
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$35,000 In Cash Prizes! 

Hudson Wholesaling Contest On; 
What Will You Win? 



THE Hudson wholesaling contest for cash prizes 
of $35,000 is on. It is going with a rush. From 
East, West, North and South the messages are 
racing into the telegraph room at the Hudson factory. 
The instrument stutters: "Delivered Five Phaetons 
today. What's my standing?" or "Delivered Ten Phae- 
tons, Two Limousines, Four Sedans and Two Town 
Cars." 

This story is being written within a few hours of the 
launching of the contest, April 2. But already reports 
of deliveries are flashing into the office. Leads are being 
opened up by energetic distributors which lagging or- 
ganizations may never close. It is a short race. The 
fast starter may win by just the margin he gains at the 
break. In this contest every man and minute counts 
manifold. 

The contest has two purposes. Primarily to place the 
greatest number of cars possible with dealers in prepa- 
ration for the high curve weeks of motor selling. Second- 
arily, to test the comparative efficiency of the various 
wholesaling units in undertaking an intensive delivery 
campaign without special preparation. 

In line with the latter aim no intimation was given 
that a contest was in mind until April 2. On that day 
telegrams went out simultaneously to all Hudson dis- 
tributors giving notice of the contest and briefly outlin- 
ing its conditions. It was a fair start on surprise notice. 

It is up to every Hudson dealer to assist the distribu- 
tor for his territory to win a good share of the $35,000 
prizes, and incidentally to participate himself in the 
division of the winnings. 



No man toils or fights for money alone. Red blood 
cries for greater riches than gold. It dares after the 
fox fire of ambition; it lusts for the contest for its sake; 
it craves distinction and honor and it drives upward to 
the Mount of Laurels in Glory's name. 

The money prizes offered in this contest are not the 
only rewards to tempt the most strenuous efforts for 
success. Prestige, distinction and recognition go to the 
victors. And any additional gains of business which 
your extra exertions may bring you is YOUR PROFIT 
ALSO. 

The pursuit of the quota is in full cry. Many dis- 
tributors have wired us they are confident they will over- 
take the quarry before April 25, and pile 
up an excess percentage for the Grand 
Prize. 



What share of this $35,000 
prize money do you think 
your merchan dising abili- 
ties entitle you to? ft-*' 
Prove it and come G{ *&\r 
take it! 
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The Count Joins Race ! 



WE are in receipt of a wire from Count Soop- 
rcyx at Palm Beach, Fla. announcing that 
he is cutting short his vacation in order to jump 
into the big wholesaling contest. The telegram 
follows: 

"Am going in to win all top prizes. I'll ahow 
Louis Geyler, and Harry Houpt, and J. E. Gomery 
and some of the other fads how to catch and cook 
an "A*'. It needa a clear head so I have cut out 
the highballs; and a steady hand, so I'm for the 
li'l old beddo early; and absolute concentration, 
so I have cut out chicken-chasing, and won't 
even notice the distracting little deara again until 
the contest is over. Watch my percentagea! 



One Hundred Percent Known 

THE Hudson Motor Car Company has 
received the following letter from 
Harold W. Slauson, managing editor of 
the motor department of Leslie's Weekly. 

Gentlemen; One hundred percent of the several 
hundred dealers who took part in our Car Name 
Contest conducted in the January Motor Review 
picked out the Hudson correctly. 

Trouble Not a Passenger 

TWELVE thousand miles — and no trou- 
ble. That is the record made by Mr. 
and Mrs. Frank Harvey and their son 
Harry who recently returned to their home 
at Adel, Iowa, after an eight months tour in 
their Hudson through the Pacific coast states. 
The Harveys left Adel last July, motoring 
as far north as Seattle, and then to California 
where they spent the winter, returning 
through the southwestern states. Two of 
the tires with which they set out are still on 
the car, having made a total mileage of 
15,000 miles. The other two tires gave more 
than 10,000 miles. And Mr. Harvey said 
that not once during the entire trip did the 
party have the slightest motor trouble. 



Mars & Motors 

Builders of Roads 

FROM Washington comes the report 
that the imminence of great national 
happenings which may plunge this 
country into war, has hastened the road 
building programs of many states, so that 
the work is being driven at a furious pace. 

Governor William B. Stephens of Cali- 
fornia, in his first public utterance called for 
"federal, state and county co-operation in 
the construction of military roads for coast 
protection and for defense in other ways." 

New Jersey has just adopted a one mill 
tax for state road building, which will pro- 
duce a fund of $15,000,000 to be expended 
this year on the roads. Gen. George W. 
Goethals, builder of the Panama canal, is the 
man New Jersey seeks to build its roads. 

In Birmingham, Ala., a huge good roads 
meeting will be held on April 17, and many 
other states, some of them as a unit, and some 
as county enterprises, are exhibiting an un- 
precedented activity in road building. 

The more roads that are built the greater 
will be the car market; the greater the motor 
car market the more roads will be built. 
These things lift one another, hand over 
hand, and together they are doing wonders 
to quicken travel and communication, open 
inaccessible places to the markets, and make 
this country a more closely knit nation and 
a happier place to live. 

Grateful for "Coffin and 
His Kind!" 

"T TOWARD E. COFFIN, and the motor 
I™ 1 car industry, which he typifies, rep- 
^ ^ resents the hope of America today 
in its preparation for eventualities," said J. 
C. Flowers, president of the Premier Motor 
corporation, in a recent discussion of Amer- 
ca's need for men to make her ready to hold 
her place in the world. 

"The motor car industry represents the 
standard of organization by which the rest 
of the country must be measured. It stands 
at the head of the industries of the world in 
organized efficiency. The American motor 
car industry has long been doing as a matter 
of daily practice, what the whole country 
must now do in a national emergency. Vol- 
ume production must be driven forward at 
a terrific speed, and at the same time quality 
must be kept up. Everything must be 
standardized from the shop patterns to the 
individual strength of the men themselves. 

"It is lucky for America that Howard E. 
Coffin and his kind are alive today, and that 
impelled by habit, and their natural point 
of view, they have foreseen and already done 
the preliminary work necessary to the in- 
dustrial speed which we are now called on 
to deliver." 



iimiiiiiiiMiiiiiiiiiimmiiiii 



lllllllllllllllllllllllMIIIIIIMIHIIIIIIIIIIIIIIlM! 



Taming the Used Car 

No Longer Amuck in the Oregon Motor Market 
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THE Dealers' Motor Car Association of 
Oregon, which includes in its member- 
ship practically every retail automobile 
dealer in the Portland territory has estab- 
lished a virtual clearing house for exchanged 
cars, which they believe is a long step in 
handling this problem for the best interests 
of the automobile industry. By the pro- 
visions of the new accommodation all used 
cars offered by owners will be submitted to 
an appraisal board who will fix a maximum 
that can be allowed for each car in exchange. 
Dealers agree to abide by the decision of the 
appraisal board, which will be known as the 
Portland Automobile Trade Association. 

If the car remains in the hands of an owner 
for thirty days after the appraisal, the board 
will order a new appraisal. A charge of $1 
will be levied against the dealer for each 
appraisal. 

This appears to The Triangle to embrace 
the essential idea to which dealers for self 



protection must come in meeting the used 
car problem. It is a problem that belongs 
to everyone in the automobile business. If 
we are to make the "point of saturation" 
forever a myth we must do our share 
in retiring the exchanged car down the 
grade until it is finally ushered out of the 
market. 

There is no good reason why a dealer's 
used car business should be operated at a 
loss. If it is conducted properly it will not 
be. Yet in the eagerness of competition 
many dealers will allow value on a used car 
in excess of what they can possibly hope to 
sell it for, in order to make the sale on a new 
car. That is a backward and malicious com- 
petition. If it is removed by the plan of 
the Dealers* Motor Car Association of Oregon, 
as seems likely, it will operate to the benefit 
of all straightforward motor car dealers, and 
either bring the shysters into line or close 
them out of business. 

Page Two 
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( The Accessory Depot ( 

| Cranks and Nuts § 
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GYPSIES OLD AND NEW 



o 



OH, TO BE A GYPSY 



H, to be a gypsy, and drive a gypsy van 
Uphill and downhill and be a gypsy man ! 
Willow for your whipstock, clover in your 



hat, 



Nothing in your pocketbook at all — but what of 
thatl 

Uphill and downhill, a blossom in your mouth* 
Northward in summertime, winter in the south. 
Just a van to ward you from the heat or cold* 
No house to shelter you, no house to hold! 
— From Douglas Malloch's poem in the American 
Lumberman. 

But the old order changes. A despatch 
from Chicago says: "Forty -three gypsies in 
seven Hudson Super -Sixes left Chicago yes- 
terday for the South and East, where they 
will spend the summer. These forty-three 
include men, women and children." 

Which without changing the sentiment of 
Douglas Malloch's poem would seem never- 
theless to make the words entirely obsolete. 
We suggest the following revision: 

"Oh to be a gypsy and drive a Super-Six 
"Uphill and downhill, past rivers, brooks and 

creeks! 
"Hit the trail that opens there, fair and wide and 

free, 
"We'll break our fast in Illinois and sup in 

Tennessee. 

"No more weary ponies to curry down at night, 
"And the miles that dragged of old run past in 

sheer delight. 
"Nothing gets the matter, nothing needs to fix. 
"Oh to be a gypsy and drive a Super-Six!" 



Explained 



"What," inquired the innocent passenger 
of the Speed Fiend, "is that long pale fence 
we just passed. 

"That wasn't a fence," said the Speed 
Fiend. "They were mile posts." 



Oughtn't 



She primped her lips — 

But Jimmy blushed, 

Though he longed and sought to; 

He wouldn't take the sweets therefrom 

Because he hadn't ought to. 

Both now are older — 

James is bolder 

And how he plead and wrought to; 

But again her lip 

Gives him the slip — 

Because he hadn't auto. 

Early Hardships 

Prospective Employer — Tell me some of 
your early struggles and hardships in the 
business world. 

Stenographer — Why, my first employer was 
in love with his wife, my second disapproved 
of highballs, theaters and dancing and my 
third didn't even have an automobile. 

Fifty-Fifty 

Jinx— Nobody ever invites me to ride in 
his automobile. 

Binx— What of it? 

Jinx — Well, when I get one I aint never 
goin to invite anybody to ride in mine. 
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STOP BEEFING! 



"Look at the odds against me!" 

Look at the odds, indeed! 

The odds right-about 

In a minute, old scout, 

If you show a real spurt of speed! 

"He's bigger than I by far!" 

A swell alibi to turn in! 

Its fear magnifies; 

Cut him down to your size 

And then slap his wrist. You win! 



"He's got a drag with the boss!" 

And deserves it too, we'll bet. 

If you help the boss, 

He'll split the sauce 

Pretty near fifty-fifty, old pet. 

So don't you go shopping for trouble — 
The worst buy is a good alibi; 
If you get in and run 
Until you've scored big and won, 
Who the mischief will ask "How?" or 
"Why?" 



The Farmer Star Motor Customer 

J LEWIS DRAPER of Chicago, Western 
manager of the National Farm Power, 
declares that the farm today is the great- 
est market for fine automobiles. 

"The automobile has fixed itself as an 
essential piece of farm equipment as surely 
as the plow, the reaper and any other farm 
implement," said Mr. Draper. "The limits 
of the farm market for automobiles today is 
fixed only by the ability of factories to build 
suitable cars, and of the railroads to dis- 
tribute them. 

"Not the least consideration is the farmer's 
ability to pay. No large industrial class in 
any country in the world's history ever had 
as much money to use as has the American 
farmer today. 

"In 1914, the American farms produced the 
greatest wheat crop ever grown up to that 
time. In the summer of 1915 the American 
farmers threshed the biggest wheat yield ever 
produced in any year by any nation in the 
world's history — in round numbers 
1,000,000,000 bushels of wheat, probably not 
a kernel of which sold under $1 a bushel on 
the farms and much of it 50 per cent above 
that. In 1916 a crop of moderate propor- 
tions brought prices ranging as high as the 
$2 mark. 

"This means ready money to the farmer 
and ready money means bigger business in 
all kinds of motor-driven vehicles." 



LUCK! 



WHO guides the drill to Mother 
Earth's arteries of oil? Luck or 
Fate or Providence? None of those 
hopeful earth-surgeons, the prospectors, ever 
arrived at an answer. But when they "strike 
oil" they just naturally have to return thanks 
to some one, to keep from bursting of joy. 
One of these fortunate prospectors recently 
hit it rich and in celebration of the lucky 
stroke told the Right Reverend John J. 
Hennessy, bishop of Wichita, Kan., to select 
a car of any make he desired, and he would 
foot the bill. 

Bishop Hennessy chose the Hudson Super- 
Six limousine. And the people of Wichita 
say the ecclesiastic hit it lucky also. 



Arnold Establishes Crack 
Service System 

THE new service system recently put 
into operation by Harold L. Arnold, 
Hudson distributor for Los Angeles, is 
one of the most complete in the United 
States. 

It was formulated by C. O. du Marse, 
service director, after a thorough study of 
the subject in a number of cities. 

"Our new system is divided into two 
branches," said Mr. Arnold. "The first few 
months in car service is very important. We 
have detailed two of our best technical men 
and equipped them with roadsters to make 
regular calls on new owners and make sure 
they are getting the best results from their 
cars. 

"Prompt and efficient response to emer- 
gency calls of any nature is an equally im- 
portant part of the plan. We have equipped 
three trucks for this work and an auto-ped 
supplements the fleet. To get the best re- 
sults from night work each truck is provided 
with a searchlight and each carries a full 
supply of tires, tubes, spark plugs, gasoline, 
— in fact everything a motorist would need 
in any emergency. This service is free to 
owners, except for the cost of materials. 

"I am especially proud of the appearance 
of the fleet. The trucks have steel bodies 
painted white and designed somewhat like a 
fire patrol. With handrails of burnished brass 
they present a remarkably smart appearance 
when they go into action." 

Montreal Distributor Expands 
Despite War 

THE firm of Legare Automobile, Limited, 
of Montreal, Hudson distributors which 
recently changed its name from Legare 
Gadbois Automobile, Limited, has taken over 
the entire premises of the Laurier Garage, on 
Ontario street, east of St. Denis, and afford- 
ing a floor space of 50,000 square feet. It 
is five blocks from the company's general 
offices and show rooms at 180 Amherst street. 
It has been converted into a complete service 
station, and is equipped with a machine shop 
to maintain the speediest and most efficient 
service to Hudson patrons. 



WASTED! 



HAS IT EVER OCCURRED TO YOU— That the amount of money spent 
annually by Hudson Distributors and Dealers for telegrams to the factory 
Parts Order Department is enormous? In fact it exceeds TWELVE THOUS- 
AND DOLLARS! 

HOW MUCH OF THIS SUM DID YOU CONTRIBUTE? 

Excepting in very few cases, telegrams for parts denote one of two facts. 
Either you are without a certain vital and necessary part or else you wired 
on the impulse of the moment. 

Investigate the conditions of your stockroom. Make sure you carry 
a sufficient supply of active parts. Prevent a shortage by reordering before 
your supply is exhausted. 

By your telegrams we learn the efficiency of your Parts Service. Before 
you send a Parts Telegram, THINK. 

Watch for next week's message. 
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Phamous Phizzes 

Hudson's Gallery of Notables 



J E. GOMERY as he. appeared when president of 
the Eta Bita Pi fraternity back in the dear old 
college days. This photograph enlarged and 
framed now hangs in the Hall of Fame back at 
J. E.'s Alma mater. As one looks at the photo the 
impulse is strong to burst into a college yell, or 
start a game of stud poker. 



The Gomery-Schwartz Co. Builds 

The Gomery-Schwartz Motor Car Com- 
pany of Philadelphia, distributors for the 
Hudson cars is erecting a ten-story building 
at North Broad and Cherry streets, which 
will be used exclusively for Super-Six sales. 
It will have 300,000 square feet of floor space. 

LET THE PRESSES GO! 

THIS is to notify all Hudson dealers to 
disregard the "stop notice" recently 
sent out by us, prohibiting further use 
of the story of the contest for two cars for 
the Milwaukee County (Minn.) sheriff's 
office. In this contest the Hudson car, en- 
tered by the Jesse A. Smith Auto Co., easily 
outclassed the eight cars entered against it 
in the speed and acceleration contest. It was 
a complete Hudson victory. The Hudson 
publicity department received such vociferous 
kicks from all over the country, however, 
that we considered it in the interest of the 
excellent reputation for truth telling we enjoy 
in every newspaper office, to hold up further 
publication of the story until we could com- 
municate with Mr. Jesse A. Smith, and learn 
if it was authorized by him. He assures us 
the story was correct in every particular. 

Therefore the embargo is off. It's a cork- 
ing good publicity story. Go to it! 

It is desirable however to eliminate the 
names of the cars against which the Super- 
Six made its showing. 



f Pleasure Cars in 100-Mile Derby 



A RACING innovation, which probably 
will become popular at all the great 
great automobile events, is to be tried 
as the curtain-raiser for the Derby at the 
Chicago Speedway, June 9. This will be a 
100-mile contest for pleasure cars, not special 
racing machines, in which each car is to have 
a fixed price, at which it will be offered for 
sale when the race is over. A silver cup and 
medal will be the prizes. The Hudson will 
enter a car in this race against the whole 
range of high priced cars that will compete. 
Strictly professional drivers are barred from 
this race, but motor car dealers who are not 
classed as amateurs by the American Auto- 
mobile Association, as well as private owners, 
will be eligible. 
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HUDSON WAR SLOGAN! 



BUSINESS AS USUAL- 
AM) MORE OF IT! 



T 



HE day has passed when War drives the terrorized 
Dollar into hiding. 

Enlightened patriotism will not tolerate it. The 
coward dollar which weakens the internal business salient 
is a more treacherous menace than panic-stricken regi- 
ments which yield a deadly gap before the enemy's fight- 
ing men. 

There was no place for the timid dollar in the lists of 
modern commerce. Therefore it passed. And we are 
assured of BUSINESS AS USUAL. 

Consider the facts! We have the hugest accumulation 
of wealth within our borders that was ever gathered by 
any nation since the world began. Rome at its zenith 
might have asked us alms. Factories hum night and day. 
Business must beg for an outlet from the railroads, so 
heavy is the burden of traffic. Our national banks have 
a surplusage of enough billions to discharge the war debt 
of the Central Empires. There is no limit to the market 
for our products. 

And now enters the Customer with the Fattest Purse 
in the World — the United States Government! What 
will IT buy from the Shelves of Business? Practically 
everything that Business has on its Shelves! And further 
it will commission Business to create other wares in 
fabulous amounts to meet its imminent needs. 

Congress has authorized an army of 1,000,000 men, and 
it is already in process of formation. Shoes, clothing of 
all sorts, tents, guns, munitions, food, tobacco, convey- 
ances of all descriptions, and a thousand articles in the 
minutae of military equipment must be manufactured in 
unheard of quantities. 

That means BUSINESS AS USUAL— and MORE 
BUSINESS THAN USUAL. 

Let us see how, broadly speaking, a nation conducts 
its internal life in war time. Let us examine whether it 
denies itself, cuts off its luxuries, stills its amusements, 
and lays aside silks for sackcloth. 

Paris, for more than a year after the outbreak of the 
war, and with the foe at one time almost within shell 
range, startled visitors with the brilliancy of its social life. 
Berlin, despite heavy military restrictions, looked and 
acted like a holiday. The hotels did an enormous busi- 
ness. Theaters played to packed houses always. Mo- 
distes worked overtime on beautiful gowns. 



Even so late as this week from London comes the re- 
port that in the face of government regulations setting 
the dole of food and begging all Britons to economize, 
that England motors, golfs, dines, dances and drinks 
almost as happily as ever. One item was significant: 

"The upper classes complain that there is a shortage of 
chaffeurs to drive their cars." 

It is almost axiomatic in this new era that war, instead 
of tightening purse strings, throws them open more gen- 
erously, as though the intoxication of the fight exalts a 
nation to live well and die bravely. 

We shall also notice it immediately. The most sluggish 
period in automobile selling has passed. While the coun- 
try remained undecided automobile prospects warily post- 
poned their decision. It was psychological hesitation only. 
The national decision will be translated into individual 
decisions in a thousand smaller things. The paralysis 
lifts. Again we become motive and executive. 

The automobile supply is sure to fall far short of the 
demand. Government will be buying automobiles in 
great quantities. It may commandeer factories now mak- 
ing motors to manufacture war munitions, or to make 
aeroplane motors. The railroads will be doubly taxed to 
carry soldiers, equipment, provisions, and the great bur- 
den of passenger movement which is inevitably part of 
war preparation. Automobiles therefore will be required 
by thousands then for inter-city transportation. 

Our horse supply, drained already by the needs of the 
Allies, will now again be shortened by the demands of 
our own government. Automobiles must supplant them. 
The automobile market will broaden in many directions, 
and the supply will be short. 

Hudson dealers will require all the Super-Sixes they can 
get and more. They should be prompt to analyze the 
great new opportunities that are open before them, and 
be sure that they are sufficiently stocked to meet the 
certain demand for cars which is at hand. 

The Hudson Big Family can face the future confi- 
dently, fearlessly. Patriotism lies not so much in out- 
cries, flag-waving and vainglorious speech. It rests more 
surely in each man sustaining his part of the internal 
fabric with a good face and a sound heart. 

Our slogan is: BUSINESS AS USUAL— AND MORE 
BUSINESS THAN USUAL! 



Praise for Hudson 

Service Man's Courtesy 



Sympathy Frees Auto Thieves 



DR. MELVILLE BLACK of Denver, 
Colo, has s^t the following letter to 
the Hudson Motor Car Co. commend- 
ing the service given him by E. H. Nichols of 
Liberty, N. Y.: 

"I saw Mr. Nichols, Hudson Service 
Agent, while passing through Liberty and 
was greatly pleased with the treatment re- 
ceived. He knows the Hudson like his 
A. B. C.'s and it was a pleasure to meet him." 



THE attorney for the Detroit Automobile 
Club has reported that one reason why 
the theft of motor cars in Detroit cannot 
be efficiently checked is because of a senti- 
mental sympathy for the accused. 

"The laws are ample," says the report, "but 
my experience as attorney for automobile 
manufacturers is that the courts have found 
by experience that while some manufacturers 
will sometimes file a complaint and swear out 
a warrant, the accused or his relatives will 
arouse sympathy to such an extent that they 
refuse to carry on the prosecution." 

Page Four 



The Hudson Motor Car Company of New 
York recently opened its new building at 315 
West Sixty-eighth street. It sets a new 
standard in automobile garages, covering 
nearly an acre of ground. It is four stories 
high. A fifteen-minute omnibus service be- 
tween the garage and the Seventy second 
street subway station, for which no charge 
is made. 



The Hudson Stuyvesant Motor Co. of 
Cleveland, Ohio, has increased its capital 
stock from $50,000 to $100,000. 
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HERE ARE THE WINNERS 

of the first set of weekly prizes in the 
Hudson $35,000 wholesaling contest 

Checks for these awards will have reached the winners before you read this, and they will be 
climbing towards the greater prize opportunities that open up towards the close of the contest. 
This is anybody's race. Every Hudson distributor can win valuable cash prizes. By your efforts 
will be measured your rewards in prestige and money. 



Class A 

Place Name of Winner Prize 

1st Des Moines $500 

2nd Milwaukee $250 

3rd New York City $150 



Class B 

Place Name of Winner Prize Place 

1st Memphis $400 1st 

2nd Seattle $200 2nd 

3rd Baltimore $100 3rd 



Class C 

Name of Winner Prize 

Scottsbluff $85 

Houston $40 

Lincoln $25 



FUZE MONEY! For it the swaggering privateer 
sped his painted sail over the world web of 
latitudes and longitudes like a predatory spider, 
taking whatever he found. 

For it men rip-rapped Death Valley with human 
bones. 

For it they mushed the ice-bound land of Nome, 
where a day is a year, and a dog is a horse, and each 
man writes his law from the hip. 

For it in all ages men have followed the lean pennons 
of Adventure to sit at the fleshpots of sacked cities, 
or by mishap dine with the jackal in the wake of 
Disaster. 

Never the money alone led them. For a stipulated 
sum, coldly set aside, few men would venture into the 
hostile hinterland of Africa to bring out ivory, spices 
and rare stones at the risk of their lives. On that basis 
the attendant discomforts would make their task drear 
and sordid. But the spirit of contest underwrites all 
risks, and gladly they go when the odds and the prize 
are undefined possibilities for wits and courage to beat 
and win. 

Less picturesquely today, but nevertheless with the 
same vaulting instinct, men seek the PRIZE. 

In all of the Hudson contests of the past this has been 
shown. But never more forcibly than in the present 
wholesaling contest for cash prizes of $35,000. 



The first week has shown that the Hudson Big Family 
has a large reserve of energy for extra efforts to produce 
extraordinary results. 

Study carefully this list of prize winners and observe 
that no particular locale is represented. New York, 
Seattle, Des Moines, Baltimore, Milwaukee, Houston, 
Scottsbluff and Lincoln are prize winners. An open 
bore shot-gun could not have distributed "hits" on 
a target more generally. It shows that conditions 
throughout the country are about even, and that the 
best efforts won in all cases. Remember this showing was 
made from an absolutely unprepared start. A telegram to 
each distributor on April 2 opened the contest. These 
are the results of the first week. The second week will 
undoubtedly show greatly increased percentages be- 
cause by then all of the distributors' organizations will 
have their stride and be going full speed. 

Come on, the rest of you fellows! What Des Moines 
and Memphis and Scottsbluff have done, the rest of 
you can do also! There are other prizes to be won — 
many of them! Every point you add to your percent- 
age also counts toward the more important prizes that 
are delivered towards the close of the contest. 

Some of this $35,000 is yours. The proportion of it 
you win will almost give a fair estimate of your personal 
worth and the merchandising efficiency of your force. 

Let's prove up! 
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The Line to Independence 



Notes On the Chase of the 

(Being Short For Quota) 



These men are on their way to financial independence. They are employes of the 
Hudson Motor Car Company making their first deposit in the new bank recently 
opened by the Hudson Welfare Department. To the first 100 depositors a credit of 
$1 was given at the bank. 

Many young women also started accounts at the bank. The crush on opening 
day was so great that the clerical force could not handle it and hundreds were 
turned away. 



The Name Implies 

HUDSON Super-Six. 

UNSURPASSED in workmanship and 

DURABILITY. 

SECOND to none in appearance. 

ONLY patented balanced crank shaft. 

NEVER quits you on the road. 

SERVICE at all hours. 

UNUSUAL mileage on — gas —oil — 

and tires. 
POPULAR wherever you go. 
EASY riding at all speeds. 
ROOM for the family and friends. 

SIX months' free service. 

IT won world's record in Trans-Con- 
tinental Tour. 

XCUSE her dust as we demonstrate 
to your friends. 

By J. M. Baker, Service Depart- 
ment, J. W. Goldsmith, Jr., 
Atlanta, Ga. 



Some Mileage! 



14,000 Untroubled Miles in 
Super-Six 

THE Hudson factory service department 
received the following letter recently: 
Gentlemen: We have one of your 
Super- Sixes and have driven it all through 
the Rocky Mountains, up Pike's Peak and 
as far south in Texas as you can go, some- 
thing like 14,000 miles and what we would 
like to know is would you deem it advisable 
to take a shim out of the crankshaft and 
connecting rod bearings? There is no 
noise or knock in any of them, but we are 
getting ready to drive through the moun- 
tains again this summer and thought a 
little advice from you before we started 
would be the thing. 
The technical service department replied 

with the advice not to touch connecting rod 

or crank shaft bearings. 




"Just think of it! Those Spanish hidalgos 
would go three thousand miles on a galleon." 

"Nonsense! You can't believe half what 
you read about those foreign cars." — Life. 



Auto School Ready For War 

KNOWING that specially trained motor 
men will be seriously needed by the 
government for truck drivers, the 
aeroplane corps, sub-marine "chasers" and 
other purposes, the Michigan State Auto 
School has offered to assist the government 
to get in touch with such men. Chairman 
Coffin of the National Board of Defense and 
Secretaries Baker and Daniels of the War 
and Navy Departments have been advised 
that the school authorities will compile an 
alphabetical list of their 4,200 graduates for 
their use. 

The plan of organizing the expert technical 
men of the country for use in times of trouble 
was approved on Feb. 10 by Secretaries Baker 
and Daniels and by the Inter -Collegiate 
Bureau. It is considered that this list of 
more than 4,000 trained automobile men 
will be of valuable assistance in this work. 

Ella: — Papa, what's a Supersedeas? 
Papa: — Search me; ours is a Super-Six. 

— From Judge. 
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k OC" CRAWFORD, the curly wolf 
of Scottsbluff, Neb., got his 
trusty lariat around a big per 
cent of his "A" the first week. A great 
start towards the Grand Prize of $450 
offered for delivery of the greatest per- 
centage in excess of quota in Class C. 
If "Doc" holds his present pace he will 
exceed said "A" by many points at the 
close of the contest. But Houston and 
Lincoln only a few points behind, can 
upset all of "Doc's" carefully laid plans 
by a quick spurt, not to mention others 
who were crowded out of the prize money 
by narrow margins. 



Whaddya mean the "Memphis Blues?" 
Nothing like that in the part of sunny 
Tennessee occupied by one F. N. Fisher, 
of the Memphis Motor Car Co., and his 
organization. With a large percentage 
of its maximum quota already disposed 
of, Memphis is making a rush for a clean 
sweep on all prizes in Class B — three 
weekly prizes, minimum and maximum 
quota prizes and Grand Prize — totalling 
$2,163. Seattle also made a big rush 
towards its maximum quota and Balti- 
more is not far behind. These teams 
are sure to take their maximum and 
minimum quotas if they hold the pace, 
which they are confident of doing. 
Others in this class are also in position 
to come with a rush and clean up on 
some of the later prizes and possibly 
grasp a place in the Grand Prize money. 



Watch New York men ! It's third place 
in Class A now, but New York didn't 
become the world's greatest city by con- 
tenting itself with third place in any- 
thing. Des Moines is holding the lead 
at present for the West and everyone is 
jubilant. But watch New York. Harry 
Haupt will get you if you don't watch 
out. 

$35,000 in cash prizes are being par- 
celled out on the merit system. Every- 
body can get in on it. This contest is 
run on "The good old rule, the simple 
plan, that he shall take who has the 
power, and he shall hold who can." 
Where do you stand in this comparative 
test of merchandising power? 



Super-Six To Fly ? 

Noted Aviator Says Principle Ideal 
For Aircraft 

WHEN DeLloyd Thompson, the 
famous aviator, makes his next trip 
east, he intends to call upon Howard 
Coffin and use his best efforts to induce the 
Hudson engineer to adapt the principle of the 
Super -Six motor to an engine fitted for avia- 
tion work. Since last November Thompson 
has been driving a Super -Six, and he has been 
profoundly impressed with the smoothness 
and power the motor has exhibited at all 
speeds. 

"The prime requisites of the successful 
aviation motor are ability to sustain extreme 
high speeds for long periods, and lack of 
vibration. The 7,000 miles that I have 
driven my Super-Six have convinced me 
beyond question that the Hudson invention 
has achieved this end in their engine," said 
Thompson last week. "If Mr. Coffin could 
adapt the principle by which he has attained 
these ends to a well-designed aviation motor, 
he would make the greatest contribution 
possible to the country's defense in war-time, 
and to the general advancement of flying." 



More than $10,000,000 has been raised in 
Texas for the building of new roads and the 
improvement of old ones throughout the state. 
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] Movie of a Distributor in Hudson Wholesaling Contest | 



Bradstreet's, the Bible of Business, 
Says War Can't Hurt Trade 

AN excerpt: "The war with Germany 
has not disturbed business conditions 
at all in Detroit. It appeared at first 
there would be a let up in all kinds of trade, 
but thus far one could hardly determine 
from the industrial situation in Detroit 
whether or not the country faces a crisis. 
Manufacturers in all lines report business as 
staple, and there is no indication of any dis- 
turbance in sight. The automobile concerns 
and metal industries, especially in copper, 
brass and aluminum which at first feel un- 
certain conditions, report business the best 
they have known in years. All have a large 
number of orders in advance which will keep 
them busy indefinitely." 

Super-Six Owners May 
Be Called 

A VOLUNTARY preparedness plan is 
being worked out by the Louis Geyler 
Company, distributors for the Hudson 
Super-Six, which, if the time comes, will 
be of great value to the government. 

Arrangements are being made under the 
direction of Frank M. Busby, general man- 
ager of the Louis Geyler Company, to take a 
poll of all owners of Hudson Super- Six cars 
in Chicago and vicinity to ascertain who 
among them will contribute their services 
and their cars to government work. 

There will be two classes — the owners who 
will themselves volunteer their services as 
well as their cars, and owners who, while not 
being able to actively volunteer, will turn 
over their cars to the government. 



Ye Editor Makes 86 Miles Per I 



RALPH MULFORD while at Winston- 
Salem, N. C. recently gave Buck 
Campbell, automobile editor of the 
Journal a whiz across country at terriffic 
speed, and Mr. Campbell not having enough 
breath to talk about it sat down and wrote 
the following graphic story which was printed 
in the Journal: 

Ralph Mulford, who ia aa full of world's records 
as South Carolina is of Democrats suggested that 
I take a little jaunt with him last night "just to 
see how nice she runs." Although my heart 
pulsation almost stopped at thought of riding 
with the speed king, I said "I'm game." 

We boarded the powerful car and she hopped 
out of the garage. "Which way shall we go?" 
asked Mr. Mulford. I suggested that we go 
towards Hanes, and after telling him the topog- 
raphy of the country to the best of my ability, 
we started. Nothing happened until after we 
had crossed the overhead bridge on the Post road. 
Crouching lower in his seat and taking a firmer 
grip on the big steering wheel, Mr. Mulford cut 
loose. Faster and faster sped the giant car, the 
speedometer registered 40 miles, 45 miles, 50 
miles, on and on the monster sped, steadily gain- 
ing at every revolution of the wheels, steadfast 
and unswerving the car traveled on — around the 
sharp curve at Clemmons, down and across the 
river; once more on fairly level road, the car 
reached the maximum speed of this run — 86 and 
a fraction miles an hour- — faster than the fastest 
trains — speedier than the flight of the fleetest 
animal — swifter than the flight of the swiftest 
bird — the car moved. Under the perfect control 
of the driver the car was brought to a stop. 

"How was that," asked Mr. Mulford, with a 
smile, "fast enough for you?" Several minutes 
later, when I had regained control of my speech 
and heart, 1 agreed that it was a huge sufficiency, 
and that 1 wouldn't mind if he would let me 
walk back. There was nothing doing, however, 
so we came back at a moderate speed — 60 miles 
thereby being able to observe the moonlit scenery. 

I quite agreed with him when we landed at the 
Motor Company that it was the fastest thing on 
earth, also expressing a doubt if lightning had a 
thing on the car. 



Once More We Greet 

"The Patrol" 1 

I , „ „ J 

THE fourth issue of The Patrol, the house 
organ of the Bemb-Robinson Com- 
pany, Hudson distributors for Mich- 
igan is off the presses — breezy, informative 
and as usual, full of pep. 

We are stealing without permission two 
bits from this magazine because they hit us 
just right. (Whisper: One of them in turn 
was collared by The Patrol from Mr. Rud- 
yard Kipling.) 

IT CANT BE DONE 

The Nut speeded up to see if he could beat the 
train to the crossing. He didn't. 

Another man struck a match to see if the gas- 
oline tank on his car was empty. It wasn't. 

Still another Boob thought his car faster than 
the speed cop's motorcycle. Thirty days. 

Now for the snatch from Mr. Kipling's 
poem: 

And they asked me how I did it, 
And I gave them the Scripture text 
To keep your light so shining — 
A little ahead of the rest. 

They copied all they could follow, 
But they could not copy my mind, 
And I left them sweating and stealing 
A year and a half behind. 

—Kipling. 

THE first issue of the Hudson Safety 
News for distribution in the factory 
and the instruction of the men in pre- 
venting accidents is just out. It is a snappy, 
attractive pamphlet in three colors and copi- 
ously illustrated. It is full of excellent sug- 
gestions for making a great factory a secure 
place for the workers and should prove an 
effective aid in reducing the number of minor 
injuries that all industrial efforts produce. 



Blue Ribbon Winners — One Missing 



4 Doc " Crawford, Scottsbluff , Neb. 



F. W. Jones, Des Moines, Iowa. 
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F. N. Fisher, Memphis, Tenn. 
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r* may not win us bronze immortality on a marble 
pedestal. It may not lie in thickets of bayonets win- 
nowed by death-spurting machine guns. It may not 
carry us through flaming towns where war mingles the 
bitter philtre of passions — Hate for the Enemy, Love for 
Old Glory, Pity for the Piteous Refugees that flee on 
aged, trembling limbs and infirm baby limbs for sanctuary. 

The probability is that "Your Bit" will be nothing more 
in fact than DOING BETTER the same set of duties 
you do now. It will mean that you must do your share 
in preserving the normal aspect of our social life within 
the United States borders. "Your Bit" by every dictate 
of common sense and utility is to keep your civil post 
and keep it well until you are called. Specifically it is 
to keep Super-Sixes moving! 

Don't interpret that as " dollar Patriotism ! " Let 
us consider without hysteria and emotion the exact facts 
of our present situation. Never so much as in war time 
is it absolutely necessary to keep money in motion. The 
complex fabric of our social and industrial life must be 
nourished throughout to continue robust and hearty. 
Money is the blood of this mighty organism, and trade 
is the arterial and capillary system by which it is diffused. 

Therefore any failure at any point congests delivery at 
a hundred further destinations. If any considerable num- 
ber of men drop their present work to outdo one another 
in protestations of patriotism, to talk war to stir up 
bitterness in the cosmopolitan breast of this nation, they 
are not patriots, but small, excitable souls, lacking the 
calm and fortitude to "do their bit," trusting every other 
man to do his. 
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There may be also a large number of men doing im- 
portant work, who will feel it their duty to enlist for 
actual war-service or for ambulance work or in some 
employment applying directly to the prosecution of the 
war. By so doing they may interrupt really important 
industrial work with which they are connected. And in 
their zeal they may even hamper the government in its 
decisive plans for carrying on war. 

The safest plan for every citizen at present is to con- 
tinue quietly about his present affairs. 

The government has been actively at work throughout 
this war in formulating its own course in event of our 
country entering the war. Committees have listed the 
country's resources of men and factories. The admin- 
istration has decided on the draft as the best means for 
raising an army. 

Therefore when YOU are needed YOU WILL BE 
CALLED. Until you are CALLED you should remain 
at your PRESENT BUSINESS. By excitedly rushing 
into some activity that suggests itself as helpful, you may 
interfere with the orderly plans of the administration. 

Industry is the backbone and sinew of war. The far 
firing line is but the facade of our defense. It would 
melt like mist if we at home, failed, we cannot fail ! 

Keep business moving. Until the government calls 
you for other work that will prove the best plan for you 
to be useful to yourself, to your family and to your 
country. 
Four 
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$35,000 I S THE PURSE! 

What's Your Share? 



The winners of the second weekly prize for the delivery of the greatest percentage of maximum 
quota in the Hudson wholesaling contest are presented below. Their checks have been 
mailed. They are out after the remainder of the prizes that are open to them. This $35,000 
is vanishing rapidly. There is still a good lump of it left, however, and you can get your share 
by the exertion of extra efforts from now on to the close of the contest. 



Class A 

Place Name of Winner Prize Place 

1st San Francisco $500 1st 

2nd Milwaukee $250 2nd 

3rd Dallas $150 3rd 



Class B 
Name of Winner Prize Place 

Memphis* $400 1st 

Helena $200 2nd 

Denver $100 



Class C 
Name of Winner Prize 

Houston $85 

ScottsblufT $40 



'Memphis additionally won its minimum quota prize of $200 and its maximum quota prize of $600. 

Its winnings for the week were $1,200. 



FIRST under the wire! Memphis has made its 
maximum and minimum quotas. Also for the 
second time it has won first prize for the greatest 
weekly percentage of deliveries on maximum quota. 

On Saturday night Memphis drew down three capital 
prizes totalling $1200. This sum is made up of the 
maximum quota prize of $600, the minimum quota prize 
of $200, and the weekly prize for greatest percentage 
deliveries of $400. 

At this writing Memphis has TWO FULL WEEKS 
in which to pile up excess percentage for the Grand 
Prize of $650 in Class B. 

But Memphis hasn't yet won the Grand Prize. Any 
other distributor in Class B can win his maximum and 
minimum prizes and overtake Memphis in the struggle 
for the Grand Prize. 

It is possible that Memphis, which has thus far dis- 
tanced all in Class B, MAY NOT EVEN FINISH IN 
THE MONEY on the Grand Prize. 

It is entirely dependent on what extra efforts the 
other distributors exert during these closing days of the 
contest. 

In Class A and Class C you will notice there is a 
change in the winners of the second weekly prize. Des 
Moines which took the first prize in Class A last week 
did not even get into the prize money at all this week 
and ScottsblufT which took first prize in Class C the 
first week had to be content with second prize in the 
second week. 

San Francisco and Houston are the new first prize 
winners. Houston took second prize the first week, 
but San Francisco did not even show. 

This is all significant. It means that other distribu- 
tors are making a strong bid for the prizes and that to 



Have first place is by no means to Hold it, except by 
unceasing efforts. 

Every Hudson distributor still has a chance to cap- 
ture the third weekly prize in his class, to earn his 
maximum and minimum quotas and to win the Grand 
Prize for delivery of the greatest percentage in excess 
of his maximum quota. 

The automobile year has yawned, rubbed its eyes and 
is now wide awake. Let's make it see the Hudson Super- 
Six everywhere it looks. Within a short time the high- 
est selling curve of the year will be upon us. Dealers 
who have not enough cars in stock probably will face 
long waits for deliveries as was the case last year. It is 
impossible at this time to say whether an order placed 
two weeks hence will ever be filled. That is part of the 
uncertainty with which dealers who do not carry a 
sufficient stock must reckon. It is the better part of 
wisdom therefore to secure enough Super-Sixes while 
possible than later to see prospects go elsewhere because 
you are unable to deliver them a car. 

Before this contest is over every distributor should 
have won a prize for the delivery of his maximum and 
minimum quotas. The conditions throughout the coun- 
try warrant an enormous sale of cars this year. It is 
largely dependent upon the energy of each distributor 
and dealer and salesman how much of this business 
Hudson will supply. 

Demand for Hudsons inevitably will exceed the supply 
before the year is much older. It is imperative, how- 
ever, to keep cars steadily moving. 

Will your name be in the list of winners of the third 
weekly prize? Will you get your share of this $35,000 
in prize money? 

The answer lies in your own enthusiasm and energy. 
Make it a profitable one to yourself. 
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[ Phamous Phizzes 

I Hudson's Gallery of Notables 



9 p RE is 'Andsome 'Arry 'Oupt, of 
P^, New York. The Metropolis is fa- 
mous for the Woolworth building, 
the Great White Way, Fifth Avenue and 
Harry Houpt, who was caught by the 
photographer in a particularly winning 
pose. Harry doesn't wear these nifty 
togs when he's going after a record as he 
is now in the Hudson wholesaling con- 
test. He reserves this notable layout and 
his best smile for the kings of commerce, 
barons of beef and counts of counting 
houses who stroll into his place to buy 
Super-Sixes. 



Houpt Issues Booklet on 
New Garage 

HARRY S. HOUPT, president of the 
Hudson Motor Car Company of New 
York has just issued a new booklet 
telling of the advantages to motor owners in 
the huge new Hudson Super Service Garage, 
which he recently opened in West Sixty - 
Eighth street. Applications for space have 
fairly stormed the Houpt organization, dur- 
ing the past few weeks. 

The new garage has room for 600 cars. 
There is not an elevator in the huge building. 
Instead - wide ramps lead to and from all 
floors, which eliminates the annoyance of 
waiting for an elevator, and permits entrance 
and exit at all times. 

The chauffeurs are provided with club 
quarters that are nothing short of sumptuous, 
including dining room, reading and billiard 
rooms, as well as a barber and free medical 
attention. 

The garage has made a sensational hit 
with New York motorists, and space will be 
at a premium before the summer is fairly 
open. 

Eddy, Inventor, Sells Hudson 
Super-Sixes 

RL. EDDY, inventor of the Eddy smoke 
recorder and recipient of honors at the 
hands of the United States govern- 
ment, is now a member of the selling force of 
the Louis Geyler Company, Hudson distri- 
butors for Chicago. 

"I have a mechanical turn of mind, and I 
know cars," said Mr. Eddy. "And I wanted 
to sell the best made, so naturally I joined a 
Super -Six organization." 



The Triangle reported recently that the 
Hudson -Stuyvesant Motor Car Co. of Cleve- 
land had increased its capital stock from 
$50,000 to $100,000. Now a further increase 
to $200,000 has been authorized and sub- 
scribed. 



Going! Going!! Go — !!! 




Hands are outstretched for this $35,000. Some of them are dipping in and 
helping themselves liberally. Have you crossed your palm with any of this 
money? The Hudson wholesaling contest is drawing to a close. This bag of 
gold is being emptied rapidly. Its contents belong as much to you as anyone. 
Get your share now before the purser pulls the strings on an empty bag! 



Notes On the Chase of the "A" 



MEMPHIS again! The prizes won 
in the first two weeks of the con- 
test by Memphis total $1600. 
And is F. N. Fisher, the boss, satisfied? 
Not a bit of it! He wants that $650 
Grand Prize also. And he says he's 
going to get it. Just $2250 extra money 
for bettering his own business looks like 
the authentic velvet to Mr. Fisher. 



Notice Houston and Scottsbluff! Last 
week Scottsbluff was in first place with 
Houston second. This week the situa- 
tion is just reversed. Speak up "Doc" 
Crawford! Is this an Alphonse and Gas- 
ton act that you are staging with Hous- 
ton? 



Milwaukee again takes second place in 
Class A and incidentally $250. That 
doesn't make Jesse A. Smith a bit mad. 
He looks all ready to step up a notch 
next week and take the first prize. Well, 
why not? 



Helena, Denver, San Francisco and 
Dallas broke out of the maiden class last 
week. They are all newcomers in the 
me Ion -cut ting. There are a lot of slices'. 
Some of you other fellows better slip in 
and get some of it. 



Thirty -five thousand dollars in cash 
prizes! Have you got your eye on your 
share? You better insure the claim by 
getting your hands on it. 



Super-Six Stands the Gaff 

THE Hudson Motor Car Co. constantly 
receives letters from Super-Six owners, 
who out of their great satisfaction with 
the car, desire the makers to know of their 
appreciation. Here is one that struck us as 
particularly in force, because it emphasizes 
those very points in the Super-Six that we 
know has made it the supreme front-rank car. 

Hudson Motor Car Co. 

Gentlemen: The card from your statis- 
tical department at hand, and as I am so 
very much pleased with the good qualities 
and performance of my Super -Six I cannot 
think of making a report on such a small 
space as enclosed card, so I am sending a 
few extra lines. I buy live stock for our 
packing firm, and in this state buyers are 
required to visit the cattle ranges in the 
mountains to see the stock and make the 
purchases, and I bought my Super-Six with 
the understanding from the selling agency 
here, that it would hold up under hard usage 
and mountain climbing and over rough 
roads. I drove it 12,000 miles on all kinds 
of rough mountain roads from May to 
August, and am pleased to tell you that it 
is in fine condition, and has given perfect 
satisfaction. It has been run to date 
17,500 miles. The front tires lasted 10,000 
miles and the average gas used is 11 miles 
per gallon. 

My car has gained a good deal of local 
notoriety by its performance. The local 
agency has certainly treated me with great 
courtesy and consideration. 

Hoping this length of letter is not a 
burden, and wishing the Hudson Company 
every success which it deserves for selling 
an honest car, I am, 

Respectfully, 
Edmond J. Bennett. 
Woodward-Bennett Co., Los Angeles, Ca\ 
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Hudson-Brace Co. Alert to Sell 
Closed Cars 

THE Hudson-Brace Co. has adopted a 
system in handling prospects which is 
having an appreciable effect in raising 
the percentage of closed car buyers, accord- 
ing to Hal Brace, wholesale manager of the 
company. 

"Whenever we get a prospect who has been 
considering a car in the $2,000 class," says 
Mr. Brace, 'the phaeton is not at first men- 
tioned. We show him a sedan or some other 
type of closed car. In this way several sedans 
have been sold to prospects who probably 
would not have bought a phaeton, because 
they desired to make a more impressive dis- 
play or wanted a car of more expensive 
finish." 

Mr. Brace declared that one of the strong- 
est proofs of the value of the Hudson line 
from the dealer's point of view is shown by 
the fact that five of his best salesmen have 
taken contracts and started in as Hudson 
dealers for themselves. He says these men 
in travelling through their territory were im- 
pressed by the great possibilities for the ex- 
pansion of the Hudson market. The five 
former Hudson-Brace men now in business 
for themselves are the following: E. M. 
Hollister, Emporia, Kansas; Harry Lee, Lee 
Motor Car Co., Chillicothe, Mo.; A. C. Guy, 
Trenton, Mo.; Alex S. Clark, Diamond 
Motor Co., St. Joseph, Mo.; A. D. Jenkins, 
now organizing at Brookfield, Mo. 

Super-Six Is Victor in Hill 
Climb 

THE Hudson Super-Six again demon- 
strated its superiority as a hill-plane in 
a contest with a six-cylinder Studebaker 
staged by the L. L. Gilcrease Company of 
Reno, Nev., on the Ludy hill, which is noted 
as a test grade for automobile climbing feats. 
The Super-Six was driven by Scott Carnal 
of San Francisco. About 1000 persons wit- 
nessed the runs. The Hudson three times 
sped at the ascent on high and every time 
mounted steadily to the summit and over. 
The first time the Hudson, which was a 
seven-passenger phaeton, carried three pass- 
engers and the driver. The second time it 
carried four passengers and the third time 
five passengers. The other car on its first 
attempt made part of the ascent on high, 
but was forced to drop into low to reach the 
top. 

The Hudson from a standing start then 
made the hill in low, and again with a short 
start conquered the steep pitch in second 
speed. In its tests on high the Hudson 
reached the crest each time going at about 
30 miles an hour. 



Under the Arch of Triumph 



Has It Ever Occurred to You? 

To locate the Hudson owner with 
whom you have lost contact? 

WHERE DOES HE GO FOR HIS 
REPAIR PARTS? 

WHERE DOES HE GO FOR HIS 
SERVICE REPAIRS? 

Not only is he a neglected Owner 
but he can be made a customer for 
parts, supplies and possibly repairs, 
while now he is being ignored. 
More than that, he is a prospect for 
a new car. 

Something is wrong with your ser- 
vice magnet. It has lost its attract- 
ive powers when it is not strong 
enough to draw the owner around 
sufficiently often to remind you that 
he is one of the Hudson family. He 
remains your prospect only while 
you hold him. 



This scene shows the President of Chile and party arriving at Lapallai in his Hudson 
Super-Six Sedan on a recent trip across the Andes. The trip attracted great attention 
throughout Chile, and all towns on the route of the tour made fetes in honor of the 
president's arrival. The Super-Six shared honors with its distinguished passengers in 
the general interest excited by the journey. The picture was forwarded by the Hudson 
dealer at Valparaiso. 



Good Roads Imperative 
War Need 

CAPT. ARTHUR P. S. HYDE, U. S. A., 
discussing the need of more good roads 
in the United States said: 
"One of the most important lessons learned 
from the present war in Europe is the effec- 
tiveness of heavy mobile artillery. For that 
imperative necessity of a successful war good 
roads are necessary. A significant phase of 
our real military preparation is that which 
is going on under the impetus of the good 
roads movement, now become so general all 
over the country. A good road, well built, 
well surfaced and well drained may be of 
immense value from a military point of view. 
In the last analysis a highway system is not 
an adjunct to military operations but is vital 
to them." 

Super-Six Racers Ready 
(or Derby 

ARTHUR J. HILL, manager of the 
Hudson racing team, has completed 
all arrangements for the entry of the 
special Hudson racers in the Auto Derby at 
Speedway Park, Chicago, June 9. Mr. Hill 
has received permission from President David 
F. Reid of the Speedway to place the Hudson 
racers at the Maywood track as soon as the 
weather permits for experimental driving and 
limbering up. 

It is probable however, that the Hudsons 
will clash in their first authorized speed race 
some time in May, and Mr. Hill is now work- 
ing on plans to that end. 



Private Hudson Closed Car 
Exhibit Attracts Many 

THE Hudson-Phillips Motor Car Com- 
pany of St. Louis has just completed a 
successful and cleverly conceived closed 
car exhibit which attracted hundreds of 
visitors. 

A liveried Japanese footman met all visitors 
at the door as they alighted from their ma- 
chines, and a little flower girl supplied all 
women guests with a corsage. The show was 
in answer to the greatly increased demand 
this year for closed car types for summer use. 

Victors of Atlanta Contest 
Cauthorn and Dunn 

NO books were made on this race, be- 
cause a "bookie" would suffer a com- 
plete nervous collapse in trying to 
lay odds with his own little percentage on the 
right side. But it's over now and Edward W. 
Cauthorn took the first prize with Walter L. 
Dunn a close second. These two men led 
the entire field in the contest conducted by 
J. W. Goldsmith, distributor for the Hudson 
Super-Six at Atlanta, Ga. It extended over 
60 days and achieved excellent results accord- 
ing to Mr. Goldsmith. 



The Baker-Ryerson Company, Hudson 
distributors for Jacksonville, Fla., has found 
it necessary to . add to its sales force to take 
care of increased business. Blair Burwell, 
recently with another Florida motor company 
is the latest addition to the Bacon-Ryerson 
family. 



Vim, Vigor and Victory 



By HERBERT KAUFMAN 



rp OMORROW is a promised land, 
I Upon whose shores you'll never stand. 
Time, master of the years, will die 
Before Tomorrow's reached. So try 
The utmost now — this is the day; 
Do what you can -while yet you may. 
Decide your course and then proceed — 
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Postponement is a weakling's creed. 
Delay will not reduce the debt 
You owe yourself — it must be met. 
Else other men will seize your share 
And Destiny will put you where 
The spendthrifts of the clock belong. 
Your daily chance dies with the gong. 
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Vive El Hu dson! 

Super-Six Runs Heroic Race Against 
Misfortune in Mexico City Meet 




IMPUDENT Mr. Pancho Villa harries the 
border with his trick vanishing soldiery. 
Star- scattered over all Mexico glimmer 
the fires of military ambition cooking frijoles. 
Bandit cavalcades jingle through the prov- 
inces. Si senor, there is war, much war, in 
the land of the Torrid Tamale. 

But war has not crushed the love of pleas- 
ure from the people of Mexico City, and life 




goes merrily between the remarks of the 
epigrammatic machine gun. 

At one of the greatest race gatherings of 
all time at La Condesa track in Mexico City 
on March 25, a Hudson Super-Six, owned by 
Jose Aspe Suinaga, and running independ- 
ently, made one of the most brilliant races in 
motor history against almost insuperable 
difficulties. More than 50,000 persons wit- 
nessed the remarkable race. Among the 
other cars in the race were two Packards > a 
Lancia, Hotchkiss, 
Protos, Peerless, and 
American. The race 
was over a distance of 
63,000 meters,or30 laps 
on La Condesa track. 

For 29 laps the Hud- 
son Super-Six driven 
by Amaury Munoz led 
the entire field al- 
though on the fifch lap 
it burst a rear tire, 
and for the remaining 
24 kept the mastery 
running on the naV.ed 
detachable rim. On 

Los Angeles Motor Dealers to 
Fight Harmful Laws 

IN order to present a stronger front against 
legislation in California inimical to the 
motor car industry, an amalgamation of 
the truck dealers and pleasure car dealers has 
been effected in the Los Angeles Motor Car 
Dealers' Association, of which Harold L. 
Arnold, Hudson distributor, is president. 
The combination ' was made specifically to 
being the full weight of the motor car busi- 
ness to oppose enactment of measures now 
before the California legislature, but it will 
be maintained permanently for greater 
strength and protection. The proposed ex- 
cessive taxation of the automobile industry 
is the chief legislation which the truck dealers 
and pleasure car dealers have fused to com- 
bat. It is incumbent on automobile men 
everywhere in the interests of the business 
to be vigilant to see and to oppose with their 
full strength any unjust legislation affecting 
the automobile. The Los Angeles men have 
led the way in this fight. They of course 
will have the support of every automobile 
man in California, and that support should 
be active and actual because the cause is the 
common cause of all. 



the 30th lap with the goal in sight the un- 
evenly distributed strain and added friction 
caused the wheel to come off. Damage to 




race. We reprint below a translation in part 
of the story published in "El Pueblo." 

"We must say a few words in praise of the 
Hudson's remarkable running. This car 
dropped out because of a regrettable accident 
on the last lap, with victory all but won. It 
led the race throughout until the last lap. 
Every lap was made at terrific speed, and the 
motor was running beautifully at all times. 



i-1 



the car as a result of this accident made it 
impossible for the mechanics to repair it so 
that it could finish the race. The Hudson 
was out. 

But when the crippled car was pushed up 
the stretch to the finish the applause of the 
50,000 spectators for its magnificent dem- 
onstration under handicap exceeded the 
cheers given the technical winner of the race. 

"El Hudson! Vive Amaury Munoz! Vive 
el Hudson!" roared the great crowd, as the 
plucky race driver and his gallant Hudson 
came up to the finish wire. 

All of the newspapers of Mexico City gave 
glowing accounts of the Hudson's brilliant 



The Super-Six Leading on La Condesa Track 



ROOM 



"What a wonderful pilot! His foot on the 
accelerator pedal he never diminished speed 
at the turns. The Hudson passed all the 
other cars in one swift rush to the lead. But 
unfortunately on the fifth lap at one of the 
turns, while running 140 kilometers an hour 
(approximately 94 miles) a rear tire left the 
rim. Too bad, my brave pilot! But run- 
ning on the rim the Hudson never slackened 
speed for a second. The motor still running 
powerfully it passed 
the Lancia, Hotchkiss, 
Protos and Packard, 
and just as the spec- 
tators were expecting 
a sure victory with the 
goal in sight the Hud- 
son cast a wheel and 
was forced to stop. 
Alas, bad luck! 

"Great credit must 
be given the Hudson 
though for its extraor- 
dinary run under the 
most difficult circum- 
stances." 



CAUGHT! 

This Train Had Gone, but a Super-Six Overtook It 
at the Next Station 



A RACE to overtake a train is a most 
dubious undertaking unless you are 
doing it for the movies, in which case 
the accommodating scenario writer thought- 
fully arranges matters to give the least 
trouble to the handsome celluloid hero. 

But G. S. Reid of Miami, Fla., recently 
undertook a race to overtake a train in grim 
earnest — and won. Mr. Reid drove some 
friends to the train at Miami in his Hudson 
Super-Six, but just as they were ready to 
depart it was discovered that some important 
articles had been forgotten, and there was 
not time to return for them. 

"All aboard!" shouted the conductor. 

"Get on!" said Mr. Reid, while his friends 
hesitated, irresolute. "I'll go back and get 
the articles and catch you at Little River." 

"Are you kidding us in our misfortune?" 
asked the friends, dolefully. 

"Nothing of the sort. I can catch you in 
the Super-Six." 

The friends swung aboard. Mr. Reid 
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jumped into his Super-Six and stepped on 
"her." It required about 15 minutes to run 
back and get the forgotten articles. Then 
Mr. Reid cut loose to overtake the flying 
express. 

"Sometimes the speed indicator showed 65 
miles and sometimes we nipped 70," said Mr. 
Reid, "but the matter was important and we 
let the Super-Six have her head and fed her 
gas according to her strength. As we pulled 
in at Little River no train was in sight. Then 
we heard a faint whistle, and a little later a 
ribbon of smoke trailed into sight. The ex- 
press came booming into Little River. And 
you never saw such surprised people in your 
life as my friends, when I stepped in and 
handed them their forgotten stuff. They 
couldn't figure out how I got there. I didn't 
have time to explain just why the Super T Six 
was able to make the run, so I just said, 'Buy 
one and learn a lot about what a real car 
can do!' And then I moseyed along back 
home." 
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Page Mr. Ordertaker 

(Mr. Undertaker Wants Him) 



THE * 'order-taker* ' is out of date. They have whistled 
his day down the wind. Unless he lifts himself into 
the ranks of the "real salesmen 1 ' he will follow. 

"Bundle wrappers" are not in demand on active selling 
staffs. Strangely enough, the Buyer guillotined the in- 
vertebrate "salesman." Because the buyer did not have 
time nor patience to deal with a man who was not equipped 
to tell his story with force and confidence and gain a de- 
cision favorable or otherwise. 



Business must move too swiftly to carry barnacles. 
Salesmen who produce results are the men that the busi- 
ness captains want. 

The Hudson Super-Six last year practically sold itself. 
Buyers were waiting for every one that we could rush to 
our shipping docks. That situation did not whet our 
selling talents. More probably it harmed us, as a fast 
and fit organization. By that is meant, if our selling 
powers were thrown into competition to promote a medi- 
ocre car — an average car — we would find that we lacked 
that keen, shrewd selling skill, upon which other organ- 
izations are dependent for their existence. 



The fact of the matter is we have been coasting down 
hill on the tremendous prestige and reputation of the 
Hudson. That same momentum is still carrying us in 
1917, assuring us again of pre-eminence as the world's 
largest selling fine car. 

But are we to be content with riding like parasites on 
the lusty, living strength of the Super-Six reputation? 

If that spirit should manifest itself in strength in the 
Hudson organization it would mean decadence, and more 
resolute men would grasp what we held so feebly. 

These are days for self -measurement. There are not 
many poor salesmen in the Hudson organization. There 
will be even fewer. They will eliminate themselves. Tak- 
ing orders from people who want a Super-Six and will 
have nothing else, is not salesmanship. There is a big 
volume of just such business. It is business that the car 
has won for itself. It is business in excess of this ready- 
to-hand trade that proves salesmanship. 

What is your status? Are you a business-maker? Or 
an "order-taker?" 



The Wholesaling Contest 



Class A 

Place Name of Winner Prize 

1st San Francisco $500 

2nd New York $250 

3rd Indianapolis $100 



Class B 

Place Name of Winner Prize 

1st Memphis $400 

2nd Denver $200 

3rd Omaha $100 



Class C 

Place Name of Winner Prize 

1st San Antonio $85 

2nd Lincoln $40 

3rd New Orleans $25 



FOR the third successive time Memphis has won the 
Class B weekly prize for delivery of the greatest 
percentage of quota in the Hudson wholesaling con- 
test. For the third successive time Memphis has sunk 
first prize in a hospitable pocket. 

Up to the closing of the third week Memphis has taken 
$1400 of the $35,000 cash prizes offered to distributors 
in the contest. 

On another page of The Triangle we reproduce a pic- 
ture, showing an instance of Memphis' enterprise in going 
after first place and holding it all the way through. 



All the way through, did we say? That isn't proven 
yet, although by the time this edition is in your hands 
the issue in all classes will have been decided finally. 



this 



ue in all classes will nave been decided hnally, 

San Francisco also repeated in smashing style 
week, again landing first prize of $500 in Class A. 

In Class C, San Antonio, Lincoln and New Orleans 
took the weekly prizes. San Antonio reported six per 
cent, over its maximum quota in the third week! And 
Scottsbluff and Houston which had been going fifty-fifty 
with the Class C prize money were ousted entirely. 
(Continued on page two) 
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"This is How We Won!"— Memphis 



THE success of Memphis, which has thrice led Class B in the weekly prizes of the 
Hudson wholesaling contest, and has won also prizes for delivery of its maxi- 
mum and minimum quotas, is explained in part by this evidence of enterprise. 
The picture shows seven Super-Sixes ready to be loaded on the steamer, Georgia 
Lee, for D. P. Beard, the Hudson dealer at Blytheville, Ark. When railroad service 
failed, F. N. Fisher, president of the Memphis Motor Car Co., turned to the old 
Mississippi, "father of waters," and that patriarch showed the way. 



They're Off! 

Hudson Racers Depart for 

Maiden Effort 

THE Hudson Super-Six racers are off! 
Today the five swift, blue beauties, 
graceful as swallows, filed into the 
special express car, which has been altered 
and equipped to transport them throughout 
the racing season. They are on their way to 
Uniontown, Pa., where they will make their 
maiden appearance. 

Ralph Mulford, who has just returned 
from an extended tour of the South with the 
Hudson 24-hour world's record car, and Ira 
Vail will pilot the two Hudson entries. Billy 
Chandler and Jack Gable, will be at the track 
to direct the pit crew and take the wheel on 
relief if it should be necessary. 

Arthur Hill, former manager for Dario 
Resta, and now managing the Hudson team, 
said the Uniontown speedway is in fine shape, 
and he expects the Hudson racers to give 
striking account of themselves. 

They're off! And the good wishes of the 
whole Hudson organization — yes, and of 
every Hudson owner — go with them. 

How! 



War Helping Business 

Geyler Man Notes 

Increase 

ACCORDING to "Wholesale" Smith of 
the Louis Geyler Company, Hudson 
distributors in Chicago, dealers appar- 
ently do not know there is a war on with 
Germany. 

"The only way I arrive at this conclusion," 
said Smith, "is by the number of orders we 
are receiving from all points of our territory. 
Most of our dealers, following their lesson of 
last year when there was a great overdemand 
for Super-Six cars, carried over a good stock 
of cars through the winter months in order to 
be prepared for the spring rush of business. 

"In talking with our dealers I find only a 
note of confidence in their views. Being lo- 
cated in smaller cities than Chicago, it is 
natural that they would come in closer con- 
tact with the entire local situation than those 
in a large city. When conditions are other 
than encouraging automobile dealers are 
usually the first to reflect it in their views. 
Right now the Hudson organization, and 
other dealers also, I presume, are away up on 
their toes." 



maximum quota prizes, amounting to 
$200. 

Who is going to win the Grand Prize 
in Class B of the Hudson wholesaling 
contest for $35,000 cash prizes? Three 
guesses. Count 'em — three! Who was 
that said "Memphis" three times? 



Harry Houpt came back! He took 
third place and a prize of $150 the first 
week, but failed to run in the money the 
second. And now he brings New York 
back to the third table for another large 
slice of the prize money — second prize 
$250. 

San Francisco again takes first prize 
of $500 in Class A. The Golden Gate city 
didn't wake up at all the first week, but 
the turnkey of the aureate postern Jim- 
mied the prize coffers for two big hauls 
in the second and third weeks. 



The Sherman Anti-Trust people must 
have got after Scottsbluff and Houston. 
They were running a powerful combina- 
tion the first two weeks, dividing first 
and second money in the most cousinly 
fashion. But the spirit of Sam Houston 
and Bowie awoke in San Antonio and it 
cut in and took first prize in Class C last 
week. 

Who gets the Grand Prizes? Watch 
the TRIANGLE for some surprises in this 
line next week! 



(Continued from page one) 

New York after taking third place the first week and hold some thrills, 
failing to land the second, came back on the third episode 
with bells and landed second money — $250 — while Indian- 
apolis ran in third in the same class for $150. 

Denver, again got into the prize money by taking 
the second prize of $200 in Class B, adding another prize 
of $200 to its coffers by delivering its maximum quota 
before April 25. 

Watch for the report of the final week! It ought to 



There is a $1,500 first prize in Class 
A for delivery of the greatest percentage in excess of 
maximum quota and of $650 in Class B for the same 
award. In Class C the prize is $450. 

Let's stay in "contest gear" for another month. We 
are now in the most active selling period of the year. 
Let's maintain the pace we set in the contest, and make 
this the most profitable Hudson year. 

But watch MEMPHIS! 
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Chronology of the Man Who Won No Prizes 

(Count Soopyrcyx Gets the Bacon) 



Stops at all the War Bulletins 



Making a Market 



Lamps the busy Red Cross ladies 



Listens to Wassail oratory 



And the other fellow gets the bacon 



How Agressive Boys and Alert Men Do It 

I KNEW a boy who got anew suit whenever 
his younger brother grew tall enough to 
inherit the lineal succession of wardrobe. 

But the little brother, though ailing with 
all sorts of complaints — colic, cramps, tooth- 
ache and stone bruises — was never afflicted 
with growing pains. With dismay the elder 
brother saw his own arms grow lankily out of 
his coat sleeves, while the younger brother 
stubbornly refused to grow big enough to fit 
the clothes. 

One day the father surprised a strange 
scene in the woodshed. His younger son, 
with a rope passed under his arms was strung 
up to a rafter, while the older boy was tying 
a brick to each of the little fellow's feet. 

"What is this — a lynching?" demanded the 
dumbfounded parent. 

"Naw, I'm just trying to stretch this runt 
a bit," was the older boy's calm reply. 

I don't know how the plan succeeded, but 
it deserved success, because that lad had the 
right idea. He knew he had to make a mar- 
ket for the old suit before a new one could 
come into circulation, and he was merely 
stimulating backward development to that 
end. 

To some extent the older boy's problem is 
encountered today in the automobile business. 
Many a man is anxious to own a new car if 
he can dispose of his old one for a reasonable 
return. 

In many cities this situation has created 
a keen competitive business of buying in old 
cars as part of the automobile dealer's selling 
campaign. 

It results in extravagant allowances for 
used cars. The abuses of "trading in" used 



Destroy Newspaper Advertisements 

We are now sending out the new spring advertising copy. 
Destroy all proofs of newspaper advertisements you now have 
with the exception of — 

491 492 493 

( These are closed car advertisement* to stimulate Spring buying 
of chauffeur- driven Super-Sixes) 

also 518 521 

(New Speedster advertisements) 

Only the above five advertisements are authorized copy. 
New copy will be sent regularly each week. 

Advertising Dept. 
April 28, 1917 



cars have become so numerous that in many 
cities dealers have organized an appraisal 
board, which sets a fair estimate of the value 
of such a car, and dealers must abide by that 
figure in competing for the business. Thus, 
every new car sells from an even competitive 
basis on its own merits. 

Appraisal organizations of this sort are 
beneficial to the automobile business at large. 
And the Hudson Super-Six profits under the 
plan, because dealers in other high grade cars 
are not permitted to make exorbitant allow- 



HAS IT EVER OCCURRED TO YOU that while courtesy is 
the most effective it is also the most inexpensive advertising 
medium you can engage to make your stockroom and service 
department desirable to visit? 

COURTESY AND CIVILITY COST NOTHING 

Service matters are very often perplexing and perturbing. In 
all cases where you feel like becoming excited, exercise patience 
and be very civil. This MUST impress your opponent and agi- 
tator, who will, as a result, realize your efforts by your tranquil 
sincerity and appreciate it accordingly. 

The stockroom, too, must always deliver its wares with cour- 
tesy and respond to inquiries with civility. Fill the vacant space 
between the bins with Courtesy. Courtesy produces comment, 
praise and recommendation. Incivility results in harsh criti- 
cism, disappointment, dissatisfaction and loss of business. 

Another spark from the Service Battery next week! 



ances, which often determine an owner in turn- 
ing in his old car and purchasing a new one. 
Have Hudson dealers considered the sta- 
bilizing possibilities of standard appraisal for 
used cars? In many cities they have. Hudson 
dealers realize that they are permanent — that 
the Super-Six will always be in big demand. 
Therefore, it is to their best interest to sta- 
bilize automobile selling, rather than meet 
competition from two directions. A capable 
appraisal board will cut the overhead, take 
the elastic price-cutting knife out of the auto- 
mobile business, and eliminate the shyster 
methods, which stand in the way of real, 
progressive merchandising. How would an 
appraisal board in your city help your busi- 
ness? Think it over, and if you favor the 
idea, take the leadership in organizing one. 

New Super-Six Fan 

HERE is the story of a doubter who 
became a Super-Six apostate against 
his former prejudices. He tells it in 
a letter to H. A. Testard, Hudson distributor 
for New Orleans: 
Dear Sir: 

I never knew what all this talk about the 
speed of the Hudson Super-Six meant until 
I sat behind the wheel and stepped on the 
throttle. Then I knew at once I was driving 
a thoroughbred. It was not only ready and 
willing to go, but the faster you went the 
better it seemed to like it. 

And not only is it a speedy car, but smooth- 
running and easy riding. The comfort of the 
back seat is a revelation. I have never 
known anything to equal it. 
Very truly yours, (Signed) J. W. C. Wright. 
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THE ROYAL ROAD 

War Makes Its Rule Absolute 



" Ty OADS rule the world— not kings 
JX. nor congresses, not courts nor 
constables, not ships nor sol- 
diers. The road is the only royal line in 
a democracy, the only legislature that 
never changes, the only court that never 



sleeps, the only army that never quits, 
the first aid to the redemption of any 
nation, the exodus from stagnation in 
any society, the call from savagery in 
any tribe, the high priest of prosperity, 
after the order of Malchisedec, without 



beginnings of days or end of life. The 
road is umpire in every war, and when 
the new map is made, it simply pushes 
on its great campaign of help, hope, 
brotherhood, efficiency and peace." 



EARL S. FISHER, vice-president of the 
Lincoln Highway Association, recently 
outlined the road needs of the United 
States in war time, in a strong literary cap- 
sule, which presents our road development 
in comparison with that of Europe, and 
pleading for extraordinary efforts to improve 
our highway systems to insure the safeguard- 
ing of the country. His article follows in 
part: 

Brought face to face with the grim reality 
of war, Americans have no more important 
factor to consider from an economic and 
strategic standpoint than the development 
of our road system. 

Not the least forceful of the lessons which 
we have had an opportunity to learn during 



Circulate the "News" 



THE circulation of the Super-Six News 
Pictorial has developed with remarkable 
rapidity within the last few months. 
More and more dealers are coming to under- 
stand the value of its influential presentation 
of the Super-Six story to prospects. 

But as fast as this development has been 
it by no means "saturates" the field that is 
open and waiting for it. 

We believe the difficulty many dealers face 
in deciding to make a vigorous circulation of 
the News among their prospects is their 
hesitation over what would constitute a 
desirable mailing list. 

Practically every successful big business 
in the United States employs the mails pro- 
lifically to reach its prospects. The most 
telling campaigns are those which present 
their case with a dignity in character with 
the article they represent. The Super-Six 
News Pictorial is perhaps the most costly 
rotogravure publication in the United States. 
The workmanship is unexcelled. Dealers who 
are not using the Super-Six News lose the use 
of a polished, always-welcome representative, 
which talks "Hudson Super-Six" the year 
round, and never irritates a prospect. 

A list of names can be secured by keeping 
the addresses of persons who come to the 
salesroom to see the car, but who for one 
reason or another do not buy at the time. 
The Super-Six News will keep up a cordial 
contact between you and those persons. 

Doctors must have automobiles. Most 
lawyers must have them. The names of 
prospering doctors and lawyers therefore are 
excellent for your mailing list. 

The local medical society will supply you 
with the names of physicians in your locality. 
It can probably tell you which are financially 
able to buy a car. 

Merchants, brokers, real estate dealers, 
farmers, who are prospering, noted writers 
or artists, all should be considered in making 
up your Super-Six mailing list. 

We find it almost an axiom that dealers 
who make the widest use of the News are the 
most successful of the Hudson organization. 

We wouldn't back a losing proposition. If 
we did not believe so thoroughly in the 
effectiveness of the News we would not spend 
thousands of dollars annually in publication. 

Let this strong agency help you. Let it 
keep up the contact with your prospects, and 
find new prospects for you. It will pay. 



the kaleidoscopic progress of the world war is 
the absolute necessity of proper facilities for 
the transportation of men, supplies and artil- 
lery by other and more flexible means than by 
rail. 

Consider by what fragile threads hangs our 
present means of inter -communication be- 
tween our Pacific Seaboard and the teeming 
populous and great industrial production cen- 
ters of the East and Middle West. 

There are four million motor cars in the 
United States today, an ample number of 
which could be placed at the instant disposal 
of the government. The United States pro- 
duces, every day, more automobiles than the 
combined factories of Europe and the rest of 
the world can turn out in a month. Motor 



transportation has revolutionized modern 
warfare. We have the motor cars, but not 
the means of transportation — the permanent, 
through connecting highways which will stand 
up under the abusive use necessitated by the 
unnatural conditions of war. 

Our navy can be at but one place at a time 
and we have the longest coast line of any 
nation in the world, but give us the means of 
putting men in great numbers on either coast 
with facility and dispatch, give us the means 
of organizing, mobilizing and transporting 
our citizen soldiery, give us a system of roads 
in the United States such as Europe can 
boast, and our boundaries are as safe as 
though they were bristling with forts and 
eighteen-inch guns. 



GAMENESS! 

Not strength, not endurance alone can win — but 
gameness conquers all 



THE last issue of THE TRIANGLE reported a Hudson Super-Six racer's 
remarkable performance on La Condesa race course at Mexico City, 

when after bursting a tire in the fifth lap, it retained the lead for 24 
subsequent laps, until within sight of the finish, it cast the naked wheel and 
saw victory snatched from it. 

At that time we did not have the facts of two following races in which 
this same car engaged. 

The week following the Hudson Super-Six, racing on the same track, 
against four noted racing cars — four cars all of noted manufacture — beat the 
field. The Fiat was the only other car to finish. The Super-Six's time was 52 
minutes, 42 2-5 seconds. The Fiat's time was 63 minutes. 

The third race, a week later, also resulted in a Hudson victory. Seven 
cars started — the Super-Six, a Packard, a Fiat, a Peerless, a Lancia, a Hispano 
Suiza and an American. Only the Hudson, the Fiat and the Hispano Suiza 
finished — and in that order. The Hudson's time was 51 minutes, 17 3-5 sec- 
onds; the Fiat's 54 minutes, 29 seconds; the Hispano Suiza, 55 minutes, 211-5 
seconds. 

Amaury Munos drove the Hudson in all three races. There is evidence 
of power, speed and endurance in all of these races. 

But somehow, the thought that obtrudes above all is the "gameness" 
of car and man. In the first race a bursted rear tire failed to stop either until 
a resultant accident threw them out of the race with considerable damage. 
But misfortune did not daunt the driver, nor disable the Super-Six. A week 
later they came back and took victory from the heartless jade of the "fifth 
wheel." And just to show there was no hard feelings, it came back the third 
week and trimmed the field again. 

In Mexico City those polite citizens doff their hats as a Hudson passes 
and exclaim fervently: 

"Vive el Super-Six!" 
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NE SPAPERS! 

The Dynamic Advertising Medium 



EXTRA 



THE burden of the newspaper message today is 
closest the people's heart. Millions of eyes search 
its columns. Under the ocean on steel cables, over- 
head on the telegraph wires, are racing reports pregnant 
with destiny. 

The newspaper has crowded national magazines aside 
for the present as the medium par excellence for advertis- 
ing. "Next to Reading Matter" in the newspaper will 
meet every literate eye. Edition after edition, all day 
long the newspaper presses disgorge the latest word from 
all parts of the world. And all are eagerly read. 

The hotel guest hears the fillip of the newspaper falling 
through his transom in the gray dawn. Formerly he let 
it lie, until he was dressed. Now he gets up and takes it 
back to bed with him. The householder seizes the paper 
the first thing in the morning, and he reads the last edition 
before retiring at night. Newspaper circulation has 
jumped by thousands. And readers no longer turn first 
to the "comics" and "sports section." 

We would rather see the Hudson advertising today in 
the leading newspapers of every city than in any group of 
national magazines that could be suggested. 

And this is to urge upon YOU the desirability of making 
frequent use of YOUR leading paper to advertise the 
Hudson car. For there we believe we can place the most 
telling message today. World events more thrilling than 
any fiction the magazines can buy have captured the pri- 
mary interest of the public. We want our advertising 
"Next to the MOST INTERESTING reading matter." 
It must sense where public interest will focus and present 
itself there. Only that way will we derive the greatest 
effect from it. 

Hitherto the Hudson newspaper advertising has not 
employed illustration. We have used type to tell our 
story, and with truly wonderful results. But in these 
intense times the dramatic appeal is particularly oppor- 
tune. The illustrations we employ will vie in dramatic 
interest with the stirring scenes of our times. When pic- 
tures clamor from every page of every periodical it seems 
to us advisable to compete for interest with equally 



graphic drama. As you know the Hudson's epic career 
in record-breaking lends itself to heroic picturization. 

These new advertisements stop the reader as abruptly 
as if a revolver were presented. We think they are the 
most striking automobile advertisements we have ever 
seen. 

Elsewhere in The Triangle we reproduce in miniature 
one of these advertisements showing the famous Pike's 
Peak hill climb of the Super-Six. Look at it. It's grip- 
ping, isn't it? There are others in this series even more 
vividly powerful. 

And we want you to use them. It is desirable at this 
time to employ the most effective medium possible to 
tell the Super-Six story. That medium, we are convinced, 
is the newspaper. The pendulum, of interest has for the 
time being swung away from the magazine. Readers 
now turn to magazines not for stimulation, but for a mild 
digest of news they have already learned from the news- 
papers. Their minds are not receptive but digestive, 
satiated. We want our story to reach them when the 
intellect is sparking. We want it in the newspapers. 

We are sending you each week a page proof in this 
series of pictorial newspaper advertising. We will send 
the plates on your order — letter or telegraph. We are 
adopting this plan because we want to send plates only 
to those dealers who make use of them. 

All Hudson dealers should use this new advertising 
copy — the entire series. They will prove real business 
puller — every one of them. Each week the proof of the 
advertisement, authorized for release, will reach you. 
Wire or write immediately for the plates, giving the 
number, of course, and they will be forwarded to you. 

Another strong reason for the persistent use of the 
newspaper at this time is that our advertising copy is 
carrying NEWS. It will be timely in the newspapers. If 
delayed for publication in periodicals of less frequent 
issue it will lose force. 

The newspaper is the reading matter we want to "get 
next to." Let's all do our part, and make this the best 
paying advertising venture we ever undertook. 
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The Joys 
and 




Glooms 
of Life 



(Produced Under Management of the Hudson Wholesaling Contest) 

Cast and Score 



THE JOYS 

Mile. San Francisco 
Miss Memphis 
Senorita San Antonio 



io J 



Trio: "Though He's Cold and Hard, We Love the Brute; His Name 
is Cash." 



CHORUS OF JOYS 

The Misses Denver, Helena, Duluth, New York, Houston, Indianapolis, Omaha, New Orleans, Scottsbluff. 

Singing 
"He Loved You Best, But He Liked Us Too." 

THE GLOOMS 

(All Non- Winners, singing mournful bass in the deep, dank cellar.) 
"Our Chance Will Come; We'll Get You Yet." 



WHICH is by way of lightly announc- 
ing that the Hudson wholesaling 
contest is over. It closed at mid- 
night, May 30. We have prepared a list of 



the Grand Prize Winners from the telegraphic 
reports. The detailed letter reports from the 
distributors are not all in yet. Therefore, it 
is possible this list may have to be revised. 



On the face of the returns, however, the 
winners are as shown in the box below. The 
percentages given are in excess of maximum 
quota : 



Class A 

Place Name of Winner Prize 

1st San Francisco. . . . $1500 

Second and third not claimed under 

conditions of contest. 


Place 
1st 
2nd 
3rd 


Class B 
Name of Winner ( ( 

Memphis 1.56 

Denver 23 

Helena 097 


Prize 

$650 

400 

200 


Place 
1st 
2nd 
3rd 


Class C 
Name of Winner 

San Antonio 

Duluth 

Lincoln 


( • 
, c 

.86 

.11 

05 


Prize 

$450 

200 

100 



"TIME" 

AND 

YOU 

ANALYZE it any way you will the most 
skillful manipulation and expenditure 
' of Time IS success. Find a man with 
Time to give, and another with leisure to take 
the gift and you have discovered the most 
utterly worthless transaction in the world. 

The great business captains guard their 
Time behind successive wardens who admit 
none but other Misers of Time. These men 
SELL their Time, for profit. They GIVE 
money, perhaps, or what it will buy — but 
they SELL their time always. 

A salesman's time therefore is worth ex- 
actly as much as that of any prospect he 
solicits. If the prospect devotes a portion 
of his time to the consideration of arguments 
as to why he should buy a Super-Six, he does 
so because he expects to profit thereby. 
Neither the salesman or the prospect would 
be there if they did not expect mutual gain. 

Every Hudson salesman should be just as 
considerate of his own time, therefore, as he 
is of his prospect's. The salesman is a busi- 
ness man. He does not come to ask a Favor 
of the prospect. He is in the prospect's 
presence to sell him something which will 
be of benefit. He should not be diffident nor 
feel as an intruder, because such is not the 
case. He should not feel it necessary to 
flatter the prospect's views. The prospect 
in all probability doesn't care a rap for that 
sort of massage. Remember that his interest 
primarily is in the article you are selling him. 
Your interest is centered there also. You 
should keep it wholly on that point. 



San Francisco took the Grand Prize in 
Class A, by delivering 30 cars in the last three 
days before the time limit expired. In 
addition to winning the Grand Prize, it also 
took its maximum and minimum quota prizes 
amounting to $560. This together with two 
successive weekly first prizes for distribution 
of the greatest percentage of quota brings 
the San Francisco total up to $1560. Con- 
gratulations! 

The Memphis victory in Class B was fore- 
cast by its remarkable showing the first two 
weeks. Memphis took every first prize — 



the three weekly prizes amounting to $1200; 
its maximum and minimum quota prizes 
totaling $200, and finally the grand prize for 
Class B, $650. Its total contest winnings, 
therefore, are $2,050. These figures are all 
subject to revision, if full mail reports war- 
rant any change. In the next issue of the 
TRIANGLE the full report of all winners 
and their winnings will appear. Let's keep 
up the drive. We have hit a good stride. 
We have the impetus of a flying start. Let's 
carry it resolutely forward for even greater 
results. 



As a whole there are no finer, more self- 
respecting salesmen anywhere than in the 
Hudson organization. They sell a superb 
car for which no apology is necessary. They 
do not confuse unctuous flattery, kow-towing, 
flunky-dipping and fawning with salesman- 
ship. They know the sale of a car is an im- 
portant transaction, and address it in that 
spirit. 

But it is wrll to bear in mind always that 
your time and your prospect's are valuable. 
If you can reduce the time necessary to the 
consummation of a sale, the prospect will 
thank you, and have an increased respect for 
you. And you will be adding precious hours 
to your own purse of Time. 

The most successful salesmen are those who 
have the best appreciation of the value of 
their own time. They do not waste it in 
oversleeping, long lunch hours, early quitting. 

They go often to the Bank of Time; but 
every cheque they draw therefrom is spent 
with the utmost skill and wisdom. 

And so are we all continually checking out 
from our accounts in the Bank of Time. 

What are we writing on the "stubs"? 

Page Two 



Our First Race 



READY for the starter's gun, the Hud- 
, son Super-Six maiden fleet of racers 
is now at Uniontown, Pa., for its 
first spin against the world' fastest 
special racing machines, May 10, at the 
Uniontown Speedway. 

Two cars are entered, Ralph Mulford 
driving one and Ira Vail the other. 
Arthur J. Hill and Billy Chandler will 
direct the race from the pits, and Ralph 
Kriplen and Jack Gabel, respectively, will 
occupy the mechanicians' seats in Mul- 
ford 's and Vail's' racers. The fleet has 
been at Uniontown for several days tun- 
ing up, and the team is enthusiastic over 
its performance. 

They're off! Who's pulling for the 
Hudsons? We A-LL-LLL are!!! 
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Here Is First of New Pictorial Ad Series 

Use Them In Your Newspapers 



Super-Six Wins Famous 
Hill Climb 

THE Hudson Super-Six again has been 
victor in an important hill climb con- 
test against a large field of cars ambi- 
tious to show their powers against the "King 
of Hill Climbers." Although the event was 
not under A. A. A. sanction, it nevertheless 
was carefully inspected by observers thor- 
oughly competent to determine the stock 
character of the entries. 

Twelve cars competed against the Super- 
Six in the "Rim of the World" hill-climb, 
April 24, near San Bernardino, California, and 
it outstripped all, winning with one minute 
and six seconds to spare. 

The Super-Six was driven by Ben Buck- 
strom. It was privately owned by Ralph E. 
Swing of San Bernardino, and entered by 
H. J. Kelley. It was a stock touring car, 
carrying the driver and two passengers. The 
event was staged by automobile dealers of 
San Bernardino. Ben Buxton drove the 
Super-Six up the tortuous, precipitous Water- 
man canyon grade in 18 minutes, 8 2-5 sec- 
onds. The Cole Eight finished second in 19 
minutes, 14 seconds; the Studebaker Six was 
third in 20 minutes and 27 seconds. Two 
cars failed to finish. The time of the other 
competing cars ranged all the way to 25 
minutes. The distance was eight miles. 

Thousands of tourists lined the course to 
witness the event, and as the Super-Six with 
Buxton driving swept up the winding road- 
way to the "Rim of the World" they cheered 
and waved them luck all the way. At a bad 
turn in the road the winning Super-Six came 
near disaster. Buxton came up the steep 
grade to the turn at such terrific speed that 
the Super-Six swept broadside over, but the 
driver quickly straightened his mount and 
sped on to victory. 



The Mission of the Ad 



THE primary purpose and mission of 
advertising is to attract attention and 
excite interest. Undoubtedly some 
actual sales are made by advertising, but 
more usually it just brings your covey of 
prospects into view and you have to do your 
own shooting from that instant. Advertising 
serves the merchant much as a game dog 
does the hunter — it flushes the quarry, but 
infrequently bags it unassisted. 

Too often salesmen are inclined to depend 
upon advertising to make the decisive shot 
for them. It is obvious that it must be ad- 
dressed to such a mixed audience that it can- 
not supplant the skillful personal encounter 
which always will be most effective in closing 
sales. A successful hunting dog is the one 
which brings the game into the hunter's view, 
either by surprising it from unsuspected 



haunts, or enveloping it in the chase and di- 
recting its flight past the hunter's stand. But 
the successful hunting trip then depends upon 
the expertness of the hunter in stopping the 
game with a shot. 

Successful advertising, to carry out the 
parallel, is that which finds prospects, interests 
them in a certain article, directs them to the 
merchant who has the ware to sell. It has 
done its full duty then. From then on it is 
up to the merchant and his selling force. 
Either advertising or salesmanship is incom- 
plete without the other. 

Advertise freely by all means! But do not 
account the man who comes into your sales- 
room as sold — or even partly sold. He is 
interested. Your success will be exactly in 
proportion to the skill you display in the 
personal encounter with the prospect. 

Page Three 



Patriotism ! 

Hudson Men Help Nation to Prepare 

HUDSON dealers and distributors 
throughout the country have exhibit- 
ed their patriotism, in the war situa- 
tion confronting the country, in the most 
practical manner — by giving the use of their 
automobiles and their services in a score of 
different ways. 

H. J. Schwartz, proprietor of the Standard 
Motor Car Co., of Columbus, O., has directed 
the entire organization of the Red Cross in 
that city, securing more than 20,000 members. 
He also contributed the use of a number of 
Hudson Super-Sixes in the work. 

H. J. Arnold of Los Angeles has donated 
one of the trucks of his big new service fleet 
to aid in recruiting. 

Walter J. Bemb, president of the Bemb- 
Robinson Company, Hudson distributor for 
Michigan, has tendered to the local com- 
mittee in charge of the Red Cross campaign 
his entire fleet of famous black-and-white 
service patrols. 

From many other cities also have come 
reports of the Hudson organization's activity 
in aiding the nation to prepare for war. 



Hudson Super-Six Window 
Transfers 



Dealers who have not Hudson 
Super-Six Window transfer signs 
on their showroom windows can 
secure transfers for this purpose by 
writing the Advertising Depart- 
ment. Be sure to state the 
quantity you require. 
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WAR 



Business Maker 




With 



THIS, gentlemen, is Mr. WAR, the world's greatest and most extravagant customer, 
equal sangfroid he buys a $20,000,000 battleship or a 10-penny nail. He has more money uuui 
the combined wealth of the world; for he has just thrust his hand in the pockets of the Future 
and fetched out the gold of unborn generations. 

WAR MUST BUY EVERYTHING 

For Mr. War, as he exists on this side of the water, is rusty at his pastime, and can spare no ex- 
pense in preparation. He must be equipped from crown to heel — at any and all costs. 
"Armor me!" he cries. "Spare no cost, but secure me for battle !" 

"But you destroy business," quavers the multitude. "You will pay all to your armorers." 
Mr. War, they say, is a grim, unsmiling fellow, but gusts of laughter must shake his stout inwards 
at this naive crack on the part of the populace. 

YOU ARE THE ARMORER! 

"Why," he shouts, "I make business. I redouble the flow of money in circulation. Of course I 
pay my armorers! And who are they, pray? You and you and you — all of you, my dear Citizens. 
The girl who rounds her shoulders over a spindle, the boy who urges the plow, the presidents of great 
railroads and automobile factories, telegraphers, shoemakers, weavers, blacksmiths, machinists, 
apothecaries, canners, chemists, grocers and garnerers of wheat. 

"Now, my children, run quickly and bring me my armor, and I will pay you, and be off, for battle 
awaits me." 



Truly War is the greatest business 
maker. He does not destroy business, 
but stimulates it to meet his needs. 
Right now he is driving the wheels of 
practically every industry, overtime. 

In cooler strain let's consider some 
figures presented by the most widely 
read and authoritative financial paper 
in America. It says: 

The stimulus of government buying and 
war activity is being felt in many lines and 
domestic and foreign requirements continue 
in exceptional volume. All the big industrial 
plants of the country are humming. 

The advent of spring has also stimulated 

War has just ordered his armor. American business 
is organizing on a gigantic business to supply it for him. 
More money will be released in the United States in the 
next few months than the country ever had in circulation. 
Every branch of business will quicken. Automobiles will 
be in greater demand than the capacities of factories to 



retail trade and buying for fall deliveries does 
not seem to be greatly restricted by the fact 
that the country ha? entered the world war. 

The unanimous passage by the House and 
Senate of the $7,000,000,000 war revenue bill 
was an important development and the way 
in which the sale of $250,000,000 certificates 
of indebtedness of the government went has 
been most satisfactory to the banks. 

An important sidelight on industry fur- 
nished during the week was the quarterly re- 
port of the United States Steel Corporation. 
It showed net earnings of $113,121,018 for 
the three months ended March 31, the largest 
for any quarter in the history of the company. 
Surplus for the common stock was equivalent 
to $18 per share, or at the rate of $72 per 



share per annum. Judging by March earn- 
ings alone net earnings of between $125,000,- 
000 and $130,000,000 appear possible for the 
second quarter. 

Increased dividends and extras are the 
order of the day. The Steel Corporation's 
extra of 3% was unexpectedly large. Many 
New England mills have declared substan- 
tial extras also during the week, reflecting 
the great activity and profitable operations 
in the textile industry. 

Wage increases are also being made, the 
Steel Corporation having recently announced 
a 10% increase. The coal miners, both bi- 
tuminous and anthracite, have also obtained 
increases and the American Woolen Co. and 
other concerns have again raised the schedule. 



supply them. 

Let us look forward with confidence, keep working at 
highest pitch, and let nothing divert us from our own 
task. It is predicted by many business experts that the 
supply of automobiles will be exhausted by August. Are 
you prepared? 



Hudson Owners to Hold Picnic Series 



WE have just received an invitation 
to a picnic from A. H. Patterson, 
Hudson dealer at Stockton, Cal., 
who is one of the drivers who relayed the 
Super-Six on its double transcontinental run. 
Somehow our mighty driver, tamed to toting 
picnic baskets and getting water from the 
spring and helping set the table on the grass 
is a mighty hard picture for the imagination 
to conjure up. But here is his invitation. 



You can't go behind those returns. 

It is Mr. Patterson's intention to hold 
these picnics once a month for Hudson owners 
and their friends. The series will take in the 
many wonderful scenic riches of the sur- 
rounding country. The first is to be near the 
old town of Knights Ferry on the Tuolumne 
River, May 6. All of the Hudsons will meet 
at the Patterson garage early in the morning 
and follow a pilot to the destination. 
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Mr. Patterson says it is his desire to draw 
the owners of Hudsons together in a sort of 
family circle, and he believes many of them 
will make valuable acquaintances in this way. 
It seems to the Editor of the Triangle that 
this plan could be adopted by almost any 
Hudson dealer with good results. In a later 
issue of The Triangle we will report what 
success Mr. Patterson has with the picnic 
series. 
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7,000,000,000 New Money ! 

A Biologist said the Figures looked like an Enlargement of Blood 
Corpuscles. They are exactly that— a new blood infusion for trade 



THE sword will edit the new issues of Bradstreet's 
and Dun's. A new money peerage is in process of 
creation at this moment. Of course we want to 
lose no time in making the acquaintance of this new 
field of prospects, but for the present let us consider the 
business conditions responsible for their appearance. 

The United States authorization of $7,000,000,000 
bond issues means virtually that that amount has been 
borrowed from unborn generations to be released for 
present currency. It means that that inconceivably huge 
sum will be poured into American business in addition 
to the great wealth already in circulation. Many big 
fortunes undoubtedly will be founded in this war pros- 
perity. But the government has promised safeguards 
against great excess profits and the result will be to 
create many well-to-do men instead of just a few swollen 
fortunes as our past wars have done. 

Almost every dollar of that $7,000,000,000 will be 
spent right here in the United States. It will go for 
wages, materials, farm produce, industrial products, 
clothing, munitions. It will speed up American industry 
to a tension never before known. It will quicken trade 
in all directions. 

The presence of that money in American business is 
already being felt. Here are just a few items which 
show how business has strengthened since the entry of 
the United States into the great war. 

The United Steel Corporation announced another 10 
per cent increase in wages. Commercial failures in the 
first quarter were fewest in seven years, (even fewer 
than in 1915 and 1916 when Europe's wealth was being 
poured into this country). The aggregate liabilities of 
failing concerns was lowest in eight years. Gold hold- 
ings in the United States treasury, $3,044,000,000, the 
largest reported by any government in the world's his- 
tory. March bank clearings outside New York city 
were the hugest ever shown in a single month. March 
sales on the New York stock exchange aggregated 
18,658,267 shares, the largest total for that month since 
1907. 

According to experts the country needs and could use 
to good advantage 1,000,000 additional workers, skilled 
and unskilled. Man-power just now is the most diffi- 
cult thing to get. There is plenty of money for wages 
and for development of enterprises. Observers every- 



where comment on the steadiness and orderly attention 
to business in contrast to the nervousness witnessed 
during the preliminary excitement of the Spanish- 
American war. 

The country is to be congratulated on its calm refusal 
to stampede with the hysterical evangelists of economy. 
These save-or-go-broke billy Sundays hit the trail almost 
alone. 

The sane leaders of every community have been riding 
herd on these croakers with such good effect that they 
have done no permanent harm. Evidence that the 
temporary vertigo has passed is everywhere. Govern- 
ment officials who in part sanctioned the "economy 
movement' ' are convinced now that no reason exists for 
the alarm, and are recalling their hasty words with as 
good grace as they can muster. 

We are entering up the greatest industrial era of any 
country in the history of the world. In the past we have 
said that the United States could feed, clothe and supply 
the world's wants. That was just by way of graphically 
depicting our great wealth and resources. Now we will 
have to do just that. We will have to feed and clothe 
and supply not only our own nation and army but the 
allies as well in large measure. 

There is bound to spring up coincidentally with our 
great war traffic, a huge new field of prospects for motor 
cars. Men must move quickly. The men of the present 
are the wardens of the future. Just as the guardian of 
a minor heir to great wealth spends freely to keep safe 
the holdings of his ward, so must this generation spend 
to secure the estate of the next. 

We recognize that scrimping has no virtue as econ- 
omy. We must keep money in circulation. In fact the 
needs of our emergency will compel great amounts of 
money to enter into circulation. It is impossible to 
classify the many new utilities that the motor car will 
find in these times. 

Among the men who make money during this huge 
industrial development Hudson dealers are going to find 
many new prospects. They will be stock-brokers, man- 
ufacturers, insurance men, chemists, inventors, doc- 
tors and lawyers. The new regime will also bring many 
women into financial prominence. 

The new peerage of wealth should ride in Super-Sixes. 
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lild the Salesman ! a HE ,s £^ s Y0U 





SALESMEN and cities are alike in one respect. They 
are built — not born. The genius, the inspiration, 
the opportunity may be there, but these are only 
materials. They must be shaped wisely to expand. 

How many anaemic villages stand meaningless upon 
sites where a keener vision would have reared sky- 
scrapers! Because the city fathers were little men in- 
capable of seeing in big terms, directing or planning 
largely. 

How many salesmen are warped through the failure 
of those in command to see their large possibilities and 
direct their expansion! 

The salesman in his work meets almost every phase of 
human nature. Problem after problem unfolds before 
him that in his personal experience have no precedents. 
He must depend on his own wit and resourcefulness in 
these emergencies, which often require the most skillful 
finesse. It is important therefore that he be built up 
to the point where he can take care of himself in the 
catch-as-catch-can encounters of salesmanship. 

His problems are not his alone. They are the property 
of the entire selling organization. To carry it even fur- 
ther they belong to the entire Hudson organization. The 



salesman should not be permitted to feel that his prob- 
lems are his exclusively — that his is a lonely fight. He 
should be able to bring his case into the court of the best 
selling knowledge which the organization affords and get 
impersonal counsel as to the best solution. And he 
should do this without feeling he has surrendered per- 
sonal initiative in the face of fire, nor shifted personal 
responsibility. 

The Salesmanager's office should be a Board of Ex- 
change, where problems and solutions are traded. It 
should be a school room where salesmen may learn suc- 
cessful methods, from instructors who have practiced 
them successfully. 

In a great many of the big Hudson distributing forces 
these "round tables" have long been employed effec- 
tively. In some of them the salesmanager holds a lively 
session every day; in others less frequently, but often 
enough to maintain that close touch between all mem- 
bers of the selling organization which is necessary to 
the fullest effectiveness. 

It is the surest way to the individual growth of the 
salesman. It is the best method for the development of 
a well rounded selling organization. 



Super -Six Sticks 

in Mud 

And to Its Task 



X TT THEN a fellow is elected to Congress 
\/\/ to make laws, he has a warm feeling 
* ^ around his heart something like a 
cocktail instigates, and a lump of manly 
emotion in his throat somewhat similar 
to the laryngal affection he had when his 
first girl walked home from the party with 
"the other fellow." 

But war, weather, and bad roads escape 
the legislative powers of Congressmen even. 
Representative John Gerlich and Carl Hoerr, 
Hudson dealer of Mankato, Minn., started 
from Mankatoon a week-end business trip to 
Oglesby. They drove the last ten miles 
through mud that was axle deep, passing 
a number of venturesome cars, which had 
overstepped their powers. The Super-Six 
finally sank in a hole which covered the 
hood and had to be pulled out. But Repre- 



sentative Gerlich declared it the greatest 
car performance he ever witnessed. And the 
Super-Six took the party back to Mankato 
without the slightest trouble, merely giving 
the ugly hole a respectful obeisance as it 
passed. The other venturesome cars were 
still "stuck," according to Mr. Hoerr. 



OBITUARY 



"No Thoroughfare" 

RICHARD PREECE of Toledo met that 
sign repeatedly in the course of a 
4600 mile tour he has just completed 
through the South. 

"Hotels frequently posted notices that 
certain roads were impassable to automo- 
biles," said Mr. Preece. "Many times 
residents of communities which were linked 
by bad roads told me no automobiles had 
traversed those sections for months. But 
the Super-Six kept going. Often I met other 
cars laid up with stripped gears but the 
Super-Six kept on. And after all that abuse 
I drove it back to Toledo and it is still fit as a 
fiddle!" 



"PENNY- IN -THE-SLOT MEN" 



PRETTY soft for me. I stand where the human tides ebb and flow. I supply 
peanuts and chewing gum. I do not promote either. I have these articles. 
Folks can take them or leave them. I should worry! If they take them 
my stock will be renewed by an attendant. If they don't, all right. They put 
a penny in the slot, and I supply the wares. Sometimes I am out of order and 
don't work. O, sure! And people swear at me and say I'm a fraud. But as I 
said before, I should worry. It's none of my concern. I didn't ask them to buy, 
did I? I didn't go over and say: — "Here little boy, I am selling a fine, healthful 
quality of peanuts, the best investment for your penny in the city?" You bet 
I didn't. That's not my style of doing business. If people want what I've got 
they can try me with a penny -in-t he-slot. If I am out of order and give them 
poor service that's their affair. Indeed I am not going to run after business, 
because that would put obligations on me. And I can't be annoyed by obliga- 
tions. 

There are a lot of people just like me in other lines of business. They just 
stand around in the same dignified take -it -or -leave -it manner that distinguishes 
my method of doing business. Will I be standing here next year? You bet I 
will — and the year after too, until I wear out. So will those other people I spoke 
of. You see we — they and I — are "Penny -in-t he-Slot" machines. And we never 
get anywhere. 



A PROMINENT motor magazine not 
long ago published a list of "orphan 
motor cars." Their parents are dead. 
Practically the whole alphabet is repre- 
sented in this list of defunct manufacturers, 
who were cancelled by unfitness. (Do you 
remember any of these cars?): 

Airocar, Alpena, Badger, Cino, Corbin, 
Dragon, Ewing, Fuller, Gleason, Holsman, 
Indiana, Jewell, Komet, Lion, Marron, 
Nance, Orson, Parry, Queen, Ricketts, 
Sultan, Stevens - Duryea, Traveller, Van 
Dyke, Wahl or Zip? 

Probably not. We don't somehow recall 
many of them ourselves. And the field is 
narrowing. The fit survive. 



"To Caesar What is CaesarV 9 

ON THE stationery of Jacob A. Cohen, 
general merchandise dealer of Verona, 
Pa., comes this letter, which we value 
as one of the sincerest tributes that has been 
paid the Hudson Super-Six: 

Gentlemen: I have been wanting 
a car for the last six years. I have 
looked them all over. I could have 
bought a cheaper car several years ago, 
but my desire was fixed on a Super-Six. 
I wanted a Hudson Super-Six and have 
bought one. I am satisfied that I have the 
best car that money can buy. The bunch 
of Cohens as you see above (per en- 
closed picture) had several rides in it 
and promised to work harder for the 
good pleasure they get out of it. Yours 
truly, 

(Signed) J. A. Cohen. 



Another Temple to Mercury 

ANEW motor racing speedway will soon 
be erected at Farmington, Utah, mid- 
way between Salt Lake and Ogden. 
Jack Prince, one of the most noted of speed- 
way builders, is behind the project. He 
promises that the new speedway will be 
the fastest in America. 

The Super-Six racers will be there when 
the first race starts! 
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Tommy's Day 

Super-Six Convalescent Tour is 
Big Success in Toronto 



Get in Focus ! 

Advertise in the Newspapers 



O, it's Tommy this and Tommy that, 
And, ll Tommy run away!' 1 
But it's "thin red line of f eroes" 
When the band begins to play. 

—Kipling. 

THOMAS ATKINS, the British fighting 
man, and young Sam Hill, his bellicose 
American cousin, have felt that the 
piping times of peace often neglected them, 
to run after such impermanent gods as 
money, moving picture idols, chorus girls, 
baseball stars and the man with the automo- 
bile. 

But there is a warmer corner for Tommy 
and Sam, in the great heart of the public, 
than they suspect. 

A Super-Six owner in Toronto not long 
ago wrote to A. M. Thompson, vice-presi- 
dent and managing director of the Dominion 
Automobile Company, Ltd., Hudson dis- 
tributors for Toronto, suggesting that a day 
be set for Hudson Super-Six owners to take 
convalescent soldiers from the hospitals for 
an auto spin in the open. 

Mr. Thompson acted on the suggestion 
immediately. He made arrangements with 
the hospital authorities and with owners of 
Super-Sixes in his territory for a "Super-Six 
convalescent day." 

The Hudson company has just received 
a report on the event from Mr. Thompson, 
which The TRIANGLE reprints in part: 

"We had an outing with the Returned 
Soldiers from different hospitals in 
Toronto. We had about 60 Hudson 
Super-Sixes, and took about 225 soldiers 
for a run. We got some splendid pictures 
— one taken in front of the Parliament 
buildings with all the Hudsons head-on. 
We also had a number of prominent 
people driving their own cars, including 
a number of ladies. Moving picture men 
took pictures at the hospitals, showing 
wounded soldiers being carried out to the 
automobiles, some without legs, some with- 
out arms, some with only one leg, and 
some of them on crutches. One-hundred- 
and-twenty-five feet of film will be shown 
at the leading motion picture houses of 
Toronto — also in Ottawa, Hamilton and 
London. 

I could easily have had 100 Super- 
Sixes for the day, but there were not 
enough soldiers to fill all that were 
offered. 

The impulse to serve, to help, did this. 
Primarily the purpose of this parade was to 
give pleasure to wounded soldiers. A second- 
ary result was that the event advertised the 
Hudson Super-Six. This it did in a big and 
appealing way. It showed the fashion of 
spirit that animates the Hudson organiza- 
tion. It showed the sort of people who own 
Hudson Super-Sixes. Worth while — like our 
car and its records. 

Does this successful event suggest any- 
thing of a similar nature which you could 
do in your territory? 



YOU have seen photographs, dis- 
torted and blurred, useless from 
the standpoint of beauty and 
conveying an imperfect story. 

They were out of focus. The cam- 
era saw them imperfectly, and hence 
reported them imperfectly. 

Advertising, out of focus, likewise 
loses force. It leaves no clear-cut 
impression on the lens of the reader's 
eye. At present we believe magazine 
advertising is out of focus. We be- 
lieve the newspapers, unfolding a 
thrilling turbulence of events, have 
cynosured the lively interest of the 
entire nation. 

They are read by the highest and 
lowest. They have reached even our 
lethargic "bored classes" with the 
stimulating effect of a powerful drug 
pellet. We have no blase citizenry 
left. The newspapers are the domi- 
nant interest of the nation. Hudson 
advertising should appear in them 
more than ever. It will be photo- 



Going to Cincinnati for the 
Memorial Day Race? 

HUDSON dealers who plan to attend 
the Dealers' Speedway Races at Cin- 
cinnati, Memorial Day, May 30, are 
requested to notify The Welbon Motor Car 
Co., Hudson Distributors in that city, so that 
plans can be made to receive them. 



graphed by the human eye in the 
same "exposure* ' that takes the fall 
of a beleaguered city or some great 
exulting sea victory. It will leave a 
clear-cut impression. 

For the time being popular interest 
overleaps the magazine; for it deals 
with fiction that is pallid beside the 
red - blooded actualities which are 
newspaper commonplaces. 

Expressly for this novel situation 
we have created a series of pictorial 
advertisements for newspaper inser- 
tion — striking, powerful, vivid, — 
claiming attention and interest equal- 
ly with the pictures of military and 
naval exploits. Each week you will 
receive a proof of the current adver- 
tisement. Write or wire and the 
plates will be forwarded to you 
immediately. 

Let's keep the Hudson Super-Six 
in the place to which its prestige en- 
titles it — the cynosure of interest — 
the newspapers. 



Our Overseas Trade 

EXPANSION of the Hudson Super-Six 
trade in South America is remarkable. 
We are shipping to an ever widening 
market, in our sister republics to the South. 
Some day we may collect the names of rulers 
who drive Hudson Super-Sixes. Among them 
would be the King of Sweden, the Emperor 
of Japan and the President of Venezuela, 
J. V. Gomez, to whom a special Hudson 
Super-Six has just been delivered. Presi- 
dent Gomez designed the car himself. He 
also bought, in the same order, another 
special Super-Six for his son. 



CORRECT! 



The figures given last week in the 
Hudson wholesaling contest were cor- 
rect. No changes in the winners were 
expected. But the possibility that letter 
returns might alter the finals decided 
us to hold open the contest until this 
issue. 

We now write "stet"— "30"— the end— 
<<23" — the winners are all in as reported. 



H. O. Harrison, Hudson distributor for San Francisco, sent this picture of Kolb 
and Dill, noted vaudeville comedians, giving themselves a good time in a Hud- 
son Super-Six. The vaudevillians say the Super -Six is one type of national 
hero they will never attempt to foil. May they never see an empty seat when 
they face the audience for their "turn!" 
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Are You Interested in This Form of 
Salesroom Display? 



TODAY your Super-Six exhibit is set in the atmos- 
phere of Riverside Drive, New York — a part of the 
scene, indeed. Next month it is at the auto races 
or the country club; at wonderful Ostend or fashionable 
Newport. 

Yet it never moves from your showroom — except when 
you sell it and replace it with another. 

From time to time we get many requests from Hudson 
dealers for suggestions on how to beautify the Super-Six 
salesrooms at moderate cost. Some standard design was 
favored so that tourists in any part of the country would 
instantly recognize the Hudson dealer's plant. 

We are now able to offer Hudson dealers the most 
ingenious and attractive showroom display in use any- 
where. To secure this moderate price, however, it is 
necessary that a large number of Hudson dealers buy the 
plan. And we want to hear from you on the proposal. 

We will outline the purpose, principal features and 
uses of this display. 

The physical equipment consists of three stout, hand- 
somely finished wood frames, joined and stanchioned to 
stand upright either fully extended or enfold a car in 
a semi-circle. The middle frame is 20 feet in length by 
5 feet high. The two end frames are 10 feet long by 
5 feet in height. They have a beaverboard back. The 
frames are intended to display posters in 8 colors, especi- 
ally designed and drawn for the Hudson. 

They are handsome in appearance — of a character 
eminently fit to be associated with the Hudson Super- 
Six. We would consent to nothing less. The poster- 
service which we plan to supply for this screen consists 
of six changes a year. The posters will be exclusively 
Hudson. They will deal with any subject we choose. 
They will be drawn by any artist we desire to select. We 
may choose from such men as Maxfield Parrish, Penrhyn 



Stanlaws, Stanley Fisher — artists whose work adorns the 
covers of the leading magazines. They will be produced 
by the greatest lithographing house in America. 

On your sales floor the frame will stand about 6 feet 
in height over all. It can be arranged to cover a length 
of slightly over 40 feet or telescoped to 20 feet. It is 
easily movable. 

Among the subjects we have in mind for reproduction 
in this poster service are the transcontinental run, the 24- 
hour run and some of the Hudson's races this year. This 
will be varied from time to time to show the Super-Six 
in settings suggestive of luxury — on famous boulevards, 
at noted golf and country clubs. Scores of dramatic and 
scenic subjects suggest themselves. 

It is designed to make this poster screen the back- 
ground for your Super-Six display. It is adapted in such 
a manner as to make your exhibit a part of the poster — 
fuse it in the atmosphere. 

The plan has many appeals. First of all it is exclusive 
to Hudson. Therefore it will be distinctive. The idea is 
wholly new and for that reason alone will attract 
attention. 

Furthermore it will tend to give universality to the 
Hudson agencies. It will be a distinctive feature of the 
Hudson, encountered wherever there is a Super-Six 
agency. 

The picture above but feebly illustrates the beauty of 
this display. We reproduce it merely to give you an idea 
of its possibilities. 

If enough Hudson dealers take it we can furnish this 
display at a cost of less than $80 for the first year, and 
about $35 a year thereafter. 

Will you take it? Are you interested in its possibilities? 

When you put this TRIANGLE down pick up your 
pen and let us know what you think of it. 
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Why Super-Sixes Costs Less 

Show These Figures to Prospects Who Doubt 
We Reduced the Cost 



'OU know the man who cries, "A Hold-up!" 

When eggs advance and Friend Wife reports the 
tragedy he exclaims, "A Hold-up." 

When shoes go up, or coal, or meat, or bread; when his 
gas rate is advanced, when his hatter regrets to announce 
a price-rise, when his newspaper jumps from one cent 
to two and his pet waiter no longer smiles radiantly at 
the old-size tip — at each additional charge he exclaims, 
"A Hold-up!" 

This man prides himself on his independence usually 
and frequently he asserts it by refusing to buy, even 
denying himself and family certain necessaries by way 
of showing his resentment. He obstinately refuses to 
see in the general advance of prices the inevitable perco- 
lating process of increased prosperity. He does not re- 
late his own increases in wealth to the changed situa- 
tion, but rather is inclined to attribute it to his cleverness 
and business astuteness. In other words he does not 
analyze. 

Unfortunately that type of man is not numerically 
small. He resents a price advance as a malicious attempt 



Hudson dealers should be prepared to combat with 
cold figures any assertion that Super-Sixes advanced in 
price. In previous issues of THE TRIANGLE we have 
proved that compared to rises in food and farm products 
an actual reduction was effected in the price of the 1917 
Super-Six. 

Now we have completed a survey of comparative 
prices of raw materials that enter into the building of 
the Super-Six. Taking their cost a year ago and today 
as a basis we will present some of the most striking 
figures. They show that in the production of Super- 
Sixes we have absorbed vastly greater increased costs 
than has been added to the Super-Six price. 

The table shown could be extended to every item of 
material used in building a Super-Six. It shows that we 
are paying an advance of from 30 to 300 per cent for all 
materials that enter into a Super-Six. And this is 
exclusive of labor advances which have been tremendous 
and coal prices which increased enormously. Freight 
and express rates also advanced. 

Yet the Super-Six price in dollars was increased only 
20 per cent. 



In each 7 -passenger Super-Six we use: 
Amt. of material 



Cost 1916 



Cost now 



Increase in 
percentage 

250 lbs. frame steel $ 1.35 per cwt $ 5.25 per cwt 289 

355 lbs. sheet metal 2.75 per cwt 8.15 per cwt 297 

110 lbs. aluminum castings 28 per lb 50 per lb 179 

210 lbs. cast iron 13.25 per ton 43.00 per ton 325 

Our leather increase which is one of the most important items is 40%. Other upholstery items have 
advanced 100%. Our wheels have advanced 80% in price; our front and rear axles 30%; the components 
of our tires, rubber and cotton, have advanced 75% and 150% respectively. We use 60 pounds of copper 
in each Super-Six; it costs 100% more than a year ago. 



to rifle his pocket. Merchandisers in all lines recognize 
the importance of showing this man just why it was 
necessary to advance their prices. 

They know they will lose a considerable patronage 
unless they do. And then there is another large silent 
group of buyers who do not protest openly but merely 
pass up the article which has advanced in price and 
accept an inferior one. They, too, if made to realize 
that the price advance is justified remain loyal in their 
custom. 

In the sale of Super-Sixes we must take all pains to 
remove any impression that the Super-Six of 1917 at 
$1,650 actually costs more than the 1916 model at 
$1,375. 



Hundreds of your prospects realize that the Super-Six 
price advance was comparatively small. To these men a 
smaller increase would have spelled but one thing — that 
we had reduced the quality of our materials and our car. 
They know to maintain that quality we inevitably had 
to increase the price. You need waste no time in edu- 
cating these men. 

But you should discover those among your prospects 
who do not understand these facts and who are inclined 
to question the new price. Show them these figures. 
They will be convinced that the new price is just. And 
it may be just this information which will decide them 
to buy a Super-Six. 
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Many Dealers Want Proposed Salesroom Display 



THERE has been already a strong response from 
Hudson dealers throughout the country expressing 
the hope that the show-room screen display pre- 
sented in the last issue of THE TRIANGLE will be 
ordered by enough dealers to make its adoption feasible 
in price. 

Time has not elapsed to allow us to hear from many 
of our distant dealers, but the interest evinced by those 
who have replied leads us to believe that the poster ser- 
vice will be demanded as a standard Hudson salesroom 
display. 

We would like to see it a fact. It would help a great 
deal in the sale of Super-Sixes. It would add further 
distinction to the Hudson organization. It would give 
a snap and smart, tasteful atmosphere to Hudson sales- 



rooms that could not fail to attract attention and ad- 
miration. 

You would be able to present in your salesroom every 
two months a new, exclusively Hudson picture, 40 feet 
in length by 5 high, done by the best artists in America, 
and displayed on a handsome, finely constructed frame — 
the entirety in every way commensurate with the prestige 
of the Hudson cars. 

It is necessary that we hear from you at an early 
date in order to complete our plans for this service. 
Look at your salesroom. Don't you think such a display 
would attract attention, and help you sell Super-Sixes? 
If so send us your opinion. 

Read THE TRIANGLE of last week for a detailed 
description of this display plan. 



Jefferson Highway Tour is on Its Way 

High Canadian Officials Select Super-Six for Trip 



THE trip of Canadian officials over the 
Jefferson Highway from Winnipeg to 
New Orleans, which was attempted last 
fall, but abandoned because of road condi- 
tions, has been reorganized and started Mon- 
day, May 14, with a distinguished party of 
high Canadians. 

A Hudson Super-Six has the position of 
honor in the important tour. It was selected 
for the journey by Premier Norris of Mani- 
toba, His Worship Mayor Davidson of 
Winnipeg, Thomas Johnson, commissioner of 
public works of Winnipeg, and Street Com- 
missioner Tallman. 

D. J. Wright, treasurer-manager of the 
Western Canada Motor Car Co., which sup- 
plied the Super-Six, accompanied the dis- 
tinguished party in the Hudson car for the 
first few hundred miles. 

This trip is one of the most important and 
significant tours ever undertaken. It actually 
completes the project of the Jefferson High- 
way — the linking of the Gulf States with our 
northern neighbor on one great road. Great 
preparations have been made in all cities 



along the Jefferson Highway for the reception 
and entertainment of the Canadian officials 
and other persons on the tour. The principal 
cities through which the Jefferson Highway 
runs are: 

Minneapolis, Des Moines, Kansas City, 
Tuscogee, Okla., and Shreveport, La. The 
Southern terminus of the Highway is New 
Orleans- 

The prominence of the Hudson Super-Six 
as the car occupied by the most distinguished 
members of the tour will give it excellent 
advertising. 

The Dashiell Motor Co. of Joliet, 111., 
Hudson agents, has moved into a new estab- 
lishment at 504 Clinton street. 



La Tribuna Illustria, the largest magazine 
in Italy, reproduces in a recent issue a picture 
of the Hudson transcontinental record car, 
as it rounded Columbus Circle, New York, 
the turning point of the twice-across-America 
run, in which the Super-Six broke the record 
in both directions. 



"Patriotic Service" 

Howard E. Coffin of the Advisory 
Council of National Defense gave this 
definition of patriotism in a recent wide- 
ly published address : 

PATRIOTIC service does not of neces- 
sity mean the making of shells, or the 
carrying of a musket over the shoulder. 
This would soon become a sorry sort of coun- 
try if it did. There is no doubt of the willing- 
ness of any manufacturing plant or individual 
to serve should the call come. But until the 
call does come, it is best to stick to the job. 
Let us make 'better business' our watchword 
and keep our factory fires burning. 

"No radically new conditions confront us. 
We are still cut off from business relations 
with the Central Powers, but that does not 
mean that we have lost any markets. With 
the rest of the world we will continue to do a 
volume of trade greater than ever before. To 
the billions which have been spent here by 
foreign Powers are now to be added billions 
of our own. State activities, road building, 
public works, private industries, all must go 
on as before. Business must be increased, 
labor employed and the country kept going 
strongly ahead as a successful economic 
machine. We must have successful industries 
if successful tax levies are to be raised." 



CONCENTRATION : 



THE TOUCHSTONE 
OF SUCCESS 



CONCENTRATION is the diamond-hard cutting 
point of Purpose. It is the pitiless marshaling of 
every force — your time, brain, resources — against 
the obstacles between Purpose and Achievement. It has 
seldom been stopped. 

If you find a man with the habitual mental control 
which is concentration you find him on the successful 
walks of life. He has made elbow room for the exertion 
of his powers in these ways : 

First he has insulated himself against trivial things. 
Trivial men instinctively step aside for him. Trivial 
utterances somehow die on the lips when one addresses 
him. People come to him only when they have something 
to say. They sift out the chaff and show him the wheat. 

Second he has secured time. He thinks and works on 
a straight line. His plan is before him when he under- 
takes it. He does not permit innumerable outside in- 
terests to seduce his attention, And he DOES half a 



dozen important things while some men are pottering 
with the unessentials of one. 

Third he has made his work his friend and companion. 
He likes it as an artist loves the painting which he sees 
growing under his hand. He does not need dissipation 
to satisfy the human longing to be interested. He doesn't 
need to be entertained. Not at any rate in the sense 
which many men regard entertainment — as a flight from 
the wreckage and nerves and disappointments of the 
day's work. 

The man who has won the power of concentration 
lives in an aura that protects him from life's killing fric- 
tions and permits him to work out his calm plan. 

We can secure this power only in one way. Patent 
correspondence courses and other literary nostrums won't 
supply it. Only by unremitting application and the 
mastery of Self can we have it. With it we can conquer 
everything. 
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Vassar Girls Study 
Hudson Super-Six 

THIS is the age of pep and punch. 
That jazzy feeling has even 
reached our insitutions of learn- 
ing, which next to our courts, certain- 
ly like to go in hard for fossilizing. 
But the colleges nowadays have 
backed elocution, etiquette, Sanscrit 
and primeval history right out on the 
edges of the curriculum to make room 
for the lusty, living education of 
today. Hardly a knowledge factory 
in the country now, that doesn't de- 
vote a good proportion of its schedule 
to teaching useful things, whereas 
formerly the very utility of a subject 
was the gauge by which it was black- 
balled from the high-brow halls of 
learning. 

The Hudson Motor Car Company 
has just received a most interesting 
letter from Prof. Frederick A. Saun- 
ders, of the chair of physics at Vassar 
College, the greatest young women's 
school in the United States. It 
follows: 

"Gentlemen: — We are beginning an 
emergency course to 70 students who 
wish to know more about their cars; 
all of them have had experience in 
driving. You may be interested to 
know that more drive the Hudson 
Super-Six than any other car. I 
want very much to beg or borrow il- 
lustrative material, diagrams of parts, 
or actual parts themselves which are 
of special interest. It isn't a bad 
chance for advertising, considering 
the families the students come from. 
Lantern slides showing operation of 
parts, or special features would be 
very useful. Can you contribute any- 
thing for this purpose?" 

Of course we furnished Prof. Saun- 
ders with ample material. Several 
things in the letter interested us, 
among them the fact that the Hudson 
Super-Six was the most popular car 
at school. But more in point was 
the indication that women are taking 
an interest in automobiles, not only 
to ride in and drive in, but to know 
intimately, as the women of another 
generation knew a sewing machine 
or a butter churn. 

It is but another indication of the 
universality of the automobile. Other 
women's colleges undoubtedly will 
follow the example of Vassar, and it 
is probable that the study of auto- 
mobiles will become a part of the 
curriculum of fashionable female 
schools. 



Scott Carnal, or more properly "Buck" 
Carnal, formerly with the H. O. Harrison 
company, Hudson distributors for San Fran- 
cisco, is now with the L. L. Gilcrease com- 
pany, the Hudson agents of Reno, Nevada. 
He recently held the wheel when the Hudson 
won a smashing victory in the noted "Lundy 
Hill-climb," at Reno. 



Hudson in the Money in Two 

Big Races 



AH. PATTERSON, the mercurial Hud- 
son dealer and speed driver of Stock- 
ton, Cal., drove a Hudson Super-Six 
special to a decisive victory May 14, in the 
100 mile Floral Classic at Santa Rosa, defeat- 
ing two Dusenbergs and a Stutz. The Super- 
Six time was 96 minutes and 35 seconds — a 
new track record! 

Thousands witnessed the triumph of the 
Hudson Super-Six and its cool, heady driver. 
At no time was the Super-Six in danger of 
any challenging rival after the fiftieth mile. 
Patterson took the Hudson out to the front 
early in the race, and had the speed, power 
and endurance to keep it there to the finish. 
The victory of the Super-Six proved im- 
mensely popular with the big crowd. 

Though not victorious in the Uniontown, Pa. 
Speedway race of May 10 the two new Super- 
Six specials built to represent the Hudson in 
the speed events of this year both distin- 
guished themselves by gallant running and 
were defeated by minor accidents which no 
foresight or structural care could prevent. 

For 26 laps of the 100 lap race Ira Vail, 
driving the Super-Six racer No. 14, held second 
place, half a car's length behind Louis Chev- 
rolet and his Frontenac. On the 26th lap 
the right rear tire let down on Vail's mount 
and he put into the pits. He darted away a 
half minute later with a new tire, driving at 
a furious pace to overtake his place at the 
head of the madly wheeling race. The Super- 
Six fled past car after car as if they were 
standing still, but after four more laps the 
same tire mysteriously let down and Vail 
was back at the pits. He resumed after the 
second tire change and again began to over- 



haul the leaders, and at the end of the seventy 
first lap, despite the tire changes, had won 
back to fourth position. Then the Hudson 
pits missed him. The racers swam around 
again and again and Vail did not appear. 
Finally he came with a resistance coil burned 
out in the ignition system. It was impossible 
to repair the damage in time for Vail to go 
on with the race. 

In the meantime Mulford with too much 
oil pressure fouled his spark plugs, and was 
running on five cylinders. Even with five 
cylinders he had enough speed to keep his 
place in the race, but he too had had tire 
trouble and had lost many laps during the 
rearrangement of the oil pressure. He fin- 
ished in eighth position. 

"I could have won easily if that sixth 
cylinder had been hitting," said Ralph after 
the race. 

Vail said his Super-Six had the legs of the 
field and would have won with any but the 
hardest luck. 

Both Mulford and Vail said the Super-Six 
motors were perfect. Although with less 
piston displacement than any cars in the 
race and with more weight and wind resist- 
ance the Super-Sixes showed the best speed 
and the endurance to sustain the load for 
many hours. 

We are confident from what the Hudson 
Super-Sixes showed in this race that they will 
be found in the front of subsequent battles. 
We saw some minor defects which will be 
remedied. Our next race is the 250 mile 
event May 30 at Cincinnati. Drivers and 
men are confident. So are we. 



Hear 

See 

Speak 



Not! 
Not! 
Not! 



THERE is only one "Knocker" worth listening to. It is 
Opportunity. 

Artists do not create beautiful things. They merely find 
them, collect them and give them meaning to us. And we buy 
them — paintings, architecture, landscape gardening. If we pay 
fortunes for beautiful things why does anyone persist in seeing 
only the ugly lineaments of life. 

If nothing but "Please Remit" bills filled our pocketbooks 
we would not only have no occasion to open them but we would 
be ashamed to. If we open our mouths and have no valuable 
speech to spend, we are opening a purse full of liabilities — and 
showing them to everyone. 
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BEAT IT; HE'S BUSY! 



;HE Boss is busy; beat it!" says the office boy, 
reaching for the fire extinguisher at the least 
inclination to linger. 

The great American press has just done that sort of 
office boy service for American business. It has told 
the ' 'economy* ' fanatics that the boss is very busy, and 
kindly to beat it through the door which the carpenter 
built to go out by. 

In no great crisis lias the American press served 
American interests better than in its swift exposure of 
the economy quackery through which the country has 
just passed. Many newspapers savagely condemned 
the hysterical busybodies who were frightening money 
out of circulation. Others with even a finer under- 
standing of the situation printed intelligent, informative 
articles showing the public that retrenchment was not 
only unnecessary but would prove actually harmful. 

The result has been the appearance of money in 
greater quantity than ever before, because only a com- 
paratively small amount ran for the cyclone cellars and 
millions upon millions have been poured into circulation 
by the government. It is giving the United States the 



kind of prosperity that counts, the kind which all share — 
the prosperity that percolates. 

"Let me see your cities at night and I won't have 
to see the smoke of your factories by day to tell whether 
you are prosperous," said a world-famous economist. 

Very well. Look at any great American city. Its 
cafes are filled, despite unusually high prices. The 
diners are brilliantly dressed. Automobiles flow in 
mighty concourse through the streets. The night is 
diamonded with electrics and the generosity with which 
the patrons of gaiety pay the overhead is sign simple of 
the country's undiminished prosperity. 

The Hudson organization has had excellent success 
in the first five months of 1917, despite the fact that they 
have held more alarms for the nation than any period 
of our history. The effect of the United States' actual 
participation in the war has stabilized business which 
had a tendency to be flighty during the period of in- 
decision. And with a greater field of prospects than 
ever growing with our redoubled prosperity we expect 
the balance of the year to be the greatest selling period 
in Hudson history. 



Super-Six Does Heavy Hauling 

THE Super-Six, though eminently a car 
of beauty and speed, has so much ex- 
cess power that it can do the work of 
a truck when called on, and many rural 
owners do require such heavy service of the 
car. It harrows up our feelings quite as 
much to see a Super-Six doing hard labor as 
it does when we find a high-spirited, blooded 
horse toiling in the traces of heavy hauling. 
But we relate this story from Stockton, Cal., 
just as another striking illustration of the 
Hudson's rugged strength and power. 

A. H. Scofield, one of the foremost stock 
raisers of San Joaquin, recently hauled a four 
wheeled trailer with a body 16 feet long and 
loaded with 4,900 pounds from Deadman's 
Corner, Calaveras county, to his ranch on 
the Lower Sacramento road. 

"I got 16 miles to the gallon of gas," said 
Scofield, "and only once had to go into inter- 
mediate gear, and that to protect the trailer 
against the speed at which I otherwise would 
have had to take the grade." 

Commercial and Pleasure Car 
Dealers Merge 

LOS ANGELES automobile men claim 
that they have organized the greatest 
automobile dealers' association in the 
world by their recent action in deciding to 
admit dealers in commercial motors. The 
Motor Car Dealers' Association of Los 
Angeles now has a membership of 70 firms. 
The coalition was formed to resist unfriendly 
legislation threatened against the motor car 
industry. 



Pacemakers 



rWO similar products were developed by the same man. 
One under old methods, one under new. 

Under old methods, it took ten years to attain a certain 
volume. 

Under new methods, on a like product, the same volume was 
reached in seven months. 

The old way succeeded. But the new method proved itself 
17 times as efficient. 

Many other men, in many lines, will sometime face a like 
awakening. 

They are moving, and they feel content. But they judge 
without a pacemaker. 

Perhaps they have no rivals, or the rivals they have are plugs. 

Sometime, if their line is worth while, a speeder will appear. 
And his new methods will reveal undreamed-of possibilities. 

In a line with capable pacemakers, it is easy to gauge one f s 
efforts. In a line, without, beware. 

There may be ways to move ten times as fast. If another 
finds them and employs them, you 1 11 be left behind. 

Many lines of advertising, deemed passable now, will seem 
pretty bad when a pacemaker appears. 

But they are just as bad now, just as out-of-date. And there 
are men who know it. 

— Lord & Thomas Creeds. 
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Our Niagara of Wealth 

$50,000,000,000 Produced Annually in the 
United States Enforces Business Prosperity 



THE total annual income of the United States is 
$50,000,000,000. That amount of wealth is cre- 
ated here and by our colonial industries each year. 
It is mounting steadily. 

To believe that the taxation schedule being prepared 
in Washington, if guided by intelligence and not for 
special interests or sectional advantage, will seriously 
discommode business is to confess a poor grasp of the 
situation. In fact the proportionate demand of these 
war taxes is less than the old church tithe which nations 
at peace paid in return for a very poor job of churching. 

We have seen with what great rapidity the people of 
the United States regained their equilibrium after the 
shock of realization that we actually were at war. Bus- 
iness did not relax its steady progress. After the chronic 
human alarm clocks had been turned off and the hys- 
terical flurry subsided we discovered what we knew all 
along — that business, instead of being threatened with 
silent factories and a shortage of money, was in fact 
inundated with money to stimulate even more active 
production. 

And we are far from the maximum exertions which 
will be required of us in ensuing months. Think of 
building a merchant marine by the same standardized 
production process as factories now employ to turn out 
automobiles! Think of the millions of uniforms and 
shoes, of hats, blankets, tents, ponchos, knives, forks, 
tinware, knapsacks and accoutrements of all sorts which 
are just the rudimentary needs of an army! And they 
are but a few items of the baggage of war. Practically 
every scrap of martial impedimenta will have to be man- 
ufactured afresh, as the equipment now possessed by 
the United States would hardly suffice for a respectable 
sortie the way the war business is now conducted. 

And with this tremendous business activity the United 
States has taken a step which is unmatched for wisdom 
in its war-making history. It has created practically a 
food dictatorship, with Herbert C. Hoover as its guiding 



genius. He will bring to the position the priceless ex- 
perience he has gained as food-master of Belgium. There 
will be no experimentation. 

A food dictatorship in the opinion of leading econo- 
mists will prove the stabilizing gyroscope which will 
make the United States absolutely panic proof. Specu- 
lation and price boosting in foods will be practically im- 
possible. The wringing process by which food manip- 
ulators effectually squeeze out every dollar the average 
man earns will not be possible. 

And that will produce a wonderfully healthy condition 
for American business to proceed in. It will remove the 
hectic, fearful psychology which is the epilepsy of panic 
convulsions. 

The result of the appointment of Mr. Hoover as the 
American food dictator has had a wonderful effect in 
restoring confidence. Talk of economy has ceased 
practically. It gets no sympathy whatever from the 
newspapers. The government has silenced the foolish 
officials who were urging the public to skimp and hoard. 
The abler officials in Washington realize that such a 
policy would work disaster in many industries. Hence- 
forth Mr. Hoover will lay down the lines of any economi- 
cal measure which it may be prudent for the American 
people to adopt. The result has been a buoyant rebound 
from the slight depression caused by unreasoning fear 
during the early weeks following the declaration of war. 

Good business in other lines means continued improve- 
ment in the automobile business. Good business is 
assured. The United States annually produces $50,000,- 
000,000 of wealth. The few feeble protests of economy 
morons who cry "Hoard!" are as useless to stop the out- 
pouring from this opulent cornucopia, as a pigmy trying 
to sweep back Niagara with a whiskbroom. In this 
overwhelming prosperity we want to make a record year 
of Super-Six sales. Your share depends upon your dili- 
gence. The business is there. It belongs to the man 
who gets it. 
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These Men Want the Poster-Display 

Do You? 



WHAT more striking way to tell the story of the 
Super- Six's twice-across - America endurance 
feat than in a huge, eight-color poster pre- 
sented with the dramatic power of a great artist? What 
more effective place to tell this story than in your sales- 
room — as a background for the car you are offering? 

There, vividly pictured, your prospect sees the Super- 
Six breaking the record that means most to a motor- 
buyer. And here under his hand is the car that did it 
— the car that you are selling him. In the same way 
your screen-poster will tell the 24-hour-run, the Pike's 
Peak hill climb, and other Hudson feats. Or it will show 
the Super-Six limousines on Fifth avenue, at Palm 
Beach, and wherever fashionables gather. 

Numerous Hudson dealers have ordered the service, 
which was first presented in THE TRIANGLE of May 



12. More orders are coming in every day. We would 
like to have this poster-service adopted by every Hudson 
dealer — make it a Universal Hudson sign, unique and 
absolutely distinctive. Because we believe it will help 
the dealer sell Super-Sixes, and that's what we are all 
interested in. 

In presenting this plan we asked only for expressions 
from the dealers as to whether they were interested in 
such a display outlined. Every answer to date has been 
an ORDER for the service. And that is the most em- 
phatic sort of "interest" that one could ask for. 

Below are some of the letters representative of the 
replies we have received. If the idea recommends itself 
so strongly to these dealers and distributors don't you think 
it would apply with equal success to your Hudson business? 

Read what these Hudson men think of the plan. 



Hudson Motor Car Co. 

Gentlemen: — Referring to the article on 

the fourth page of the TRIANGLE of 

May 12th — wish to say you can put us down 

for one of these displays and the necessary 

cost per year. Please advise approximate 

date when you will get these out. 

Very truly yours, 

Tom Botterill, Inc., Denver, Colo. 

(Signed) Tom Botterill. 



Hudson Motor Car Co. 

Gentlemen: — In your TRIANGLE of 
May 12th you ask, "Are you interested in 
this form of Salesroom display?" Beg to 
state that we are very much interested in 
same. We believe that it is very original; 
just what we have been looking for. You 
can put us down on the list for a year's 
subscription as we are very much interested 
in its possibilities. Hoping to hear from you 
on this subject, we remain, 

Yours very truly, 

Patterson's Hudson Garage, 
By A. A. Patterson. 
Stockton, Cal. 



Hudson Motor Car Co. 
Detroit, Mich. 
Gentlemen: — Referring to your announce- 
ment in THE TRIANGLE of May 12th 
regarding the Showroom Display equip- 
ment, you may put our name down for same 
and ship the outfit to us as soon as possible. 
Yours truly, 

Crockett Automobile Co. 
By A. D. Yule. 
San Antonio, Texas. 



Hudson Motor Car Co. 

Gentlemen: — Referring to page four of 
May 12th Hudson TRIANGLE, in which 
you ask if we are interested in this form of 
salesroom display, we wish to state that we 
are, and we will request that you place our 
order for the coming year's poster screens 
which we understand will be replaced every 
60 days. From your description we believe 
this display will be exceedingly attractive 
and without question ought to work out to 
the mutual advantage of the Hudson Motor 
Car Company as well as the distributors 
and dealers. 

Very truly yours, 
Harrington Gilford Company, 
(Signed) T. A. Callahan. 
Springfield, Mass. 



Hudson Motor Car Co. 

Gentlemen: — We are just in receipt of 
the TRIANGLE of May 12th issue and have 
carefully noted what you have to say re- 
garding your new plan for salesroom display 
service. We heartily approve of this new 
scheme and will be pleased to have you 
advise when you will start the service with us. 
Diamond Motor Company, 
(Signed) D. B. Houston. 
St. Joseph, Mo. 



Hudson Motor Car Co. 

Gentlemen:— In the TRIANGLE of May 
12th I note you have a new advertising 
scheme for displaying cars on the salesroom 
floor by having posters as a background, 
including different illustrations from time 
to time. This idea seems to me to be a 
good one. At least it is worth $80 to try. 
Therefore put our name down on your list. 
Yours truly, 

The Henley-Kimball Co. , 
(Signed) F. A. Ordway. 
Boston, Mass. 



The above expressions are from successful Hudson 
dealers and distributors who have advanced through 
their ability to see and take advantage of worthwhile 
business and advertising ideas. We have received many 
other letters of the same tenor, but it is out of the ques- 
tion to print all. 

You see these men are more than interested in the 
plan. They want it. Because they recognize, even from 
the imperfect presentation which we are able to make 
through THE TRIANGLE, that it has big possibilities. 
If we were to produce a single one of these posters it 
would cost close to $2,000 for the art work alone. If 
we are able to get enough orders to produce them in 
sufficient quantity we can make the entire outfit — screen 
and six posters — to Hudson dealers for $80 the first year. 
Thereafter the poster service will cost not to exceed $32. 

But more Hudson dealers must subscribe in order to 
secure this low price. Production of the service in 
limited quantity would cost a prohibitive price. We 
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would not approve a display that did not measure up 
to the Hudson prestige, and in order to secure such a 
high grade service at a reasonable price we must have 
a large number of subscribers. 

Not only is this display plan unique. At this time 
when a hundred interests clamor for the attention of the 
public, it will have the advantage of absolute novelty 
in automobile advertising, as well as the attention- 
compelling power of pictorial vividness. 

A full description of the plan is given in THE TRI- 
ANGLE of May 12th. If you have not ordered the plan 
get your TRIANGLE file and look it over again. 

We want YOU among the subscribers for this poster- 
service. Because we believe it is a business helper. We 
would like to have it so that a tourist might go from 
town to town, and find this poster display in every 
Hudson salesroom. 

If you are not among those who have already ordered 
do so now. 
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Super-Sixes Lead 

"No. 14" and "No. 9" Win Practice 
Brushes at Cincinnati 
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THE Hudson fleet of Super-Six racers 
is primed and ready for the first big 
struggle of the racing season at the 
Cincinnati Speedway, May 30. Three cars 
probably will enter. All have been clocked 
in ripping fast laps. One Cincinnati paper 
reported that Ira Vail in No. 14 had turned 
off 103 miles in an hour — a new track record. 
Owing to some discrepancies, however, in 
the data taken by the dockers the Hudson 
team did not claim this feat, although it is 
certain Vail made terrific speed in the try- 
out. 

Ralph Mulford, who raced Super-Six 
No. 9 to eighth position at Uniontown, 
running practically the entire way on five 
cylinders, has his mount tuned up to concert 
pitch, and will also give notice that he's 
among those present when the fast boys 
open out and dust for the front positions. 
Mulford and the Super-Six had atrocious 
luck the last time out. Ralph says if he could 
have gotten a response from that sixth 
cylinder he could have won first place at 
Uniontown. 

Arthur Hill, the Hudson race manager, 
has not decided who will pilot the third 
Hudson racer. He has Jack Gable, Billy 
Chandler and Ralph Kriplen, all excellent 
drivers, to pick from. But he has deferred 
his selection until the eve of the race. 

Billy Welbon, of the Welbon Motor Car 
Co., Hudson distributors for Cincinnati, 
has directed a busy advertising campaign 
for the speedway event, May 30, and ticket 
sales and reservations to date indicate that 
the crowd will exceed 60,000. Mr. Welbon 
said he would not be surprised at a turnout 
of between 75,000 and 100,000. The ar- 
rangements for caring for the crowds and 
parking auotomobiles are said to be much 
better than last year. Hundreds of visitors 
are expected to attend the races from Ken- 
tucky, Indiana, West Virginia, Michigan 
and Illinois. More than 30 entries are ex- 
pected to enter the elimination trials. Many 
noted race drivers with their fast, high- 
priced specials have been at Cincinnati for 
days, tuning up and making friends with the 
track for the big contest. 

Against these high priced cars the three 
Hudson specials, built at lower cost than 
any cars entered, and practically the only 
racers which can claim real stock car de- 
sign, will be pitted before a crowd that is 
sure to pass the 60,000 mark. 

"All we ask is that we get a fifty-fifty 
break in the luck and the Super-Sixes will 
outrun the field," said Arthur Hill. 

'Atta boy, Artha; 'Atta boy, Ralph; 'Atta 
boy, Iral 

Independent Super-Six to 
Race at Detroit 

AN independent Hudson Super-Six will 
race in the Michigan State Fair track 
events at Detroit, May 30. Jack 
Strickler will pilot the Super-Six, which is 
his own, in the dirt track speed struggle. He 
hails from Iowa and is reputed to be an ex- 
cellent driver. 



The Harrington-Hudson Co., 348 Trumbull 
Street, Hartford, Conn., is now occupying 
the entire third floor of the Ashwell Building 
opposite for service department. 



Insurance Man Likes His 
Super-Six 

THE Fleming Motors company of Scran- 
ton, Pa., has just received the following 
letter from Thomas Bird, the Scranton 
agent for the New York Life Insurance Com- 
pany, which is by way of being a sympathetic 
little contribution to the abused lot of the 
automobile fraternity: 

"My Dear Mr. Fleming: — An automo- 
bile dealer comes in for so much adverse 
criticism that it seems only fair to give 
him a boost when the occasion presents 
itself. When I bought my Super-Six I 
was very skeptical about the question of 
gasoline consumption. Imagine my sur- 
prise when I found that during the first 
100 miles I got 13J/3 miles to the gallon; 
from then on I have been getting IS and 
it looks to me that when the motor gets 
thoroughly broken in I may get 16 or 17. 
The result was obtained by filling the 
tank clear full, checking up the speedo- 
meter and then after running 100 miles 
seeing just how many gallons it took to 
re-fill the tank to the brim. This is the 
seventh car that I have owned and the 
performance of the car is everything that 
a person could possibly ask. 

This excellent performance, however, 
is exceedingly gratifying and I will be 
glad to have you refer any one to me or 
if you desire will make affidavit to the 
facts. 

Thos. Bird." 

Welbon Stages Novel 
Used-Car Sale 

THE Welbon Motor Car Company at 632 
Walnut Street, Cincinnati, held a novel 
used car sale during the week of May 
13. A building, impinging on the Hudson 
distributors' premises and to the rear, was 
recently bought in and razed by the Com- 
pany preparatory to extension work. 

When the workmen reached the ground 
floor Billy Welbon walked back to make an 
inspection. Then he cried, "Halt!" — sharp 
and imperative, just like that. One thing 
about a workman, Al, you don't ever have to 
tell them to halt twice. 

4 'I just stopped the work right there, put 
up some lights on the open floor, ran in some 
used cars, advertised, and held a tremen- 
dously successful used car sale right out there 
in the open," said Mr. Welbon. "It looked 
something like a carnival, but it sold cars." 

And that was just the inspiration of one 
small second, during a casual stroll. But it 
got results. 



Seats of the Mighty with 
Reverse English 

DEALERS who make use of the Super- 
Six News Pictorial in a big way assert 
that they trace many sales directly 
to this agency, some of them turning up in 
the most surprising way. 

One of the most amusing stories in connec- 
tion with a sale "closed" by the Super-Six 
News comes from H. A. Testard, Hudson 
distributor for New Orleans, whose territory 
extends into many of the lower parishes of 
Louisiana. On the list of prospects to which 
Mr. Testard sent the Super-Six News regu- 
larly was a rice-grower of moderate means, 
who had owned several low-priced cars, and 
objected stoutly to going higher for a better 
car. 

Imagine the surprise of Mr. Testard when 
he received an order for a limousine from his 
prospect, "just like the one showing the girl 
gathering flowers at the side. My wife in- 
sists on it." 

Mr. Testard sent the limousine, although he 
wondered at the order, as the prospect lived 
in a small community where the rambling 
streets were unpaved and the roads often 
mere bogs. A member of Mr. Testard's sell- 
ing force happened to pass through the com- 
munity a little later and made it a point to 
see what use the rice-grower was making of 
the limousine. He had not long to wait after 
he alighted. 

A perfectly appointed Hudson Super-Six 
limousine swung around the corner into the 
main street of the town. In the driver's seat was 
the rice-grower, and stiffly erect at his side sat 
the wife. In the enclosed compartment were 
seated an old negro servant and his wife with 
a baby in her arms. And no one seemed the 
least bit conscious that the prestige of the 
seating arrangement was hind side foremost 
— not the least. The Testard man got the 
next train out without waiting to enlighten a 
soul. And we understand the front seat of 
that limousine is still the honor seat while 
the enclosed compartment is called the "ser- 
vants' quarters." 

New Hudson Agency 

SNYDER & Freisen of Fairbury, Ne- 
braska, have taken the agency for the 
Hudson Super-Six, renouncing the car 
they had been handling in favor of the "larg- 
est selling fine car in the world." C. A. Lord, 
Hudson distributor for Lincoln, Neb., de- 
scribes the newcomers to the Hudson Big 
Family as "among the best automobile men 
in any small town in the state." 



DON'T 



WE realize that there is a great temptation to advertise the purchase 
of a car by United States army officers as an inferred endorsement of 
the car. Such however is not the case. And we want to urge Hudson 
dealers not to use army sales for advertising purposes because it can and will 
result harmfully. 

Even if the United States at this time bought a large number of Hudson 
Super-Sixes we could not honestly advertise that it "endorsed" them thereby. 
Because the needs of the government are likely to be immediate, and it must 
take what it can get. Though it may be our own conviction that the Super- 
Six is the best car the government or anyone else can buy, and though army 
officers may praise it in the highest terms, we must be careful not to accept 
or publish this as a governmental endorsement. 

The army and the government are very jealous of such things, and we do 
not wish to cause them any useless irritation at this time for patriotic reasons, 
and also for very sound business reasons. The unwarranted assumption in 
any Hudson advertising that the army or government because of Super-Six 
purchases, has thereby endorsed the Super-Six might deflect later sales to 
other makes of cars. 

We do not consider it wise at this time even to give extraordinary promi- 
nence to the fact that army officers are buying Super-Sixes. We may hurt 
ourselves more in that way than we will be helped by the advertising. 
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Father couldn't see what made that hat cost $80 



BAND 
BOXES 

— Until— 




He saw the box it came in 



WE lifted that joke from Life because it suc- 
cinctly expresses a basic merchandising truth. 
Father couldn't see $80 worth in the millinery 
confection — until he saw the box it came in. In other 
words Father guessed daughter must have mislaid her 
common sense when she peeled 80 strips of cuticle from 
the bank roll for a little hat like that — until he saw the 
way they presented the bargain to her. 

We witness cases parallel to this every day. "What 
did he ever see in her to marry?' ' we ask, astonished at 
our level-headed friend's bad judgment. 

But we didn't see the band-box she came in. She 
probably was dressed in his favorite color, lilac perfume 
in her hair, the foot with the prominent bunion tucked 
under her skirt, the old folks herded off in a remote 
part of the house, and "I Hear You Calling Me" swelling 
from the Victrola. 

Of course we never see that part. All we see is that 
she has a ring on her finger and one in his nose, and we 
stupidly wonder how our old friend fell for her. 

Obversely an article of real value and desirability may 
be offered in such uninviting surroundings that it finds 
sale with difficulty. 

A certain high grade w&tch is handled by first class 



jewelers and also by less pretentious shops. It is the 
same watch exactly. Yet, even though it cost a little 
more, we instinctively turn to a reputable house rather 
than the small jewelry shop, when we want a good 
watch. And we have more respect for it and more 
dependence in it because we got it from a high class 
house although the middleman has nothing whatever to 
do with its serviceability. 

In the same way people who buy automobiles are 
surely swayed by the appearance of the place in which 
they give it first inspection. Indeed many people would 
not enter a poorly appointed show room. An unpre- 
possessing front has turned many a prospect away. 

And if a car is inspected on untidy floors, with un- 
sightly litter of tools, cans, wiping rags, etc., to jar on 
the prospect's pleasant contemplation of the machine, 
that car is being sold under a big handicap. 

Hudson showrooms for the most part are above the 
average. Many of them rank first in their respective 
cities. And we are confident that Hudson dealers every- 
where constantly seek to add to the attractiveness of 
their places of business. Those who are doing so are on 
the right track. They are growing out of the garage dealer 
class and assuming the rank and proportion of merchants. 



Americans Own Three-Fourths 
of World's Autos 

HOWARD E. COFFIN, member of the 
advisory commission of the Council of 
National Defense, in discussing the 
country's motor resources, declared that the 
United States now has in use 2,500,000 auto- 
mobiles as against 800,000 in all the rest of 
the world put together. In other words the 
United States with a small proportion of the 
earth's total population, owns more than 
three times as many automobiles as the rest 
of the world. There is now a motor car in 
use in the United States for every 40 of our 
population, men, women and children. And 
Mr. Coffin declares that our motor produc- 
tion capacity is about 1,250,000 cars a year. 



"Never Touched Us!" 
Hudson Atlanta Plant Escapes Fire 

ATLANTA has just been swept by the 
most destructive fire in its history. 
The amount of damage has not been 
computed yet, but it will run high in millions. 
At one time the whole town appeared to be 
doomed and the force of the J. W. Goldsmith, 
Jr. Company, together with the rest of the 
populace was in a highly nervous state, ready 
to clear out and save as much of its stock as 
possible. The flames, however, did not reach 
the section of the city in which the Hudson 
distributor for Atlanta is located and business 
was resumed while firemen were still squirting 
water on the hissing remains of the burned 
section. 



The Sponge 



rHE Sponge is interesting only for what you can do with 
it. It can do nothing for itself. It has no power of locomo- 
tion, vision, hearing or selection. It just waits around 
husk dry for some one to come along and fill it up with 
something. 

There are lots of human Sponges also. They are just wait- 
ing for some one to come around and fill them up with some- 
thing. Whiskey or a line of bull or any sort of flapdoodle is all 
the same to these porous animates. Our naturalist can find 
only one difference between the human Sponge and the 
vegetable Sponge. The latter is useful for taking a bath or 
swabbing off a schoolboy's slate. 
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Phamous Phizzes 

(Hudson's Gallery of Notables) 



LOUIS GEYLER, Hudson distributor 
. for Chicago, would hardly be sus- 
* pected of a partiality for effete 
clothes. But Louis has his esthetic 
sense when it comes to scrambling up 
a menu of haberdashery — and here he 
is. He considers this the most win- 
some pose the photographer ever sur- 
prised him in. You can see at a glance 
that he didn't have the faintest sus- 
picion he was being "took." 
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Hudsons Prove Endurance 

in Cincinnati Speedway Races 



Four Entered — Four Finished — First Place 
in the Free-For- All ; Second, Eighth, and 
Tenth in the 250 Mile Sweepstakes Classic 



THE four Hudson Super-Six Specials used in 
the Speedway races at Cincinnati, May30th, 
while not stock cars, were more nearly like 
the regular factory production than any other cars 
raced in the classic events. 

The changes made were such as can be made 
at nominal cost to any of the 36,000 Hudson 
Super-Sixes now in the hands of users. Special 
racing bodies, lighter pistons, two carburetors, 
lighter connecting rods, shorter wheel bases, and 
a few similar changes constituted the principal 
differences from the regular stock cars. 

Other cars in the events were special racers in 
every sense of the word. The Frontenac, the 
winning car, is not even built commercially. Only 
three have been built and they were all on the 
track at the start. The winning car did not stop 
in the entire 250 miles. Ira Vail, who finished 
second with the Super-Six Special, stopped twice 
for tire changes. 

Patterson, Hudson dealer at Stockton, Cal., 
who has made racing history with Hudson Super- 
Sixes, had never driven in a speedway contest 
before. He made two tire changes. Mulford held 
a position in the leading group for many laps, but 
he fell back when he stopped to change spark 
plugs. 

This race 
proves just 
what we set out 
to accomplish 
when we an- ( 
nounced we ' 
would enter 
Hudson cars in ^ 



every championship event in 1917, namely, 
that Hudson design and construction assured 
the greatest possible endurance. We did not 
believe that we had the fastest cars. In fact 
we were surprised that Vail was able to average 
101 miles per hour, coming in less than two laps 
behind the winning Frontenac. 

This race in which 28 cars were entered and 
only 16 finished did prove that, without changing 
the design or altering the construction materially 
other than above detailed, Hudsons could main- 
tain the most destructive pace. The importance 
of this is all the more appreciated by anyone who 
has attended big championship racing events. To 
see the number of costly cars that are rolled in 
during the race because of some mechanical defect. 
That such cars represent the concentrated skill of 
the best engineers who are building cars for racing 
only, and to know that the racing Hudsons are no 
different than any other Hudson can be made to 
be at slight cost, is good reason for believing that 
the Hudson Super-Six is the most enduring stock 
car ever built. 

In the Free-For-All Event J. Rothert, an 
amateur driver, was first in his Hudson Super-Six 
Special. This was a non-stock race for amateur 
drivers. Rothert averaged 87.98 miles per hour. 
The next car to finish traveled at a 81.53-mile 

_____ — rate. Thus of 

FIN ISH the f Qur Hud . 

son Super-Sixes 
that started at 
Cincinnati last 
Wednesday not 
one failed to 
finish within 
the money. 
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Fall in Love With Your Job 

fir ORK is only the play of big men. If they didn' t like it they 
|r|r wouldn't be doing it. The sulker who hates work never 
gets any return out of it — either in money or fun. 

But both are there for the man who falls in love with his work, 
if he has the breadth to make life an exciting game (which it is) 
and the courage to seize the happiness which belongs to him in 
the very strife of wits that makes life possible. 

You didn't call it work when as a kid you sent a little Texas 
leaguer over third base and tried to make a home run of it on 
enthusiasm. Yet that was the hardest kind of work, measured by 
the scientists' scale of energy spent. 

Success is in your mental attitude towards what we call work. 
It's all in the way you feel about things. If we don't like work 
we can' t expect it to like us. If we do like it, it will show us lots of 
interesting things. It is only ugly to those who dislike it. 

Fall in love with your work and rich profits are the issue of the 
union. 



Food Czar Rides in Hudson 
Super-Six Limousine 

HERBERT C. HOOVER, food dic- 
tator of America, and the man who 
saved Belgium from starvation, has 
just purchased a Super-Six Limousine Landau 
from the Semmes Motor Car Co. of Wash- 
ington, D. C. The same company also re- 
ports the sale of a Super-Six Limousine to 
Senor Y. Bonillas, New Mexican Minister. 

The cost of the machine did not have the 
slightest effect in determining the purchases 
of either of these two men. They are both 
in a position to select any make of car they 
might desire no matter how costly. They 
both occupy positions in which they are 
expected to use equipages of distinction. 
They are both men who know and demand 
serviceability. And they both bought Hud- 
son Super-Sixes. 

Breed Wins Two Races in 
Hudson Super-Six 

GLENN M. BREED, one of the most 
noted road race drivers in the middle 
west, who has driven the Hudson 
Super-Six to victory in scores of local con- 
tests of all sorts, again has emphasized the 
superiority of the Hudson with a double 
victory at Texico. 

Details of the race have not been received. 
We have only this wire to date in regard to 
the double event: 

"Won both free-for-alls at Texico, forty- 
five miles, thirty-seven seven. 

"(Signed) G. M. Breed." 
From which we conclude that Breed won 
the two 45-mile races and that his time in 
one of them, if not both, was 37 minutes and 
7 seconds. 



See Your Farmer Prospects 

IT is natural, when one studies the situ- 
ation, that the farmers of the country 
should now be buying half the automo- 
biles that are on the market, says the Port- 
land Oregonian. Aside from the fact that the 
farmer has had a year of exceptional pros- 
perity, and that the distances he travels make 
some vehicle an economic necessity, he is in 
a better position to keep an automobile at a 
minimum expense than is the city man. Al- 
most every time he goes anywhere he saves 
time that is an asset to his business. If he is 



wise, possession of the automobile enables 
him to reduce the number of his horses suffi- 
ciently to pay for the gasoline he consumes. 
The increased demand for farm activity to 
feed the armies of the world is going to mean 
that every agricultural section must speed up. 
The farmer must travel more quickly; he and 
his help must have rapid conveyance in order 
to expand their farm work. More automo- 
biles will be sold to farmers this year than 
ever before. They have more money than 
ever before. Farmers who bought cars of low 
price range last year are among the best 
prospects for a Super-Six. Hudson dealers 
should get a big share of the farmer trade 
this year. 

Banker is Pleased With His 
Super-Six 

THE Hudson Motor Car Company has 
just received the following letter from 
Meroin H. Meyers of the First Na- 
tional Bank of Lebanon, Pa. 

Gentlemen : As per card enclosed herewith, 
you will notice I am the proud possessor 
of your Hudson Super-Six. I have not run 
the car very far this spring, but it has come 
up to my expectations of a car and I wish to 
assure you that any publication or informa- 
tion you may have to send me will be highly 
appreciated. My previous car was one of 
your make and a good one. I am now a 
bigger booster of the Hudson Super-Six. 
Yours very truly, 

Meroin H. Myers. 

Little Man, Little Burro; 
Big Man, Super-Six 

THE burro, the ox-wain and the prairie 
schooner were all the rage in travel- 
style when J. A. Mahoney moved to 
New Mexico and opened a grocery store at 
Deming. That was in 1885. 

As Mr. Mahoney told the story to the 
Deming Graphic, "Those methods of travel 
were all right then, because we had no 
better way. But men and cities must grow 
or decay. And so it is with modes of travel. 
When I had a dinky grocery store, Deming 
was a dinky city and I drove a dinky burro. 
Now my store is the biggest in New Mexico, 
Deming is one of the most hustling cities 
and I now drive a Hudson Super-Six, the 
best car in the United States." 

How many of us measure ourselves as 
does Mr. Mahoney, and demand of our- 
selves that we keep pace with the progress 
about us? 
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Advertise to Your Limit 

But Don't Forget Your Own Place 

A CERTAIN concern spent 
$1,000,000 in billboard adver- 
tising, and then someone dis- 
covered it was not utilizing display 
space on its own premises. 

That is a true story. It merely 
shows that in pursuing one line of 
endeavor with enthusiasm, we over- 
look valuable opportunities at our 
very door. It is safe to say you know 
of many such instances yourself. And 
you could point them out with rare 
humor. 

But have you taken full advantage 
of &11 your own opportunities for ad- 
vertising the Super-Six you sell? Why 
not today take an inventory of your 
salesroom? Is it all that you would 
have it be? 

Wouldn't a richly colored poster 
display, depicting with the graphic 
power of great artists the Super-Six 
story, help you sell the Hudson car? 
Many of the Hudson dealers have 
enthusiastically endorsed this idea, 
and have ordered the screen, and the 
poster service. We want you to have 
it also. Will you write today and let 
us know what you think of the plan? 
Recent issues of the TRIANGLE 
have explained it more fully. Turn 
back in your files and get the story of 
this display innovation. We are con- 
fident if you undertsand it you will be 
eager to have it. 

You believe in advertising. You 
put money into it in many different 
ways. Don't neglect your own show- 
room. That is where the Super-Six 
story will reach imminent buyers. 
Let great artists tell how the Super- 
Six broke the transcontinental record, 
the 24-hour record and climbed Pike's 
Peak in the fastest time, right in your 
own showroom. 

Canadian Officials Take Long 
Tour in Super-Six 

THE TRIANGLE has just received a 
letter and photographs of the official 
tour over the Jefferson Highway from 
Winnipeg to New Orleans, from Des Moines, 
la., where the party made a brief stop last 
week. The Canadian officials, including 
Premier Norris of Manitoba, His Worship, 
Mayor Davidson of Winnipeg, Thomas 
Johnson, commissioner of public works of 
Winnipeg and Street Commissioner Tallman 
are all making the trip in a Hudson Super- 
Six. The party reported an excellent trip, 
roads in good condition — and nothing wrong 
with the Super-Six. 
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Hudson Men to Front as the 
Colors Fly 

PROOF that the E. V. Stratton Motors 
Co. is encouraging the proper spirit 
among its employees is evidenced by 
the fact that three of the organization have 
answered the call to the colors. Charles 
Wiley of the Used Car Department recently 
left to enlist in Company D, National Guard 
of New York, 10th Regiment; Cornelius 
Banks, porter in the Sales Department, and 
George Walker, porter in the Service De- 
partment having last week reported to the 
15th Regiment (colored), National Guard 
of New York. 

This number from the Stratton Company's 
organization makes a pretty good percentage. 
Hudson distributors throughout the 
country are lending the greatest possible 
moral and physical support to the necessity 
for men in all branches of the service, and 
the distributors themselves are taking an 
active part in many ways, securing recruits 
and encouraging interest in local defense 
guards. 

The Hudson organization has given men 
to the country in various capacities from 
scores of cities and towns. Hudson dealers 
also have given the use of Super-Sixes for all 
sorts of patriotic work — recruiting, Red 
Cross work and to aid in the sale of the 
Liberty Bond issue. 

Fire Chief Buys Super-Six 
After Great Hill Climb 

THE feat of a Hudson Super-Six in 
climbing Sandhill on high, the first 
time the ascent was ever made with- 
out a gear shift, decided Fire Chief John E. 
Pomphret of Chicopee, Mass., that the 
Super-Six was the car for the fire depart- 
ment to own. We reprint below the state- 
ment of the chief and his deputy regarding 
the performance, sworn to before a notary 
public: 

This is to certify that we, John E. 
Pomphret, chief of the fire department and 
James McNeish, deputy chief, were wit- 
nesses at the demonstration of the Hudson 
Super-Six car, sold by the Harrington-Gif- 
ford company, Springfield, Mass., held in 
Chicopee, May 4, 1917. 

The Hudson made Sandhill on high, 
which is the only car to our knowledge 
which has ever accomplished this feat. 
We have therefore recommended same for 



The Jellyfish 



/T takes a French chef to do anything with a jellyfish. 
The jellyfish certainly is a weak sister. There is nobody 

home with the jelly fish and nobody ever lived there. The jelly- 
fish is just a jellyfish. It accepts conditions the way they are. 
We can imagine a sword fish saying: "The water is nice and wet 
today. Jellyfish. 9 ' And the jellyfish agrees. And then a warm, 
perspiring shark will pass and say: "How dusty the ocean is 
today, Jellyfish/' and the jellyfish quickly flops his opinion 
over and agrees that the ocean is most disagreeably dry. 

A jellyfish has no opinion of its own. You don't expect a jelly- 
fish to direct any enterprise with any success, because when he's 
halfway through a minnow may tell him that his methods are 
bad, and the jellyfish will immediately abandon his plans. 

There are plenty of Human Jellyfish, too. We don't like to 
admit it, but there are. People who have no initiative of their 
own. People with no stamina to their opinions. People in whom 
no dependence can be placed because they agree with you and 
with your opponent also. Somehow we prefer the Human Crab. 
He never agrees with anyone. But he is consistent. 



the equipment of the Chicopee Fire De- 
partment. 

John E. Pomphret, Chief, 

James McNeish, Deputy Chief. 
Before me this 16th day of May, 1917 

James C. Buckley, Notary Public. 

Hampden S. S. 

Java Governor General Rides 
in Super-Six 

The Governor-General of the Java Dutch 
Indies has just purchased a Hudson Super- 
Six. It was delivered by the Rijtuig & Auto- 
mobiel-Maatschappij Company, Hudson dis- 
tributors for Java and Sumatra. 

Hudson Has New Ithaca Agent 

YH. MAXUDIAN, president and man- 
ager of the Maxudian Phonograph 
Co., Ithaca, N. Y., has just taken 
over the Hudson agency for Tompkins 
county. 



Greatest Touring Season 
Opens in the East 



A 



Hudson Super-Six in History 

THOUGH the Hudson Super-Six could not truthfully appear in history ante- 
dating 1916 when it was put on the market, it nevertheless is engaged in 
making old history over for the films in Iowa. The Iowa State Historical 
Society is making a moving picture called "The Wild Rose of Iowa" intended to 
immortalize in pictures a historical record of Iowa. The above picture which was 
sent in by H. M. Moore, sales manager of the Hudson Jones Automobile Co. of 
Des Moines, Iowa, shows some of the actors at work. Those in the picture are 
John Eaton, camera man, M. R. Winkelman, director, Miss Katherine Hassel, 
leading lady, Cleaty Devaine, leading man, the Super-Six impersonating a 
Super-Six. 
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RECENT issue of the Lincoln High- 
way bulletin says in regard to pros- 
pects for a remarkable touring season : 

Bedford, Pa. — The predictions for 
greatly increased numbers of auto- 
mobile tourists for the 1917 season 
are already becoming established as 
facts in many localities. News to this 
effect comes first from along the Lin- 
coln Highway in Pennsylvania. 

Lee Hoffman of Bedford, County 
Consul of the Lincoln Highway As- 
sociation, reports in this connection: 
"Touring through Bedford opened up 
in great shape this year. In fact, I 
think there is more touring now than 
in the latter part of May last year. 

"The State Highway Department is 
repairing holes and ruts in the Lin- 
coln Highway between Pittsburgh and 
Philadelphia and is putting it in the 
best of shape. In fact, it is better this 
year than it has ever been." 

Selling Fast in Nebraska 

A LETTER from C. A. Lord, of the Lord 
Auto Company, Lincoln, Nebraska, 
says Super-Sixes are moving fast in 
his territory and reports an unusual selling 
coup that landed three sales where it appeared 
none would develop. Mr. Lord says under 
date of May 15: 

"I am glad to report that we sold six 
Hudsons last week and four so far this 
week, and this is only Tuesday morning. 
We put out four yesterday. Mr. Higgins 
from our place went down to Auburn on 
Friday and went out with our agent, Mr. 
L. A. Newman. They got three live pros- 
pects, but at 5 o'clock Saturday had not 
completed any of the deals. Then things 
broke loose and by eight o'clock all 
three scalps were hanging at Mr. Higgins' 
belt — one sedan and two phaetons. This 
pleased me very much because I think we 
are on the way to make Nemaha county 
a Hudson county. I am certainly en- 
thusiastic over the Hudson line. All I 
ask is that you speed up the speedsters 
as fast as possible, and all will be well in 
Nebraska. 

(Signed) C. A. Lord.' 
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'Sail Right Fellows! 

Conditions Look Good to Wall Street 



WALL STREET is optimistic— genuinely opti- 
mistic. 

There's a line you never read before. We put 
it in red because it was never read before. And it deserves 
distinction. 

No one ever believed Wall Street would be guilty of 
optimism. The mood of the "Street" usually is as blue 
as Monday. The dyspepsia of "melon-cutting" may 
have caused its melancholy. We do not know. But con- 
sistently for years, the newspapers have informed us that 
"Wall Street doubts," "Wall Street does not believe," 
"Wall Street is pessimistic," etc. Yes, Wall Street has 
been appointing the bow-wows as receivers for the 
country, as long as we can remember. 

Therefore it commanded attention when the foremost 
American financial paper reported that Wall Street was 
fairly aglow with optimism. 

And Here Are the Reasons 

The fact that the Liberty Loan promises to be over- 
subscribed. 

That United States' loans to the allied nations has 
enabled them to continue as large customers of American 
business. 

That the United States authorization of $7,000,- 
000,000 bond issues will turn that amount of practically 
new money into circulation in this country. For that 
amount has been borrowed largely from the future and 
added to the already huge amount in circulation in the 
United States. Business has received fresh nourish- 
ment. It must grow bigger and stronger because the 
needs of the country, as a nation at war, demand not 
normal business, but super-normal business — extraordi- 
nary activity in all lines. 

Wall Street Is Confident 

These are the facts that have warmed the orchid of 
faith to bloom on Wall Street's barren branches of doubt 
and skepticism. And if Wall Street is confident the rest 
of the country may be assured there is nothing to fear. 
The keen, shrewd financiers of the Street know that the 
entry of the United States into the war stabilized the 
credit of the world, and enlarged the scope of business, 
which otherwise would have begun to suffer through the 
enforced withdrawal of certain allied nations from the 
United States' markets. 

The prosperity which Wall Street sees has begun 
already to permeate the country. What other condition 
is possible? The amount of money in circulation in the 



United States in 1916 was approximately $4,000,000,000. 
Within the year it is proposed by the Government to add 
about $7,000,000,000 to that amount, increasing it by 
175 per cent. 

Will Coax Money From Hiding 

The first war loan of $2,000,000,000 has been an- 
nounced. From what sources has this huge amount been 
drawn? One of the most important functions the loan 
has served is to coax hoarded money from hiding. 
Millions and millions of dollars are idle in America during 
normal times. There are many people who never put a 
dollar in bank but accumulate it in secret places of their 
own. These people are glad to buy Government bonds 
as it spells safety to them. Treasury officials have been 
surprised at the great amount of money which has been 
uncovered from secret places by this bond issue. And all 
will be turned into American business. It is no longer 
idle. 

Some few Americans profess to be disturbed by the 
fact that America has loaned great sums of money to the 
Allies. But every cent of it practically is spent right here 
in the United States. We have merely advanced them 
credit. And their custom will keep all America busy 
until the end of the war. 

Added to this promising situation we will have the 
greatest safeguard to business stability ever put into 
effect in the United States — a food dictatorship. A 
country which is safe from the exploitation of its food 
resources is fortunate indeed. Without fear it can go 
sanguinely about its business, invent, create and expand 
with all its mental and physical powers. 

How It Affects You Dealers 

For the automobile industry the conditions presented 
are peculiarly bright. People must move quickly. There 
is no quicker method of transportation than the auto- 
mobile. The Government is preparing to abolish the 
luxurious railroad cars in order to increase its facilities 
for moving troops. Poorer passenger accommodations 
will increase touring inevitably. Motor cars will be put 
to excessive use. They will wear out more rapidly. They 
must be replaced. You must replace them. 

Hudson dealers have the prospect of a wonderful 
market before them. Let us show our confidence by 
working enthusiastically. If the other fellow sees your 
"pep" unabated it will encourage him. And courage is 
the heart and soul of business. Let's do our bit. 
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1AST year the Hudson Super-Six made new records 
. for every motor performance that has any weight 
in influencing the decision of prospective motor 
purchasers. For speed, power, endurance, its supremacy 
was decisively established. 

Those records played a big part in piling up the 
huge sales totals of last year. Because the public loves 
strength, valor and power, whether in a man, a horse 
or a motor car. The exploits of the Super-Six appealed 
to that affection. And further, they enabled us to 
eliminate generalities in our advertising claims and point 
to specific performances. 

It is possible that that was the biggest benefit we 
derived from engaging in extraordinary tests against 
records. Because the public has been so fed up on claims 
that it turns with relief to any product which backs its 
pretensions to excellence with bona fide proofs. 

But in this world a story that is a year old has lost 
some of its "punch." It may be as true today as a year 
ago, but the wonder has partly gone from it. And that 
is the reason the Hudson company is racing this year. 
We are underscoring the facts we established last year. 

We are telling the old story of the Super-Six's speed, 
power and endurance, but in a new and interesting 
way. It is the same story the Super-Six unfolded in its 
double flight across America; in the 24-hour run; in 
the Pike's Peak hill climb, and innumerable other tests. 

But this year it is being told on the speedway. 

The first chapter was written at Cincinnati, where 
four Super-Sixes engaged in the Speedway events of 
May 30 — and all finished in the money. First in the 
free-for-all; second, seventh, and ninth in the 250-mile 
classic, against a field of 28 special racing cars, most of 
which were built at enormous cost. 

That story went before the public in graphic fashion. 
Thousands witnessed the race; many other thousands 
read of it; advertising will tell it to thousands more. 

To all it emphasizes afresh the Hudson superiority. 
The entire Hudson organization will feel the benefits 
of this venture into racing. Many sales will result 
directly from it. We have proof already of this. And 
the increased prestige and advertising which the Super- 
Six secures from this most exciting of sports will have a 
lasting effect. 

The Hudson is the only large manufacturer of cars 



to engage in racing on a big scale, thus far in the season. 
We have no desire to disparage manufacturers of other 
cars or their products, but we do not believe any other 
motor-maker could enter racing on the Hudson policy, 
and preserve a reputation for good business judgment. 
Because we do not believe any other car could conform 
so closely to stock car structure and make even a re- 
spectable showing in speedway races. 

In planning our racing campaign we took all this 
into consideration. We could have built sensationally 
fast cars, with all parts especially adapted to racing 
and weight reduced to a mimimum. It meant only 
that we copy the pattern of certain noted racing models 
— as most manufacturers who race do — and then put 
our name to them. But had we done this we would 
have been in nowise different from the other racing 
teams. And we would not be honestly representing 
our stock car on the speedway. 

We chose what we deem a wiser plan. We knew the 
Hudson stock car had sufficient endurance to with- 
stand a race at any speed and for any distance. We knew 
it had the power to develop great speed. We therefore 
preferred to make our racing platform on adherence to 
stock car structure. 

We knew we would have to contend with faster 
cars. We expected to have to be content with finishing 
positions rather far to the rear. But we knew we would 
have our reward when we could come before the public 
and say, "Our racers were of stock design and material 
and all of them finished." 

That our racing cars at Cincinnati took four prize 
money positions is especially gratifying. We feel vin- 
dicated in our step for representative racing. And we 
believe the entire Hudson organization is going to feel 
the benefit of this policy in a sharp increase of sales. 

But it will do none of us good to relax our selling 
efforts, and let salesmanship coast on the prowess of 
the Super-Six racers. That is a dangerous temptation. 
We all remember last year when the Hudson was mak- 
ing records — and selling itself incidentally. The Super- 
Six will continue this year to hold up its supremacy of 
performance on the race track. But for the good of the 
man and of the organization we want to press our selling 
efforts just as energetically as if we were marketing a 
second rate car in competition with a field of leaders. 
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Flyers! 

Both Ruth Law and the Super-Six Speedster Are That 



Ruth Law, the most famous of all women aviators, in a Hudson Super-Six Speedster 
in the Cincinnati Speedway oval. Behind is the biplane in which Miss Law made 
her famous flight from Chicago to New York, breaking all records. "Poilu," the 
beloved dog, occupies the seat with Miss Law. 



Add "Idylls of the King" 

HERE is a tribute to the Hudson Super- 
Six inspired by the transcontinental 
run. It was written by a man who 
never even owned a car. Read his letter and 
the little poem. They are interesting. 

Gentlemen: — Enclosed please find a 
little rhyme the inspiration for which is 
the transcontinental record of the Super- 
Six as well as its other records. I have 
always been interested in the Hudson 
car, having driven a "13-3 7," altho I 
never owned a car. 

I was in San Francisco at the time of 
the feat of the Super-Six and I wrote the 
enclosed lines then, but I hesitated about 
submitting them until now. 

Inasmuch as I believe every word in 
the "rhyme" to be true — whether it has 
any poetic value or not — I hereby sub- 
mit it to you for what it is worth. 
Respectfully, 

G. W. Selby. 

The Song of the Super-Six 

"Forth from the bustling shop I came; 

A giant even at birth. 
The strength that is in me has carried 
me far — 

To the uttermost ends of the earth. 
No load is too heavy, no journey too long 

To cower my spirit, and yet 
I obey each command of my guide as I go: 

I'm a monster — a servant — a pet." 



Wisconsin Governor Buys 
Hudson Super-Six 

GOVERNOR Emanuel I. Philipp, of 
Wisconsin, is the owner of a Hudson 
Super-Six Sedan. He is another of the 
big family of state executives; and national 
officials of prominence, diplomats, kings, 
emperors, princes and presidents who hold 
the wheel of a Super-Six. 

Jesse A. Smith of the Jesse A. Smith Auto 
Company, Hudson distributors for Milwaukee 
writes: 

"Governor Philipp purchased this car after 
carefully examining all other makes, and 
decided that the Hudson Sedan, for his pur- 
pose, was superior to them all." 



Liberty Bonds 

IIBERTY Bonds are being accepted in 
. trade by a great many mercantile 
■^ houses, who are advertising their "pa- 
triotism" in so doing with great gusto. At 
least one motor company is doing this also — 
allowing $102 in trade on a $100 Liberty 
Bond in part or entire payment for the car. 

At first blush this may appear to be a very 
smart bit of business. The men who put it 
into effect thought so. Or else they felt the 
need of doing something quick, and this ex- 
pedient suggested itself. 

Liberty Bonds are a good buy. They are 
worth their face value to any one who wants 
to secure his money for a long period at 3j/£ 
per cent interest. But they are not worth 
even $100 in current trade. It is apparent 
at once then that the play for "Liberty Bond 
trade" is only a polite discounting scheme, 
which has been ingeniously fashioned out of 
the opportunity. It could not work 
satisfactorily over a long period, unless the 
dealer wished to continue to accept fewer 
dollars of profit from his sales. That is the 
best that this sort of trade means in fact. 

We think it savors of hysteria as an adver- 
tising plan, and does not suggest the sound- 
ness of business methods, which people who 
can afford to buy a motor car, are intelligent 
enough to expect in the company back of 
the car. 



The Line of Approach 

Do you talk with your prospects in 
their own language? Can you make 
your arguments in terms that he 
understands, that are kin to his man- 
ner of living and thought? If you 
have that one genius you are a great 
salesman, or with proper energy will 
become one. If you haven't it you 
should study to acquire it. 

The Popular Magazine has a little 
story illustrating this point very 
aptly: 

THE head of an insurance company was 
reminiscing on former days when he 
wrote policies himself, mostly by but- 
tonholing people on the streets. 

"The greatest insurance salesman that ever 
lived?" he reflected. "I think I can place 
him. 'Twas when I had charge of our Cin- 
cinnati office. We wrote all kinds of policies. 
Most of them were for marine insurance on 
river cargoes, but we also went after life in- 
surance. One morning there blew in from the 
East a former dredging-machinery salesman 
out of work. I gave him a job. We happened 
to have a prospect that no one had ever been 
able to land. When a new man came to work 
for us, we always sent him over to see this 
impregnable one. If the new man came back 
at all, we knew he had nerve that couldn't be 
broken and would make good on closing up 
easier prospects. 

" 'I have an excellent prospect for you to 
work on,' I told the new salesman. 'It's a 
jockey who lives over in Covington. You've 
heard of him — they call him the 'Flying 
Squirrel' out at the tracks. He's rich — owns 
stables of his own, has made a small fortune 
betting, and, besides that, he has the stakes 
from riding a half dozen winners under the 
wire. He doesn't carry a penny of insurance. 
Go over and talk to him. He's riding running 
races at Latonia this week.' 

"The new salesman was back the next 
morning, with the Flying Squirrel's name 
signed to a big policy. 

" 'Easiest sale I ever made,' he announced 
quietly, as we gathered around. 'I found him 
placing bets with the bookmakers. 

" ' "I want to bet you a hundred- to-one 
shot you die before a year from Christmas," 
I opened up on him. 

" ' "Done!" the Flying Squirrel fired back 
at me. 

" ' "Just sign here, on the dotted line, then," 
I told him— and he signed without batting an 
eye.' 

"Now that jockey was a gambler, and the 
only reason the rest of us had failed to land 
him was because we failed to picture insur- 
ance to him through a gambler's eyes. It 
takes a different line of approach for every 
sale, and you have to talk from the viewpoint 
of the person you're trying to close." 



"Watch Your Step" 

By W. E. Steinhardt 

// opportunity should smile, 

Just to make it worth your while, 

To invest your little pile. 

Watch your step. 

If your plans in life are sure 
And you hold a sinecure 
That your hopes will all mature, 
Watch your step. 

When your business has so grown 
It can run along alone 
And leaves your time your own, 
Watch your step. 




And when you try, at leisure. 
To exact an extra measure, 
From this world's supply of 
pleasure, Watch your step . 
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Ralph Mul ford in "No. 9" which 
won ninth place at Cincinnati. 



THE SUPER-SIX 

and 

The Pot-Hunters 



T*HERE are more Hudson Su- 
per -Sixes racing today than 
any other make of car. The 
realization of this fact is startling, 
because until this year the Hud- 
son never encouraged racing, and 
never built a car for racing. 

But today we venture to say 
there is not a race of any conse- 
quence in which the Super-Six is 
not entered. The Hudson Com- 
pany hasn't a penny in any of 
these cars, except the five Super - 
Sixes which were altered for speed- 
way racing at the factory, and 
which comprise our racing fleet. 
The others are owned by priva- 
teersmen of the speedway, out for 
prize money, and in no wise in- 
terested in the Super-Six, except 
as a winner. We were greatly sur- 
prised at the number of Super- 
Sixes which have appeared in 
races thus far this year. And 
practically without exception 
the have landed in the prize 
money. 

In addition to the four Super-Sixes which 
took respectively, first place in free-for-all, 
and second, seventh and ninth in the 250- 
mile classic at Cincinnati we can recall quick- 
ly these other Super-Sixes (independent) 

An Eye for Bargains 

" O^IRE," said the grand vizier of a certain 

l^\ Oriental potentate, "I suggest that in 

^"^ the future we buy our automobiles 

from the western company that has just 

offered us a thirty-per-cent. discount." 

"Good!" said the potentate. "Order a con- 
signment of five hundred automobiles, assort- 
ed sizes, at once, and tell the company to 
send us a check for the discount by return 
mail, and the bill will be settled in due 
course." — Youth's Companion. 



Jerry Rot her t, and the Super-Six 
which won the Cincinnati free- 
for-all. 



which have come to our attention through 
racing: 

A. H. Patterson's famous old "No. 20." 
It won numerous contests and prizes last 
year. Patterson drove it on the roads of 
California all winter, using it as a pleasure 
and business car. He drove it from Stockton 
to San Francisco shortly before the 1917 
Floral Classic at Santa Rosa, and then from 
San Francisco to Santa Rosa, arriving the 
morning of the race. Other cars entered for 
the race were either towed up or arrived by 
railway. Patterson won the race by miles. 

Glen Breed won two free-for-all races at 
Texarkana on the same day with the same 
Super-Six. 

Driver Strickler piloted a Hudson Super- 
Six to victory at the Michigan State fair 
grounds, Detroit, May 30. 

Denny W. Hickey took second place in the 
Uniontown speedway races of May 30, finish- 
ing 9 seconds behind the leader, who was 
extended to his limit to win. 

In this race a second Hudson Super-Six 
was entered and furnished a thrilling and 
spectacular exit, which had some remarkable 
phases. On the lower turn, where four were 
killed last year on this course, the Super-Six, 
driven by Jack Conway, blew a front tire 

Gen. Edwards Buys Hudson 

AMONG the recent Super-Six purchasers 
from the Henley- Kimball Co., of Bos- 
ton, Mass., is Brigadier General Clar- 
ence R. Edwards, commander of the Depart- 
ment of the Northeast, U. S. A. He bought a 
Limousine. 

Mr. Ordway, vice president of the Henley- 
Kimball Company, writes: 

"All the dealers in this section were after 
the General's business, but he preferred the 
Hudson." 



The Welbon Motor Car Co. of Cincinnati 
has held its second successful open air sale of 
used cars. The company utilized the ground 



floor of a building which it razed during con- 
struction operation, strung it with electric lights 
and advertised. Two big sale rushes resulted. 



The Crab 



T f HE CRAB is not the worst of God's creatures. But he's pretty 
near the meanest. The Crab is respected, because he carries 
the implements of punishment and the grouchy disposition 
to inflict it. But he is not loved. At least it takes the handiwork 
of a good cook, the condiments, the bright lights and a jazz band 
for the ordinary person to work up a great affection for the Crab. 
But when the Crab is alive and looking after his own interests he 
is to be avoided. 

We have some human Crabs also perambulating the earth's 
face. Some of them are successful. But not many. Those who 
make headway cut their success out of hardest granite. And 
their friends and enjoyments are few. The human Crab is prefer- 
able to some species of our kind. But we would traffic with him 
more, we would seek his company oftener, and we would help 
him help himself, if he smiled once in a while, and didn't wear a 
pair of pincers where he ought to have a glad hand. 



Ira Vail in "No. 14" which took 
second place at Cincinnati. 



and swerved into the apron at terrific speed. 
The Super-Six turned over, righted itself, 
tore a 70-foot section out of the apron guard 
rail, which is of heavy oak, strongly sup- 
ported, and then dropped six feet to the 
infield. 

Conway and his mechanician, who "went 
below the hatches" as soon as the tire blew, 
came up for air after the Super-Six stopped, 
and after a personal inventory, reported all 
present and no injuries. Except for a hole 
through the radiator screen the Super-Six 
was undamaged. The frame and all parts of 
the car stood the terrific impact without any 
appreciable disturbance of its aplomb, and 
the engine when called on brought out the 
healthy, resonant song which is typical of 
the Super-Six high speed cars, and which has 
earned it the nickname of "Musician of the 
Speedway." 

"I owe my life to the solidity of the Super- 
Six," said Conway later. "Both my mech- 
anician and myself believe if the Hudson 
hadn't been so ruggedly made it would have 
crumpled under the awful smash we gave the 
guard rail, and probably killed us both." 

The Super-Six is racing in many hands this 
year. Drivers have learned that the Super- 
Six engine can be depended on to keep going, 
and that with a few changes such as can be 
quickly and inexpensively made, it can pro- 
duce speed that will keep the Hudson among 
the leaders — and in the prize money. 

No other car manufactured is being raced 
on a similar basis. Because no other stock 
car can be converted into a creditable racer 
without vital design changes, entailing great 
expense. 

The year should be brilliant with Hudson 
victories on many tracks. 



The Hudson racing team prob- 
ably will enter four cars in the 
next speedway event at Chicago, 
June 16. The cars already are on 
the ground tuning up . daily. The 
team expects to better its showing 
at Cincinnati. Here's hoping! 



Super-Six the Hill Plane 

ALMOST every city used to have a hill 
that the oldest residents with rather 
malicious glee, and maybe a little 
civic pride, boasted had never been climbed 
on high by any dod-rotted automobile. In 
most of these cities now they say the boasted 
hill was never climbed in high gear by any 
automobile — except the Hudson Super-Six. 
Because the Super-Six certainly has been 
leveling those insurmountable hills. 

One of the latest reports of the humiliation 
of these proud humps of topography, comes 
from Adams, Mass. The victim was "City 
hill," which is not only steep but further for- 
tified against ambitious motorists by a num- 
ber of bad water bars. 

The Hudson Super-Six, driven by a pilot 
from the Harrington-Gifford Co., of Spring- 
field, went up in high with no passengers on 
the first effort and later bearing one passen- 
ger. Among the crowd who witnessed the 
feat were several guests of the Hudson rep- 
resentatives, including Edwin F. Jenks, 
president of the First National Bank, A. M. 
Daniels, superintendent of the L. L. Brown 
Paper company, and Robert E. Noble, first 
owner of a Hudson speedster in Adams. All 
declared the Super-Six performance remark- 
able. Though many other makes of cars have 
tried the hill none ever climbed it on high 
until the Super-Six sailed over the crest. 
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Cashing Prosperity Checks 



on 



The First National Bank— The Sock 



A TREASURY official has declared that a large 
proportion of the money susbcribed to the 
Liberty Loan was drawn from private hoards — 
money that had not been in circulation for many years. 
Millions of fresh money, the blood of business, has been 
poured into the arteries of trade. 

And a few days ago 10,000,000 young men of America 
registered for service in the United States' war machine. 
Within a few months at least 1,000,000 and probably 
1,500,000 of these men will be drafted into the army. 

Our civil population will be smaller and yet it will 
have vastly more money to circulate in its diminished 
ranks. That is bound to mean a greater individual 
prosperity. It is likewise bound to produce another 
alumni of noveau riche from the college of war business. 

It has been shown that food economy is the only 
sort of denial that is practical. And that will be man- 
aged governmentally. The United States will not risk 
the collapse of its war venture through food jugglery. 
We will have regulation of our food supplies that will 
keep the wolf from every lintel in the land. It is only 
that assurance that the American people needs. Secure 
in its larder it will work better and more confidently, 
and it will at no time be inclined to hoard. 

Hunger fear is the thing which drives people to 
hoard, in war time. They are afraid that unrestrained 
food speculation may at any time corner the food 
market and demand exorbitant prices. They lay by 
money to be prepared for that time. When a con- 
siderable number of private hoards are draining money 
out of circulation business slows up, and panics follow. 

But assurance of a food control removes this fear, 
and averts the aftermath of hoarding with all its ca- 
lamitous possibilities. This is entirely just. It is proper 



They're Waiting On You 

A large number of Hudson dealers have ordered the salesroom display 
plan, offered in recent editions of THE TRIANGLE. 

But they're waiting on YOU. Because until we have YOUR order it 
will be impossible to put the plan into effect. We must have a certain 
number of subscribers in order to get the service at the extremely low rate 
of $80 for the first year and $36 a year thereafter. We have not yet filled 
up that number. 

This display plan is exclusively Hudson — at present. If we cannot 
secure enough Hudson dealers to take it we may see it taken up by some 
other company. If another make of car used it, YOU would want it also. 
Because it is the most advanced idea in automobile display advertising 
yet conceived. 

Why not be the first to take it? Why not have this distinctive Hudson 
advertising feature in YOUR salesroom? 

One dealer writes in: "Tell those other Hudson fellows to hurry up and 
give their orders. We want that display plan and want it right away." 

It is going to prove a big disappointment to some of the Hudson deal- 
ers if we are not able to secure enough subscribers to make the service 
feasible. How about you? Have we your order? If not, what mail may 
we expect it in? The next? 



that a nation should be insured against the exploitation 
of its larder. 

Since the world began no nation, except Germany 
perhaps, has entered the war upon such a firm footing 
as the United States. We have time to prepare coolly 
and thoroughly. We are not in desperate haste to rush 
half trained levies to threatened borders, and turn over 
the government and the back country to the depreda- 
tions of civil marauders and looters. 

We enter this war with a maximum of efficiency and 
a minimum of distress. The business outlook is excellent. 

It is our privilege and duty to keep business at a 
high standard. As our principal concern is the motor car 
industry we should know as nearly as possible what 
effect the entry of the war will have upon it. The most 
painstaking scrutiny of the situation reveals no real 
reason why there should not be increased sales for auto- 
mobiles, exclusive of government orders, which un- 
doubtedly will be large. We have had to contend with 
the hesitancy of prospects who were waiting "to see 
which way the cat jumps." It is part of our business 
to carry confidence around with us — to sell confidence. 
We should be able to talk confidence, not in mere 
generalities, but in ponderable facts. We should be 
able to show that business conditions actually are better 
than before the United States' entry into the war — 
and that they are improving. 

The tendency on the part of prospects to offer the 
war as a reason for not buying is decreasing. But dealers 
and salesmen will still meet that objection from time 
to time. 

Those who are best equipped to dispel this hesitancy 
by intelligently showing that the facts do not warrant 
it will excel in the sale of Super-Sixes. 



Super-Six News Sells Cars 

-m jjANY Hudson dealers trace the sale of 
[\/| Super-Sixes directly to their use of 
-AY A the Super-Six News. We get many 
letters acknowledging the pulling power of 
this publication. In a great many other in- 
stances the Super-Six News has a strong in- 
fluence in swaying the decision of prospects, 
and it always has the advantage of keeping 
the Hudson Super-Six in the presence of 
possible purchasers — unobtrusively, yet with 
all the force of tasteful presentation, with all 
the persuasiveness of picture, suggestion. 

From the Hudson Sales Company of Osh- 
kosh.Wis., we have just received the following 
letter regarding the selling strength of the 
Super-Six News: 

Gentlemen: — In reply to your remind- 
er of May 25 1 wish to say that I recently 
sold two Sedans and a Phaeton, mainly 
through the Super-Six News. Two of 
these prospects, a Phaeton and a Sedan, 
I had never called on until they came to 
the salesroom, but they had been receiv- 
ing the News regularly for some time. 

I certainly believe the News helps a 
great deal in keeping the Hudson in the 
prospect's mind. 

Yours very truly, 
Hudson Sales Company, 
(Signed) A. W. Kaufman. 
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Waving 

To Get 



the Flag 

Business 



WHAT part has patriotism to do with advertis- 
ing and merchandising? 

We have witnessed within the past few weeks 
the rather nauseating spectacle of "business patriots" 
turning star-spangled flip-flops and seeming by their 
feverish antics to say, "Look what a patriot I am! Buy 
from me!" 

We are confident that this patriotic vaudeville is 
lost on most people. The motive is so childishly ap- 
parent — the cupidity so brazenly unscrupulous. People 
either laugh at it, or turn from it in disgust. They don't 
like to see the Liberty Bell used as a ballyhoo for busi- 
ness, and a spieler waving the stars and stripes doesn't 
cut much of a patriotic figure, when quiet men in khaki 
are going down to the troop ships under that same flag. 

If a man keeps asserting he is a "gentleman," we 
suspect he is not so sure of it himself. In the same way 
if a man keeps shouting he is a patriot people look at 
him with lifted eyebrows. Who said he wasn't. But 
why rave over it? There are others. 

There are many ways in which American business 
men can show their patriotism — real worthwhile acts, 
which create respect and prominence for the man who 
does them, and for the business he represents. But it is 
a useless waste of time and energy to attempt to ex- 
ploit patriotism primarily as a dollar-maker. It does not 
help a business which has been proceeding according to 
rules of competition, suddenly to thrust itself forward 
and claim preference of the consumer, on the grounds 
that it is "patriotic." 

American patriotism should not need a brass band. 
The person or business which conducts himself or itself 
as though their patriotism is a self-evident fact, carries 
greater conviction than any amount of grotesque capers 
indulged under the name of "patriotism." 

We have seen a number of these violent flag-waving 
merchandising efforts collapse suddenly, leaving its 



managers with a silly look and little else to show for 
their enterprise. 

We have every confidence that Hudson dealers have 
the tact to know just how far their enthusiasm to help 
may go without overstepping the bounds of good taste. 

Many Hudson dealers have loaned cars to assist 
recruiting. Others to aid in Red Cross work. Others 
for various uses in organizing business for the national 
emergency. Some have given outings to wounded 
soldiers. Scores of Hudson dealers have taken a leading 
part in marketing Liberty Bonds. All this is legitimate. 
These are acts which primarily speak the desire and 
willingness of the doers to serve. That they gain adver- 
tising for themselves and the car they represent is 
secondary. 

That sort of patriotism is respected. People recog- 
nize them as earnest acts, the truest sort of patriotism. 
But every Hudson dealer must know that the class of 
people who buy Super-Sixes are not likely to be in- 
fluenced by a flag-waving merchant. They are not buy- 
ing patriotism but motor cars. They do not seek to 
buy Mr. Merchant's grandiloquent love of his country — 
with a car thrown in for good measure. They want 100 
per cent car value for their money. We firmly believe 
that many people avoid the merchant who specializes 
in patriotism, because they scent buncombe in his 
spread-eagling and fear he would not be a whit more 
scrupulous in sawing off a bad bargain on them. 

Hudson dealers will find that Super-Sixes sell for 
the same reason as before the war — because it is a car 
that has demonstrated supremely in all tests of car 
merit, and because it has been advertised soundly 
and in a manner that compels respect from intelligent, 
self-respecting people. 

Don't steal the politician's stuff. Energetic selling 
methods will close your prospects. You can start some- 
thing by waving a flag at a bull. But bulls and bone- 
heads don't buy Super-Sixes. 
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The Super-Six News 
Grows Because it Pays 

Is it Talking to Your Prospects? 

EVERY new subscription to the 
Super-Six News costs the Hud- 
son Motor Car Company 
money. When the circulation is 
growing by thousands, the costs 
mount up into formidable figures. 

Do you think we would continue 
to carry this burden of overhead, 
unless we knew definitely that the 
venture was returning in increased 
sales? 

You know most certainly that we 
would not. So far from seeking to 
enlarge its scope, thereby adding 
to the cost of its production, we 
would withdraw it as a non-paying 
venture. 

But we know from our own obser- 
vation, supplemented by that of 
hundreds of Hudson dealers and 
distributors, that the Super-Six News 
does telling work among prospects. 
In some instances prospects have 
ordered Super-Sixes without a dem- 
onstration, merely from the mission- 
ary work done by the News. 

In innumerable other cases it has 
interested people in the car and 
brought them in to the dealer's 
rooms, and sales resulted. 

We believe the Super-Six News per 
copy is the best literary advertising 
the Hudson Super-Six receives. In 
the first place it reaches a selected 
class of readers, people whom the 
dealer picks out as likely to be pur- 
chasers of a motor car. To these 
people it comes every two weeks with 
an interesting story of the Hudson 
Super-Six. It is always welcome. It 
contains news pictures that rank 
with the best rotogravure publica- 
tions in America, and far outranks 
most of them. Therefore it never 
suffers the fate of a great deal of 
circular advertising literature — the 
plank-walk to the waste basket. 
On the contrary it is read and passed 
around. An inquiry made at random 
among subscribers to the Super-Six 
News developed the fact that it 
averages five readers to each home. 

That means that the entire family 
interest is in some way excited in 
the Hudson Super-Six. Not alone 
the father, who probably will do the 
actual buying, but the wife, who also 
most likely will influence the choice 
of the car the family owns, where 
price is not the greatest considera- 
tion. In turn she is influenced, 
probably unconsciously, by her chil- 
dren. A lusty, enthusiastic boy who 
is demanding with all the vocal 
privilege of youth, that the next car 
be a Super-Six, has a lot of effect on 
the family. 

There is no accurate way of telling 
how many people read the Super-Six 
News copies which are placed in 
clubs, trade association lounging 



Our Duty 

(Here and There) 



OUT there it's trench and 
mortar, 

Ifs charge, cold steel 

and slaughter, 
And perhaps a little cross 

upon the hill; 
For the lean, keen boys in 

khaki 
Will find the road is rocky 
That runs to Berlin town and 

Kaiser Bill. 

Back here ifs coin and labor, 
It's you, your wife and neigh- 
bor, 
And perhaps the chaps that 

toil down at the mill, 
Getting food and clothes and 

shot 
To our line that's on the trot 
Towards Berlin town — and 
getting Kaiser Bill. 



Out there it's blood they're 

giving, 
To make life here worth 

living, 
To bequeath the gift of free- 
dom to the earth; 
Out there it's guns and 

lances, 
Where the gray line down in 

France is, 
And the boys are cutting 

through for all they're 

worth. 

Back here it's trade the 

faster, 
Double business over last 

year 
And keep the nation's mills 

all going strong; 
For every car we make and 

sell— 
Every other trade as well — 
Helps the khaki drive to 

Berlin town along. 



rooms, and other places of a public 
or semi-public character. But we 
know the number is large. 

Also we know that among our 
dealers the most successful are those 
who use the Super-Six News most 
freely. Unless you are making the 
Super-Six News work for you too, 
you are over-looking one of your 
strongest selling adjuncts. 

E. J. MacMullen Advanced 
in St Louis 

EJ. MACMULLEN has been appointed 
vice-president and general manager 
of the Hudson-Phillips Motor Car 
Co., and took up his new duties in St. Louis 
a few days ago. Mr. MacMullen is a man of 
long experience in the automobile business, 
being well .known in the Middle West and 
on the Pacific Coast. 



A New Record at Reno! 

Not Divorce, But Speed is Meant 

WHEN people go to Reno they are 
usually in a hurry. Egbert wants 
to get rid of Ermyntrude or Mrs. 
Cold-Cash wants her freedom quick so 
she can rush back and cut in on the very 
eligible Mr. Moneybags, before that brazen 
Miss Goodlooker cops him. 

Therefore breaking a record to Reno is 
stepping some, as most any of the hasty 
pilgrims thither will admit. Nevertheless a 
Hudson Super-Six stock car recently smashed 
all speed records from Carson to Reno, 
covering the 33 miles of rough ground in 45 
minutes and 15 seconds. This feat followed 
within a few days of the effort by another 
car — an eight-cylinder machine — which made 
the trip in 52 minutes, breaking the former 
record of 54 minutes, 30 seconds, which was 
held by a special racing car for four years. 



The Cuttlefish 

T I WHENEVER Theodore Roosevelt gets so mad he can't 
yy say all the mean things he thinks of a man fast enough, 
he just calls him a cuttlefish, and waits until the country 
scrabbles through the dictionary. 

In the dictionary the '"cuttlefish" is described as a finny deni- 
zen which, when attacked or in fear, discharges an inky fluid into 
the water, to cover up its movements, and then beats it for the 
Arctic sea, or some other place of safety. 

The sea isn't the only place full of cuttlefish. A lot of them 
hive up in office buildings with gold letters on the door. When 
under attack, when urged to keep a business pledge, or pay a bill, 
they take their stenographer in hand and let out bottles of ink 
to cover their retreat. There isn't much that can be done with a 
cuttlefish except to leave him alone. You usually can find out 
whether it's a regular bite on your line or only a cuttlefish nibble, 
by looking the gentleman up in the credit references of your 
Board of Trade. 
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Make Tourists Acquainted 
With All-Hudson Service 

THE touring season is now wide open. 
Hundreds of automobiles are spinning 
over the roads of the United States 
and Canada. Many of them are passing 
through your town, daily. Among them you 
will see Super-Sixes from far cities, and to 
the passengers your place, as the Super-Six 
agency, is the house of kin. 

The Hudson organization has the reputa- 
tion of maintaining the finest co-operative 
service of any in the United States. It has 
been learned through intelligent and cour- 
teous treatment of the Super-Six owners, 
not only by the dealer who sold the car, but 
by other Hudson dealers to whom he may 
have occasion to apply for service or any 
other courtesy. 

You may be sure the owners appreciate 
this, and that such treatment preserves their 
friendship for the Super-Six and for the 
organization. Co-operation among Hudson 
dealers is chiefly responsible for this excellent 
condition. It may not always be apparent to 
a dealer wherein any direct benefit results 
to him from going out of his way to be of 
assistance to a Super-Six motorist from a 
distance. But it is of direct benefit to him 
when motorists from his own territory re- 
turn from a tour, pleased and satisfied with 
the attention they have received at the hands 
of other Hudson dealers, during the excur- 
sion. It solidifies their loyalty to the Hudson. 
They know that Hudson ownership carries 
a great deal more than the mere physical 
possession of a fine car. They realize that 
an extraordinary service accompanies it. 
And they will want to continue always as 
Super-Six owners. 

We therefore urge all Hudson dealers to 
be particularly careful at this time and in 
ensuing months to keep their service de- 
partments in the most efficient shape. By 
keeping Super-Six owners sold on their 
present car, you are practicing the finest 
kind of salesmanship for the next Super-Six. 
And in buying a car nowadays people examine 
into the sort of service that goes with it 
quite as thoroughly as they do into the 
mechanical qualities and capabilities of the 
car itself. 



Super-Six First to Climb This Hill On High 



THIS shows the first ascent of Sandhill at Chicopee, Mass., by any car on high 
gear. The climb was made by a representative of the Harrington GifTord Co. 
of Springfield, Mass., during a demonstration for the Chicopee fire department. 
Fire Chief John E. Pomphret and Deputy James McNeish were passengers on the 
trip. They afterwards recommended the purchase of Super-Sixes for use by the fire 
department. Some idea of the precipitous pitch of the hill may be gained by a glance 
at the contour of the land in the background. The Super-Six is just coming out of 
the stiffest part of the climb, which is the more difficult because of the sandy charac- 
ter of the road, and many short curves. 



The Chico Motor Company of Chico, 
Cal., has taken over the Hudson agency for 
that territory, and attracted great attention 
at the recent exhibit of Super-Sixes held in 
that city. 



A. J. Nicollet, one of the veterans of the 
Chicago automobile row, recently joined the 
forces of Louis Geyler, distributor of the 
Hudson Super-Six for the Windy City. Mr. 
Nicollet has charge of the Geyler service station. 



Show Your Prospects 

Why Country Must Prosper 



MOST of the prospects who advance the war as a 
reason for delaying or withholding their order 
for a Super-Six, would buy readily enough, we 
believe, if they knew the real facts of the situation. 

The best opinion of the country is a unit in declar- 
ing that business in the United States will improve 
because of the war. No good American wants improved 
business at the expense of war. But when both war 
and improved business are forced upon us we can refuse 
neither. 

Seven billion dollars, the amount of money the 
United States will spend here or loan to her allies to 
spend here this year, is approximately one and three- 
quarters times as much money as now is in circulation 
in this enormously active and prosperous country. 

What some economists have feared is the presence of 
such an enormous amount of money in American busi- 
ness will tend to inflate prices, and it is from that direc- 
tion only that they perceive a menace. The govern- 
ment, however, with far more vision than is usual in 
Washington during emergencies, has carefully enacted, 
or is preparing to enact, legislation against that very 
danger. 



The food control act, which in some form* un- 
doubtedly will pass, is probably the most stabilizing 
enactment the Congress could give the country at this 
time. Other laws, guarding against enormous profits 
or the exploitation of the nation's necessity, also are on 
the ways and ready to be launched. Business is given 
the best assurance by Washington, and the public is 
insured against the food manipulator's money-getting 
strategies. 

There has been also a notably fine attitude on the 
part of big business men to practically forego their 
profits in materials and supplies furnished the govern- 
ment. Of course this altruism will not be found in all 
the men with whom the government deals. But the 
promise at present is that Washington will handle the 
present situation with less fraud, and graft, and with 
more solicitude for the country's welfare than ever in 
our history. 

Money in such vast amounts as will be spent in the 
United States during the next year or two cannot but 
send prosperity bounding up. There will shortly be 
more people with money to buy pleasure cars than 
dealers and manufacturers will be able to supply for 
the demand. 
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War to Boom Business 

Expert Declares 



/T is clear to anyone familiar with money ex- 
change and particularly government finance, 

that the great preparations the United States 
is now making to get actively into the war cannot 
but release a vast amount of fresh money into 
currency, while withdrawing none whatever from 
American business. 

One of the most illuminating articles on this 
subject which has yet come to our attention, has 
been prepared by W. S. Cousins, editor of The 
American Banker. He discusses several phases of 
the business situation, which have not been made 
clear apparently to the American people — notably 
the fact that the loans made by the United States 
to foreign governments do not leave our country, 
but are used here to further stimulate American 
business. 

In part Mr. Cousins' article follows: 

New York, June 9. 

People inclined to be pessimistic or skeptical re- 
garding the course of business in the United States in 
the immediate future should catch inspiration from the 
sentiment expressed by the secretary of the treasury in 
his appeal in this city Monday night. If there is any 
agency well qualified to feel the pulse of business con- 
ditions and to correctly interpret its various indications 
that agency is the United States treasury department. 

Reinforced by observations of special agents as well 
as those of the Federal Reserve banks in the strategic 
centers of commerce, Mr. McAdoo expresses the con- 
viction that prosperity in the next 12 months will be 
greater than it ever has been before in America's history 
and that nothing can prevent this tide of prosperity 



from sweeping over this great land. During the next 
year the Allied governments and our own government 
must purchase in this country upwards of $10,000,000,000 
worth of materials and supplies, products of our farms, 
our factories and our mines. The expenditure of that 
vast sum of money will force prosperity upon us whether 
we go after it or not. 

A very common misapprehension is that the loans 
of the government to the allied nations of Europe in- 
volve the actual transfer of funds from America to 
foreign shores, thereby impoverishing America's own 
people and creating a shortage of real money in the 
United States. On the contrary, every billion dollar 
loan to Great Britain or other European Allies means 
eventually a billion dollars in new resources for America, 
for these "loans" are simply the extension of new credits, 
on Uncle Sam's endorsement, through which American 
products are purchased for foreign consumption. These 
credits will be repaid with interest on the resumption 
of peace, either by a return of merchandise, through 
the medium of foreign exchange, or by any process pre- 
ferred by American creditors. It is unfortunate that an 
erroneous impression regarding this matter has been 
permitted such wide circulation, and it is the duty of 
people of intelligence to minimize the harmful effects 
of such an impression. 

Even the Liberty loan will not reduce the amount 
of money circulating in the United States, much less 
take it out of the country. The government will keep 
the proceeds in the care of the banks until it is paid out 
and that will tend to cause inflation rather than strin- 
gency. Americans have not yet learned to invest their 
surplus as have other people, notably the French, and 
the wide distribution of the Liberty bonds will go far 
in educating them along these lines. 



That Chicago Race — 
How Are the Returns? 

BY the time this reaches you the 
big Chicago speedway race 
will be history. Probably 
you will have the results already 
through the telegraphic dispatches 
of your daily paper. We believe 
the story will be gratifying to you. 
Because we are firmly convinced that 
the Hudson cars again will demon- 
strate their speed and staying powers, 
and again all run within the money. 

This time we are entering four 
cars. It takes a lot of confidence 
to enter a car with the reputation 
the Hudson Super-Six enjoys, in 
speedway races against cars specially 
designed for such events, and with 
nothing in the balance but the race 
itself. To enter four Super-Sixes 
and to demand that all finish is an 
impost no other manufacturer in 
the country would undertake. 

But we have just that sort of 
confidence in the Super-Six. And 
they did not fail to live up to it 
with a vengeance at Cincinnati. 
There also four started, and all four 
finished in the prizes. But this time 
four will start in the main event, 



against probably the greatest field 
of cars ever gathered on a speedway. 
Some of these cars are credited with 
being able to develop 120 miles an 
hour. We know there will be many 
of them faster than the Super-Six 
specials. But we know also that the 
Super-Sixes can extend themselves 
to the limit of their speed, and sus- 
tain the load and strain for hours. 
At Cincinnati, for instance, all three 
Super-Sixes were making their fastest 
time towards the close of the race, 
when other cars were falling out, or 
wearying with the terrific clip. 

Again Ira Vail, Ralph Mulford 
and A. H. Patterson will drive. It 
is possible that Billy Chandler or 
Jack Gable will drive the fourth 
car. 

Hudson Victories Sell Cars 
in Mexico 

MEXICO continues to order many 
Hudson Super-Sixes, and H. C. 
Clifton, sales manager at £1 Paso, 
Texas, is kept busy routing the cars down 
below the Rio Grande. The great showing 
made by Hudson cars racing independently 
at La Condesa track, Mexico City, has had 
a wonderful influence in stimulating the 
Mexican trade, as foremost and above all the 
Mexican loves a winner. 

Page Four 



War Builds Good Roads 

"^TTA HE national necessity in time of war 
I will produce more good road building 

•^ than any other urgency," declared one 
of the foremost American engineers at a 
recent meeting of road building experts. 

"All the nation's products must be made 
easily accessible," said he. "Better highway 
communication must be established between 
city and country, and between town and 
town. The roads of this country must be so 
prepared as to make swift travel between 
cities by automobiles and trucks not only 
possible, but indeed so easy that goods or 
passengers can be so transported. 

"The railroads of the country will not meet 
the present transportation shortage. New 
railroads cannot be built fast enough. Our 
distances are too great. But our highways 
offer promise to bear a great burden of 
traffic, both passenger and freight, with a 
comparatively small expenditure of money. 
I do earnestly advise that the chambers of 
commerce and the State highway commis- 
sions spare no effort of time or money to 
hasten the improvement of American high- 
ways in order to place them on a basis that 
will connect the various parts of this nation 
by hundreds of fine roads, which in turn tap 
the agricultural district. 

"Good roads are not only desirable, but in 
war time they are an actual necessity. Good 
roads have enabled Germany thus long to 
stave off defeat. Good roads are necessary to 
any army that hopes to preserve a competent 
defense against resourceful and well equipped 
enemies. The United States defensive 
strength would be increased many times over 
if we had a road system that in anywise 
approached perfection." 
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Rubber-Necking 



Won't Win War 



or 



Better Business 



HOW much does it cost a community to re-gild 
the dome of the Masonic temple? 
Five hundred erstwhile busy citizens will 
spend two hours watching the steeplejack's work. 
Another 500 will give an hour. Perhaps 1,000 will con- 
tent their curiosity with half an hour of absorbed rub- 
ber-necking, and no one can estimate how many will 
contribute from five to fifteen minutes on this outdoor 
sport. 

It is a safe estimate that every time a steeplejack 
swarms up the high points of the city sky-line the city 
loses between 3,000 and 4,000 hours of profitable, con- 
structive work. Not cheap labor mind you, because 
chronic loafers are not the only ones who join in this 
divertisement. Lawyers with cases in court, judges 
with dockets many months in arrears, architects with 
work crying for completion — and probably some auto- 
mobile salesmen with prospects to close. 

A man painting a sign will draw a bigger crowd than 
a salon exhibit of old masters. A corn-plaster demon- 
stration will draw people as thick as bees. Mother Eve 
certainly passed her fatal curiosity on in perpetual 
inheritance to the human race. 

And now the biggest show on earth — the Great War 
— invites attention. How much of your time will you 
let it cost you? Can you insulate yourself against its 
fascination? Of course an intelligent well -controlled 
interest in the war is impossible to deny a healthy, 
active mind. But the sort of hypnotism that holds a 
pyromaniac spell-bound at a fire, will not help win the 
war, nor help the efficient handling of business. 

Many of us are war hypnotized. It is undeniable. 
We have not learned to discipline ourselves. We are 
pyromaniacs at the great conflagration that is killing 
and destroying in Europe. 

The more who stop to watch the more others will 
come. Isn't it time to break away and attend strictly 
to business? 

Right now at hand in the United States is the great- 
est business and industrial era of all ages. Men who can 



discipline their attention and keep it on the job will 
lead and direct this great expansion. 

We know that many automobile salesmen have 
permitted their attention to wander. Their handling 
of prospects is not as confident and decisive as it used 
to be. Prospects feel this and are disinterested. They 
may have every reason to want a car as before the out- 
break of the war, yet lack of positive, convincing argu- 
ment leaves them in a put-it-off-until-later mood. 
Those prospects probably will buy cars later. But why 
not sell them NOW? Why not clear your calendar 
for other business by closing up your hesitating prospects 
NOW? 

The country is almost CONSCRIPTED to pros- 
perity! The government knows it, every big business 
house in the country knows it, the banks know it. 
Every man in the Hudson organization and every Hud- 
son prospect should know it. 

Many Hudson dealers and distributors in the East 
recently have inaugurated a novel plan for bringing the 
true state of business affairs home to their salesmen and 
visitors to their salesrooms. They are tacking up timely 
business articles from newspapers and other periodicals 
on a bulletin board in the salesroom. Papers such as 
the Financial Review, Boston News Bureau and Wall 
Street Journal always have informative articles of sound 
judgment on the business outlook, and without exception 
these are all of the most optimistic nature during this 
period. Distributors also are sending weekly letters to 
their dealers containing excerpts from these articles. 
This places directly in the dealer's hands arguments 
that he can present to prospects who are inclined "to 
view with alarm." 

We believe distributors can get good results from 
this sort of a campaign. It is evident to every clear- 
sighted man that business conditions are in healthier 
shape now than at any time in the nation's history. 
We must, however, combat the psychological hesitancy 
we are bound to meet, armed with confidence our- 
selves and prepared to show intelligently the real facts 
of the American business situation. 
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Signing the "Determination of Independence" My Idea of Service 

by 
BILL JONES 

(Hudson Agent at Chattanooga, Tenn.) 



THE young people of America are determined to have what their elders have — 
a country free and independent of foreign domination. That's why little 
eight-year-old Dorothy Harrison, daughter of H. O. Harrison, Hudson dis- 
tributor for Northern California, called the signing of the Liberty Bond subscription 
signing the "Determination of Independence." The picture shows Miss Dorothy 
putting her name at the top of the H. O. Harrison Liberty Bond subscription. The 
Harrison employees took $15,000 worth of the bonds. 

Get the Farmer's Business! 

Below we print a letter received from a farm publication. The writer 
wants to show us why the farmer prospects should get earnest attention 
from automobile salesmen. He talks just one item — sheep. And farmers 
are prospering equally in other products — grain, live stock, forage, etc. 
Read this letter. It ought to stimulate your sale efforts in this direction. 



T'S patriotic to stand up when 
"The Star Spangled Banner" is sung 
or played. It is loyal to cheer the 
sweet girl graduate when she recites: 
"Your Flag and My Flag." It is 
just as patriotic and loyal, and much 
more efficient, for us to discuss 
"Your Business and Our Business." 
Sherman was right. War is Hell! 
What are you going to do about it? 
Let your business go to "war." 
It would be treason to be a "slacker" 
in business when UNCLE SAM needs 
money so badly. Possibly you may 
need it too. Anyway, if there is a 
dollar to be made it is your pa- 
triotic duty to make it. The kaiser 
is tickled every time he hears that 
business is slacking in America. 

In OHIO, PENNSYLVANIA and 
WEST VIRGINIA are 3,494,436 
sheep. These sheep this Spring 
have shorn an average of lYi pounds 
of wool. That makes 22,708,834 
pounds. Buyers are bidding 65c 
per pound for wool. They may pay 
more. But even at 60c per pound 
this will put into these farmers' 



pockets $15,205,270. 

Then there's the lamb crop. Esti- 
mates show that sheep alone in Ohio, 
Pennsylvania and West Virginia will 
yield $26,000,000 in wool and lambs. 

What do you think of it? Doesn't 
it look as if 26 millions plus is worth 
going after? 

An interesting thing has occurred 
recently. Our editor was in the 
county seat of a county located in 
the Southwestern corner of Penn- 
sylvania. Some farmers told him 
that this county, although a small 
one, would take in over $600,000 
this year for its wool crop. They are 
offering 70 cents per pound now. 

"What will they do with this 
money?" he asked of a farmer. 
"Spend every — — cent of it for 
automobiles," came back the reply, 
as if he meant every word of it. 

We are just passing this along for 
your benefit. It, too, may be worth 
thinking over. The farmers in our 
territory will buy more automobiles 
within the next year than they ever 
did before. Think that over. 
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A SICK car makes a sick customer — 
and that's a fact. 
And a well car makes a tickled-to- 
death patron, and I know that's a fact. 

My idea of service isn't to come around 
and doctor a sick car — anybody can do that, 
if you pay the price. 

My idea is to keep the car well — you know 
the old adage, "An ounce of prevention," etc. 

That's why I have regular inspection on 
cars I sell. And it isn't just bluff, just a 
make-believe service. It's a very real, bona 
fide inspection. Sometimes my patrons are 
delinquent about bringing in their cars. But 
that's one thing that I insist on — that they 
bring them in regularly for inspection. 

"Bill, isn't it terribly expensive?" a cus- 
tomer asked me one day. "How can you 
afford to inspect these cars carefully so often?" 

"That's the easiest thing I do," I replied. 
"I grab time and trouble by the forelock. If 
there's any trouble starting I get to it before 
it amounts to much." 

You know what the Bible says about the 
sins of the fathers; well, also, the sins of the 
drivers are visited on many a car. It isn't 
every auto owner that knows a car. Wrong 
usage starts trouble, but the frequent inspec- 
tion catches them. 

At small cost to myself I keep the car in 
good shape and give the customer continuous 
going. And selling complete customer- satis- 
faction is the most profitable thing a man can 
do. For satisfaction leads to repeat business. 
When a customer is satisfied he recommends 
my cars to friends and relatives. That's why 
I'm such a stickler for good service — I want 
every one of my customers to pass along that 
phrase — "That fellow Bill Jones is certainly 
giving good service." 

Some people think when they sell a car they 
have completed their trade. My idea is that 
when I sell a car I have just begun. I don't 
figure on just selling a machine. I figure on 
selling continuous running service of that 
machine. 

In other words I sell mileage. Aside from 
our frequent inspections we always carry a 
stock of repair parts running into thousands 
of dollars. It's mighty fine to lay your finger 
right on what you need. And it's also mighty 
disappointing to wait to send away for a 
repair part, as is often the case with little 
houses that can't render this service. 

To sum up my idea of service: It is not 
obsequious bowing, ceaseless palaver, sweet- 
toned promises; not that, but doing the 
things that keep the car going at the least 
possible cost. 



THE prompt adoption by the 
American people of the busi- 
ness as usual idea is going to 
enable this nation to prosecute 
war without experiencing a tem- 
porary check such as England and 
France have recently recovered 
from. Modern war requires the 
expenditure of huge sums of money 
and means maximum employment 
and high wages for all workers. 
Other conditions peculiar to this 
war make it certain that this 
nation will enjoy a period of busi- 
ness and industrial activity the 
like of which has never been seen 
and which is assured whether war 
lasts several months or several 



years. 



J, Ogden Armour. 
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Hudson's Record -Wrecking Crew 

They Control Super-Six Destiny on the Speedway 



■HESE are the men who pilot the Hud sons on the long, nerve-wrecking speedway races. The second figure from the left is 
Ira Vail; the fourth, A. H. Patterson; the fifth, Ralph Mulford, and the seventh, Jack Gable, relief driver. The picture was 
taken at the Chicago Speedway, where Mulford broke the 150 and 200 mile American speedway records. 



Hudsons on Three Speedways, July 4 

At Uniontown, Omaha and Seattle, Super-Six Race 
Specials Will Race Against the World's Fastest Cars 



THE Hudson will race before three great 
crowds on the Fourth of July. Crowds 
representing the three great time 
divisions of the United States — Eastern, 
Central and Pacific Slopes. 

One car will run at Uniontown, Pa. The 
driver is not yet selected, but probably 
will be Billy Chandler or Jack Gable. Two 
others will race at Omaha. Ira Vail and 
Ralph Mulford, both of whom have piloted 
Hudsons in big victories, will drive at Omaha. 
A. H. Patterson, the Hudson dealer at 
Stockton, who drove at Cincinnati and 
Chicago, will pilot another of the authorize d 
Hudson racers at Seattle. 

Independence Day will be crowded with 



interest for the Hudson organization and 
for Hudson owners and prospective motor 
car buyers generally throughout the United 
States. Hudson success, equal to that we 
already have won at Cincinnati and Chicago, 
will stimulate the sale of Super-Sixes beyond 
doubt. We have no way definitely of tracing 
how many sales result directly from excellent 
Hudson showing in the speedway events. 
But we do know that sales have increased, 
and we are confident that some of this 
stimulation is due to our fine performances 
on the race course. 

On Independence Day the Hudson will be 
represented officially on three big tracks, 
before thousands of people in three widely 



Super-Six News a Business-Getter 

It Will Help You Too 



WE receive a great many letters 
from people who get the Super - 
Six News Pictorial. Sometimes 
we get money enclosures for a year's sub- 
scription. Of course we don't seek a paid 
circulation, and always return the money. 
But it is gratifying to know that people 
find the Super-Six News entertaining enough 
to want it on a paid basis — the same basis 
as other magazines and periodicals for which 
they subscribe and pay. 

We reprint below just one of the many 
letters that we get from the Super -Six News 
readers. 
Gentlemen : 

I have received the numbers of your pic- 
torial magazine, The Hudson Super-Six 
News, which are being read and perused 
with great interest. I appreciate the sub- 
scription to this illustrated paper and assure 
you I expect to reciprocate in some way this 
courtesy. Yours truly, 

H. Ross Cannon. 
Leitchfield, (Term.) Mercantile Co. 



Here is another letter from James E. 
Nugent, secretary of Sloan & Clapper, 
Hudson dealers at Newburgh, N. Y.: 

The Super-Six News has its strongest 
boosters' with the children. One of our pros- 
pects was demonstrated to by every dealer 
in town, but after every demonstration the 
children in the family would insist on a 
Super-Six. They had never even sat in a 
Super-Six, but got their favoritism for the 
car from the Super-Six News, and in order 
to keep peace in the family the father bought 
a Super-Six. 

Another prospect signed a license applica- 
tion for a Super-Six, without ever having 
ridden in the car. As a matter of fact when 
he made the purchase he did not even trouble 
to look at the car. The answer I discovered 
was that he was on the Super-Six News mail- 
ing list, and his children had seen the pic- 
tures of the car in the pictorial and boosted , 
for it with good effect. 

We're strong for the Super-Six News! 

James E. Nugent. 
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separated parts of the country. These people 
are interested in motor cars (as indeed, 
who isn't ^or they would not be in attendance. 

It is idle to speculate too optimistically 
of races that are still several weeks away. 
But we do know that heretofore we have met 
the best cars in America — concentrated on 
one track. As for instance at Cincinnati 
and Chicago. On July Fourth these cars 
will be scattered on three or more tracks. 
We believe this will increase our chances of 
taking front rank finishing positions. 

At least we will watch the three tracks with 
confidence that the Hudson will race before 
crowds and add credit to the great name it 
now enjoys before the motor public of 
America. 

Biggest Touring Year 

says 
Chicago Tribune Editor 

SHEPPARD Butler, automobile 
editor of The Chicago Tribune, 
asserts that 1917 will completely 
dwarf preceding years in motor tour- 
ing and general automobile interest. 

"We have been swamped with 
inquiries regarding touring routes," 
said Mr. Butler. "It is impossible to 
keep up with the calendar in our 
answer to people, who motoring want 
to tour this summer. It seems as if 
everybody in the world was going 
touring, and that there will be a few 
added starters." 

Mr. Butler was asked to what he 
attributed the big touring move- 
ment. 

"It don't attribute it to anything 
particularly, except that people seem 
to have the money and time to do it." 
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Hudson Shatters Records in Chicago 

Speedway Race 

Mulford Sets N«?w Marks for 150 and 200 Miles in Super-Six Special 



ALL American Speedway records for 150 and 200 
miles fell before the Hudson Super-Six racing 
specials at the Chicago race meet, June 16. 
Ralph Mulford driving, sent his mount over the course 
for 200 miles faster than any other motor car ever made 
the distance. For years experts who build cars for racing 
only have been shooting their speed monsters over 
the fastest tracks of America. And yet none of them 
ever travelled the 200 miles as fast as Mulford's Super- 
Six. 

The significance of this feat to the motor-buying 
public does not lie in the fact that the Hudson Motor 
Car Company was able to build a car fast enough to 
break the 150 and the 200 mile record. It is in the 
fact that the Hudson Motor Car Company builds a 
stock car, which at comparatively small expense can 
be converted into a racer capable of beating the fastest 
cars of America for 200 miles. Any of the 37,000 Super- 
Sixes now in the hands of users could be changed at 
nominal cost into the duplicate of the car with which 
Mulford broke the 200 mile record. That is the im- 
portant thing in Hudson racing policy of interest to 
every motor owner and prospective buyer. 

Hudsons finished second and seventh at Chicago. 
One did not finish. It crashed into a guard rail at 105 
miles an hour, jamming the mechanism. 

The newspaper reports without exception com- 
mented on the "hard luck" which beset the Hudson 
team. We do not believe in luck. We are content there- 
fore to let the newspapers speak for us. 

The Chicago Tribune said: 

"Had it not been for two tire changes in the last 
stages of the race Mulford's Hudson would have won 
easily.' ' 

Another account said : 

"A flake of rubber from the tubing in Vail's Hudson 
got into the carburetor and stopped the flow of gas. 
From the frightful pace at which Vail was climbing to 
the lead of the race he suddenly died away to a snail's 



crawl. He looked best of all in the race until this trivial 
occurrence which spiked his power flow in such a mys- 
terious way that it was not discovered until after the 
race." 

Until Patterson's unfortunate skid threw him out 
of the race the three Hudsons were bunched closely 
with the leaders of the race. Hudsons made the furious 
pace of the race after the 30th mile. With the ex- 
ception of a single lap at the 70th mile, one Hudson or 
another led until within 10 miles of the finish, when two 
tire changes in succession cost Mulford the lead. 

At 40 miles Vail led at 105 miles an hour. At 50 
miles he led at 104.5 miles an hour. At 60 miles he 
still led, again at 105 miles per hour. At the 70th mile 
he lost the lead for one lap, and then led at the 80th 
and 90th miles at 105 miles per hour. Mulford took 
the lead at the century — at 105.5 miles an hour. He 
held it straight through for the next 140 miles, easily 
holding off the challengers. He had the race so well in 
hand that he began to relax a little of his speed, dropping 
gradually down to a pace of 104 miles an hour. Then 
two tires letting down within a lap of each other per- 
mitted the pursuing car to overtake the Super-Six. 

As at Cincinnati, when all four Hudsons entered in 
speedway events, took prize money, the Hudson 
again demonstrated its superlative endurance. While 
other cars were rolling into the pits for repairs the Hud- 
sons kept the terrific pace, holding the lead for mile 
after mile with clock-like surety of action. 

To motor car buyers these performances are of first 
rank importance. They give accurate index of the stock 
Super-Six powers of endurance, because the Super-Six 
racing specials are more like regular factory production 
than any other cars contending for speedway honors. 
They prove that with changes such as can be made at 
small cost, the factory production Hudson Super-Six 
can maintain the most destructive pace — and break 
track records against the fastest cars in America. 



The Owl 



AND then there's the Owl. No one ever saw an Owl Do a 

A\ smart thing, but he Looks so wise they give him the benefit 

of the doubt. 

He's got personality to burn, whether he's got anything going 

on in his head or not. And he's got a reputation for Wisdom 

that makes Solomon run a poor second in all the proverbs. Yet 

the Owl never proved he knew anything. He just looked so wise 

that no one could prove he didnt. And he got away with it. 

You know some Owls that wear spectacles and trousers and live 
in apartments with steam heat and bath and otherwise qualify 
under the very broad terminology as members of the human 
race. They are sometimes quite as successful as their brethren 
who roost in the trees. But there is this difference. The human 
Owl, unless he really has something back of the wise-looking front, 
is liable to run into situations where he has to produce\the goods. 
If he hasn't got them his goose is cooked. It's a very serviceable 
gift, the ability to look wise, but there is a corollary virtue which 
is just as important — to be wise. 
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Hudson Wins! 

Super-Six Takes Sand-Pull and 
Hill Climb in Australia 

THE Hudson Super-Six was victor in a 
new style of contest organized recently 
in Perth, W. A., under the auspices 
of the West Australia Automobile Club. 
It was a sand-pull and hill-climb combined, 
according to accounts of the event which 
have just reached us from W. Johnson & 
Co., Ltd., Hudson dealers at Perth, W. A. 

The story does not give the distance of 
the race, but describes the course as of "loose, 
unmade sandy surface, full of black boy 
stumps and other vegetation which provided 
plenty of bumps and a maximum of difficulty 
to travel. The test terminated in a stiff 
hill climb to the finishing point." 

A great many well known cars competed 
in the event. The winning Hudson time was 
9 minutes and 8 seconds. The next best time 
was 9 minutes, 31 seconds. Other entries 
required from 10 to 18 minutes to complete 
the run. 
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